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F MARKETING 


Myers Denies 
He'll Withdraw 


thie Fall A cew et age Tave’ exoornence 


Agency-Client Setups 
Explored in ANA Book 


\(5) agency replacement; (6) 


NIAA Candidacy © 


But Ticket Head Doesn’t 


_ ‘Partnership’ View Is 
Stressed as Best Type 
of Agency Relationship 


NEW—T iis color 
page, scheduled 
for the June 28 | 


‘methods of picking an agency, and 
| (7) legal liability. 

Since the ANA has sometimes 
been regarded as the focus of the 


See How Membership 
Can Back Him, Fight ISIM 


PITTSBURGH, May 28—Robert C. 
Myers, director of market devel- 
opment, U.S. Steel Corp., and can- 
didate for board chairman of Na- 
tional Industrial Advertisers Assn., 
denied today that he had with- 
drawn from the NIAA slate pro- 
posed for election next week at 
St. Louis. 

“T am still a candidate for the 
office of chairman of the board 
of NIAA,” Mr. Myers said. 

“However,” he added, “it is ob- 
viously apparent to all NIAA 
members that I am so closely as- 
sociated with the task force pro- 
posal for a new NIAA constitu- 
tion and the reorganization of 
NIAA into an International So- 
ciety for Industrial Marketing that 
I hardly see how the members 
can vote for me as chairman if 
they disapprove of my platform.” 

Asked if that meant he would 
withdraw his candidacy in the 
event ISIM is disapproved by the 
convention, Mr. Myers said he 
could not answer the question at 
this time. 


# “I am not trying to quibble,” he 
said. “I honestly don’t know what 
action I shall feel compelled to 


Saturday Eve- 
ning Post, will be 
the first ad ina 
consumer weekly 
in Lockheed Air- 
craft’s introduc- 
tory campaign for 
its new passenger 
jet plane which 
will make its de- 
but this fall. 
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m hehe: cy 
Lecenmen Anmeam Comper enon Mutant Curterne foe , 


McCann, It Seems, Had a Rival... 


Rival Packing Shifts 
Ads to Guild, Bascom 


Coast Agency Reportedly move in the last two months. 


. i The Rival switch startled Mc- 
Had Hit on McCann’‘s |Cann as well as competing dog 


. . cas ;food packers. Although Rival’s 
City Dog Motif Intuitively oon figures are not made public, 


<5 Lawn ter te jot ath prow, 


che tae » Motes AF Frogs 
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A t in the advertising business 

New York, May 29—The fifth |UPFes c 
volume in the haan. of National |OVeT the agency compensation sys- 
| Advertisers series on better adver- | tem, many observers will be re- 


ae 7 l\lieved to find the guidebook mild 
|tising management promises to get) and octane yy its advice on 


frayeao «nna laa reading than | agency relationships. It largely 
| It deals with advertisers’ rela- Stresses the partnership view. 
i i isi neies. | ba , 

Saeed aoe yp gee The series is edited by Russell 
ltender areas as (1) termination | at pews 1 ge ge ype 
contracts; (2) ways to evaluate 22" Working w } ag y 
relations committee, of which Don- 


agency performance; (3) whether ald S. Frost, vp of Bristol-Myers, 
The non-member 


| . 2 

\a single or multiple agency setup): . 

b / d ~ iis chairman. 

jis advisable; (4) compensation; price for the seven-volume series 
is $150; at the moment ANA has 


no plans for single volume sale. 


} 


K&E Gets ‘Cum 


Advertiser-Agency 
Operation Plan 


“An advertising manager should 
regard his agency almost as part 
of his own department” in setting 
up his own advertising operation, 


/ 
Laude Mark on 
a 
Max Factor Quiz the book advises. He has to decide 
‘what can best be done by his de- 


New York, May 28—Kenyon &|partment and what by the agency. 
Eckhardt, one of 33 agencies which | He then has three things to keep 
entered a 73-question examination|jn mind: (1) what the agency 
given by Max Factor & Co., has|should do to satisfy the client’s 
come out at the head of the class./needs; (2) that there is a well- 


It landed the account. ‘understood plan for doing what 


Cuicaco, May 28—Rival Packing 
|Co. today joined a growing list of 
restless dog food makers when it 


the company acknowledged to Ap- 
VERTISING AGE that its sales have 
increased 25% since McCann took 


|pany announced today that it had! 
assigned the bulk of its advertis-| 
ing to the Los Angeles office of| 


The West Coast cosmetics com-|the client needs; (3) the need for 


a periodic revaluation of the re- 
sultfulness of the relationship. 
The guidebook strongly urges 


take until I have had a chance to| shifted its $1,000,000-plus advertis- 
study the situation in St. Louis.” |ing account from McCann-Erick- 


over the account on Jan. 1, 1957. 
McCann’s advertising for Rival 


K&E, effective June 2, and it an-|(1) a contract between advertiser 
|ticipated “that additional products | 


Asked whether the statement 
attributed to him in a talk before 
(Continued on Page 92) 


|son to Guild, Bascom & Bonfigli, 
| San Francisco. Rival became the 
|third major dog food account to 


Know Your Reader, Interest Him, Aid 
Him, BBDO's Meredith Urges NBP 


Readership Gain Is as 
Big as Circulation Gain, 
Conover-Mast’s Dix Says 


ASHEVILLE, N. C., May 28—Na-)| 


tional Business Publications cen- 
tered its attention on more effi- 
cient publishing and cost-cutting 
during its annual spring meeting 
here this week. 

In one session after another, 
speakers underlined ways of im- 
proving readership of publications 
and of reducing costs through off- 
set printing and cold type com- 
position. Round table _ sessions 
stressed production and circula- 
tion savings. 

But the meetings seemed to 
bristle with confidence. The postal 
bill was settled during the week, 
and the publishers seemed vaguely 
happy to have the long battle over. 

In one of the major advertising 
speeches on the agenda, T. R. 
Meredith, media supervisor of 
Batten, Barton, Durstine & Os- 
born, advanced the view that pub- 
lishers should remember that the 
publication is their basic product 
and that the reader is their target. 
Mr. Meredith (whose speech 


was read to NBP by Charles H. 
Bussmann, Pit & Quarry) argued 
that the marketing problem of the 
publication consists of: 


How much does it interest its 
reader? (3) To what degree does 
it fill the needs of the reader? 
Just because publishers are 
under pressure from agencies for 
marketing information and mer- 
(Continued on Page 92) 


Harrington Leaves 
Richards to Accept 


Honig Chairmanship 


New York, May 29—Eugene I. 
Harrington, who came east three 
years ago to take the presidency of 
Fletcher D. Richards Inc., has re- 
signed to return to the West Coast 
as board chairman of Honig-Coop- 
er & Miner, San Francisco. 

Effective July 1, the West Coast 
agency will change its name to 
Honig-Cooper, Harrington & Mi- 
ner. Mr. Harrington will become a 
major stockholder in the agency. 

The largest independent agency 


(Continued on Page 93) 


(1) How) 
well does it know its reader? (2) | 


over the past 18 months has been | wil] be assigned later.” Succeed- 
envied by other dog food packers.|jng Doyle Dane Bernbach, one 
The major theme is that modern |month earlier than originally an- 
|dogs do not get enough exercise, nounced, the new agency will han- 
and that Rival is good for dogs|dle Natural Wave hair spray, Hi-| 
because it is high in protein and | (Continued on Page 92) | 
low in fats. 


will take over thé account Sept. 
1. GB&B will 


(Continued on Page 92) 


Last Minute News Flashes 


Kastor, Hilton Named tor New Smith Bros. Product 


New York, May 29—Smith Bros. has appointed Kastor, Hilton, Ches- | 
ley & Clifford to handle advertising for Smokers Drops, a new product 
scheduled for national distribution over the summer followed by a 
fall introductory campaign, kicking off with a spread in Life. Local 
ads, particularly tv spots, also will be used. Smokers Drops will sell 
for 10¢. The bulk of the Smith Bros. account remains with Sullivan, 
Stauffer, Colwell & Bayles. 


JWT Completely Revamps Consumer Panel 

NEw York, May 29—J. Walter Thompson Co.’s famous consumer | 
panel has been entirely revamped to “reflect more precisely American | 
purchasing experience.’ The agency said, “It has taken two years to 
put the new panel together.” Recruiting and training of new panel 
personnel, who represent some 5,500 households (the same number 
as the old panel), was handled by Alfred Politz Research. 


Capitol Offers Senate Rackets Probe to Stations 


” New York, May 29—Capitol Television Productions, newly-formed 
company in Washington, plans to provide television coverage of the 
sessions of the Senate rackets committee, which start at the end of 
June. Leonard Zweig of Capitol today confirmed that Sen. John 
McClellan, committee chairman, had given him permission to obtain 
“select sponsorship” of the telecasts, which will be offered to individual 
stations. 


(Additional News Flashes on Page 93) 


and agency spelling out areas of 
responsibility and termination pro- 
cedure; (2) a “job description” of 
the work to be done by advertiser 
and agency. 
Some nine samples of contracts 
(Continued on Page 58) 


Joseph V. Gettin, ‘ Tom Haire Calls ‘Untrue’ Ch 
Rivsi fold 4A tat Gus Beem £OM Haire Calls Unirue Charge 
a. os s 
branch offices ang will nanate MCGraw-Hill Tries to Dominate ABP 


Bond Predicts Business 
Papers’ Ad Volume to 
Hit $800,000,000 by ‘65 


Hor SprinGs, Va., May 28—An 
unscheduled program feature pro- 
vided the dramatic highlight of the 
annual meeting of the Associated 
Business Publications, which 
closed here today, when Tom 
Haire, president of Haire Publish- 
ing Co., delivered an eloquent at- 
tack on charges that ABP is “dom- 
inated” by the McGraw-Hill Pub- 
lishing Co. 

“During the years I have been 
a member of this organization,” 
asserted Mr. Haire, “McGraw- 
Hill executives have been among 
the most helpful and cooperative 
publishers I have known. They 
have unselfishly worked to raise 
the standards of the whole busi- 
ness press, and I am sure that 


every member of ABP has ben- 
efited from their contributions. 
“The charge that McGraw-Hill 
has tried to dominate ABP is com- 
pletely untrue. Our retiring chair~ 
(Continued on Page 89) 
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/network tv last year amounted to | 
$18,915,776. # 


Hettrick Appoints Lawson 
Russell L. Lawson, formerly vp 
of Central Scientific Co., Chicago, | 
has been named director of mer-| 
chandising of Hettrick Mfg. Co.,| 
Toledo, maker of casual furniture, | 
tents, awnings, hunting clothing, 
marine products and play equip-| 


Auto Maker to Drop |and added that there is no real! 
All Chrysler Corp. cars in 1959 | 
Cuicaco, May 27—Although the | other than in past years, Mr. Dur- | 
Corp. and its four car divisions this line also will be more | 
per car is the highest in many| esarding the posting of factory 
for the Chrysler division, said yes- | lation take effect at the beginning | 
a two-day dealer business forum, |car prices currently is pending in| 
propriations were cut less than) 
1959 ad budget would be more than | TISING AGE learned that Chrysler 
didn’t know if the company will |of June. The car maker has spon- 
He said it would be a “fantastic! When asked why the company | 
show for us and has served our 
Groups Clash on 
| The fate of “Shower of Stars,” | 
Apple growers and handlers are “Climax,” has not yet been deter- 
whose functions include consumer |Said_ the company currently is 
Commission, advertising and mar- | reached for about a month. 
sue to a head early this month with | show sponsored by Chrysler Corp. | 
into one. Until that is done the| Welk (Dodge) and Groucho Marx | 
the National Apple Institute. Its | ship of “Climax,” and one-quarter | 
institute’s 1958-59 budget. 
stitute that consolidation of three 
reorganization to eliminate dupli- 
president of the Western New York 
the good faith of the Washington 
: ment. 
garded Washington’s action as | 


2 
Chrysler Ad Spending Is Off 8-10°% 
a ° 
‘ evidence that the potential market | 
‘Climax’; Future in | 
| will be more distinctive from each | 
| kee said. New models for each in- | 
year are 8% to 10% lower than in | distinctive compared with their 
years, Burton R. Durkee, director | PTCes on new cars, Mr. Durkee | 
|ers would prefer to have the legis- | 
terday. lof the 1959 model year. Federal | 
told reporters that advertising ap- | 
other areas of Chrysler’s business. | 
this year’s. |Corp. is dropping its sponsorship 
bring out an economy car to com- |sored the show for the past four 
gamble to retool for a small car,” | W@S dropping the show, Richard E. 
|advertising and sales promotion, | 
| purposes, but it doesn’t fit into our 
Consolidation Issue |tv spectacular which ran concur- 
split over proposals to consolidate |Mined, Mr. Forbes said, nor has | 
promotion. | looking at new tv shows and buys, 
keting agency for growers of | 
a request that the present three | although its car divisions sponsor | 
Washington commission said it | (DeSoto, Plymouth). 
support of nearly $40,000 a year|portions were sponsored by <4 
The Washington proposal 
national associations is not feasi- 
cation. 
Apple Growers Assn., with head- 
Commission. Mr. Johnson said the 
“short sighted,” not based on fact, 


but ’ ; 
ut ‘99 Budget to Be Bigger: Durkee 
would warrant the gamble. 
TV Medium Is ‘Uncertain’ | 
advertising budgets of Chrysler | ji vidual 
1957, Chrysler’s ad appropriati on | Predecessors, he added. 
of advertising and sales promotion | said the majority of Chrysler deal- | 
Mr. Durkee, who was here for | jegislation sn the taatind at sew | 
| Washington. 
He predicted that the company’s ® Meanwhile, in Detroit, ApvErR- 
The Chrysler executive said he | °f “Climax” (CBS-TV) at the end 
pete with the small foreign models. Ye@"s- 
os | Forbes, Chrysler Corp. director of | 
Appl e Promotion \told AA: “This has been a good | 
| future plans.” 
WENATCHEE, WasH., May 28— rently in the same time slot as 
three national apple associations |Chrysler Corp.’s future in tv. =| 
The Washington State Apple | but a final decision will not be 
Washington state, brought the is- | ® “Climax” is the only network tv | 
national associations be combined | various shows such as Lawrence | 
would withdraw its support from| Chrysler Corp. had half sponsor- 
amounts to about one third of the |Chrysler and Plymouth divisions. 
brought a rejoinder from the In- 
ble, but the Institute did propose 
Meantime, Marion I. Johnson, 
quarters in Rochester, challenged 
institute’s executive committee re- 
and a threat to the industry. 


@ The three national associations 
are the National Apple Institute, 
an association of grower organiza- 
tions whose work includes promo- 
tion and research; the Internation- | 
al Apple Assn., with membership 
of 1,400 growers, shippers, brokers, 
distributors, and others, and Na-| 
tional Apple Week Assn., a subsid- | 
iary of International Apple Assn., 
and coordinator of promotional 
work for national apple week. 

The Washington commission, 


. v | 
promotion agency for about one | wiiiam p. TYLER, who resigned as vp 


third of the nation’s commercial : | 
apples, contributes to all three or- ase Sig ~ ey hy Leo 
ganizations. It is understood that | Burnett Co. Jan. 1, after 11 years 


the Washington commission feels 
that it can get more direct benefit 
by spending in its own promotion- 
al work the funds it now contrib- 
utes to the three national associa- 
tions. 

The issue is expected to produce 
further developments at the an- 
nual convention of the National 
Apple Institute June 18-20 in 
Washington, D. C. * 


} 


| 


& Bowles, New York, on Aug. 4.| 


Mr. Tyler will be vp and director, | 
with responsibility for the over-all 


output. He was creative head at) 
Doherty, Clifford, Steers & Shen- 


Fitzgerald-Sample before going to 
Burnett. 


|mour & Co., 


Now from Goodyear.. 


SD 


NEW CAPTIVE Am STEEL CORD 


SAFETY SeRLO 


No more roadside tire. 


cebaftcan ’ 


MONS PEOPLE OE ON GOODVEAR TIRES THAN Om ANY OTHER KueDy 


this new safety principle that “an mean 


changing! 


New Captive Aw Steel Cord Satery Shield lets you dove we 
for 100 mules or more in the event of a puncture or blowout! 


NO CHANGING—Goodyear will break a campaign for its new steel- 

cord safety shield tire with spreads like this in the June 9 Life and 

the June 21 Saturday Evening Post. Other magazines and television 
will also be used. Young & Rubicam is handling. 


25 Leading Brewers Sold 58,418,000 


Bbls. of Beer in ‘57, Survey Shows 


They Accounted for 69% 
of Total Beer Volume, 
Research Co. Finds 


New YorK, May 27—The 25 
leading brewers in the U.S., oper- 
ating 58 plants, sold 58,418,000 
bbls., or 69.4% of total U.S. beer 


| volume in 1957. Comparative fig- 


ures for 1956 were 56,742,000 bbls., 
or 67.47% of the total beer volume. 
These figures were released to- 


|day by Research Co. of America| 


creasing bit on net profits due to 
five major factors: (1) price com- 
petition, (2) excise taxes, (3) in- 
come taxes, (4) miscellaneous 
taxes, and (5) costly strikes. 

“It is apparent,” he adds, “that 
brewery managements today must 
be increasingly alert for greater ef- 
ficiency at the production, admin- 
istrative and marketing levels if 


they are to maintain their position | 


and profit. This is particularly true 


since the industry, for the past five 
years, has utilized slightly more 


with publication of the 17th annual | than 60% of its productive capaci- 


edition of its 
Survey.” 


lishing annual reports, the survey 
shows the following: 


“Brewing Industry | ty. 


“Another factor to be consid- 


| eAn analysis of sales and income ered,” Mr. Fein notes, “is the pro- 
| figures of 24 leading brewers pub-| gressive trend toward concentra- 


tion in the brewing industry. 


For 24 brewers Sales Net income Ratio of net 
during year income to 

sales (%) 
| ee $757,504,000 $34,796,000 4.59 
i ae 752,769,000 31,835,000 4.23 
EE, 776,618,000 27,567,000 3.55 
| 791,942,000 26,983,000 4.41 


The billings on the “Climax” show | = “These figures,” A. Edwin Fein, | During the fiscal year ending June 
could not be determined. The en-| managing director of Research Co. 30, 1934, 725 breweries produced 
tire Chrysler Corp. expenditures in| of America, says, “reflect the in- | 


(Continued on Page 94) 


Chicago Adclub 
Cites 90 Winners 


in Ad Competition 


Cuicaco, May 29—At its annual 
advertising awards dinner last eve- 
ning, the Chicago Federated Ad- 


|vertising Club presented awards 


for the best advertising produced in 
Chicago between April, 1957, and 
March 31, 1958. A total of 90 first 
and special awards were made in 


|nine major advertising classifica- 


tions. 


The award winners with adver- | 


tiser and agency or display com- 
pany are: 
GENERAL CONSUMER MAGAZINES 
Product selling campaign in color— 
Simoniz Co., Young & Rubicam. 
Product selling campaign 
special award—Simoniz Co., 
Rubicam. 


in color, 
Young & 


Product selling single ad in color— 


Whirlpool Corp., Kenyon & Eckhardt. 

Product selling campaign in b&w—Ar- 
Foote, Cone & Belding. 
Product selling single ad in b&w—Philip 


with that agency, will join Benton | Morris Inc., Leo Burnett Co. 


Institutional campaign in color—Ameri- 


can Dairy Assn., Campbe!l-Mithun. 


Institutional single ad in color—Camp- 


bell Soup Co., Leo Burnett Co. 


Institutional campaign in b&w—Hall- 


quality of the agency’s creative| mark Cards, Foote, Cone & Belding. 


| INDUSTRIAL & BUSINESS MAGAZINES 


Product selling campaign in color— 


field and copy chief at Dancer- Clark Equipment Co.’s industrial truck 
| division, 


| & Reed. 


Marsteller, Rickard, Gebhardt 


(Continued on Page 28) 


Moore Promoted to Ad Head 
Clarence W. Moore has been 


|promoted to director of advertis- 


ing and sales promotion of Fruit 
Dispatch Co., sales subsidiary of 
United Fruit Co., New York. He 
succeeds R. G. Partridge, who has 
retired. Mr. Moore has been with 
the company since 1926, most re- 
cently as manager of the educa- 
tional department and assistant to 
the director of advertising and 
sales promotion. 


SHOWPLACE—The U.S. national ar- 

chives and records service has or- 

dered 25,000 copies of the illustra- 

tion in this Pittsburgh Plate Glass 

Co. ad for distribution to the pub- 
lic. 


Advertising Age, June 2, 1958 


Goodyear TV-Print 
Push to Stress New 
Steel-Nylon Shield 


AKRON, May 28—Goodyear will 
launch a new promotion next 
week for a new tire. The campaign 
will break with four-color spreads 
in Life and later in The Saturday 
Evening Post and will continue 
with color pages in Look and 
Reader’s Digest. “Goodyear Thea- 
ter” (NBC-TV) also will push the 
tire. 

K. C. Zonsius, director of ad- 
vertising, said Goodyear’s new 3-T 
nylon tires represent “a revolu- 
tionary new development of the 
double air chamber principle” 
which his company pioneered 
more than 20 years ago with the 
Lifeguard safety tube. 

“In 1956 we introduced a Cap- 
tive-Air safety tire, which consist- 
ed of a tubeless 3-T nylon tire plus 
an ‘inner spare’ nylon shield, that 
carried the car in the event of a 
puncture or blowout in the outer 
tire. The new steel-cord safety 
shield, made of two plies of nylon 
and two plies of steel, replaces the 
other shield. It is so strong that 
nails or puncturing objects will 
actually bend back.” 


= Mr. Zonsius said the upcoming 
“No more roadside tire changing” 
campaign evolved from Goodyear 
promotion strategy that calls for 
“budgeting heavy national support 
for those tire products which offer 
the most consumer advantages 
and exclusive features to the tire 
buyer. We have found that this is 
the most effective method of get- 
ting the tire buyer to see his local 
Goodyear dealer.” 

Young & Rubicam is the agency. 


Extra Local Ads 
Will Push Price 
Cut on Four Roses 


New York, May 27—Four Roses 
Distillers Co., a unit of the House 
of Seagram, will make the first 
price reduction next month since 
Repeal on its Four Roses blended 


| whisky. 


There will be no change in the 
brand formula, the company em- 
phasizes, and retailer mark-ups 
will not be affected. Consumer 
prices here will drop July 1 from 
$5.15 a fifth to $4.95; on quarts 
from $6.35 to $6; on pints from 
$3.25 to $3.15. 

Bradley Houghton, advertising 
manager, said the company will 
spend one-third more on local ad- 
vertising during June, July and 
August, with two-thirds of the in- 
crease going into newspapers. 
About 150 newspapers will be used, 
and new local prices will be fea- 

(Continued on Page 91) 


U.S. Orders 25,000 
Copies of Pittsburgh 
Plate Glass Page Ad 


PITTSBURGH, May 27—Pittsburgh 
Plate Glass Co. reports that the 
U.S. national archives and records 
service has ordered 25,000 reprints 
of an illustration used in the glass 
company’s current series. 

The color picture, which shows 
the setting where the original De- 
claration of Independence, Consti- 
tution and Bill of Rights are dis- 
played in the National Archives 
Bldg., will be offered for resale to 
the public for 40¢ with a copy of 
the government’s booklet, “Char- 
ters of Freedom.” 

The complete ad—sixth in PPG’s 
“Showplaces of America” series— 
appears in The Saturday Evening 
Post June 7, Reader’s Digest for 
July, The New Yorker July 12 and 
the July 28 issue of Time. 

Ketchum, MacLeod & Grove, 
Pittsburgh, is the agency. # 
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License Agencies 
‘Like Lawyers, 
Ad Fried Urges 


OAKLAND, CAL., May 27—A pro- 
posal to give advertising agencies 


more professional status by estab- | 
lishing “state boards of advertis- | 


Perr ae 
ee 


Re 
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Anderson, Cairns Show 
Boosts Medium Shops 


Exhibit Shows There’s 
No Big-Shop Monopoly 
on Creativity: Cairns 


New York, May 27—Visual ev- 


|'members of the Four A’s so-called 
Group 2, which means agencies 
billing from $2,000,000 to $15,000,- 
000 annually. 

The exhibit will remain at A&C 
\for another couple of weeks and 


|will then be routed to other agen- 


idence of John A. Cairns’ conten- |“. . 
tion—“Size is not the criterion of =o ote ay ry eoaeee 
an agency’s effectiveness; it should f nding oA aiiteia Simons Br 
be judged by its accomplishments oc come = b th 
and its “creativity” (AA, Feb. 10) | oe agencies to get back to nd 
—has been put on public display in 
the lobby of Anderson & Cairns’ 
office on 59th St. 

It is an exhibition of the crea- 
tive work of 33 agencies, all mem- 
bers of the American Assn. of 
Advertising Agencies and _ all 


Allen, de St. Maurice 
& Spitz Opens Shop 


ing” for licensing them has been 
put forth by Ad Fried, head of Ad| 
Fried & Associates. 

Mr. Fried’s statements followed | 
criticisms of agency licensing in 
recent weeks by Ross Roy, presi- | 
dent of Ross Roy Inc., Detroit, 
speaking before the Advertising 
Club of Los Angeles (AA, April 
7) and by Lynn Ellis, agency man- 
agement consultant, writing in his 
company publication, “Agency 
Questions & Answers” (AA, April 
21). | 

The boards would pass on the| 
qualifications of new agencies and 
creative personnel entering the 
field, and would have the power 
to punish agencies which violated 
an established code, according to 
Mr. Fried’s plan. He outlined his 
proposal in a press statement is- 
sued last week. 

“Agencies will never command 
full respect of clients, media and 
the general public until they have 


EXHIBIT—Agencies represented in this portion of the display at An- 
derson & Cairns, New York, are Aitkin-Kynett Co., Bozell & Jacobs, | 


in San Francisco 


San FRANCISCO, May 28—A new 
San Francisco agency, Allen, de St. 
Maurice & Spitz, has been formed 
| by Francis J. Allen, Edward de St. 
| Maurice and Craig Spitz. Special- 
| izing in industrial advertising, the 
ljagency will have offices in the 
| Flood Bldg. 


Harold Cabot & Co., Needham & Grohman and Cohen & Aleshire. 


‘Post's’ Stutz Fills Vacuum in 
Toni Co.'s Willie's 2-Car Garage 


professional standards recognized 
and enforced,” he said. “Our very 
future, the continuation of the 
agency system itself, requires we 
(Continued on Page 90) 


Federal Fair Trade 
Bill Threatens the 
Economy: Rabow 


BuFFALo, May 27—Aaron Ra- 
bow, president of Sattlers Depart- 
ment Store, described as “extreme- 
ly dangerous” to the national and 
local economy a proposed congres- 
sional bill for a national fair trade 
law. 

The bill has been introduced in 
the House by Rep. Oren Harris (D., 
Ark.). The administration report- 
edly is concerned over the possible 
effects of the passage of the bill. 

The Justice Department is said 
to have written Rep. Harris that 
the bill “would in effect repeal the 
Sherman Anti-Trust Act and dra- 
matically change the basic con- 
cepts of our competitive economy.” 


= “It is an extremely dangerous 
bill,” said Mr. Rabow, “and should 
not be called a federal fair trade 
law but an unfair trade law—un- 
fair to the public which would be 
forced to pay dictated high prices 
of any manufacturers who choose 
to ignore or disregard the ultimate 
value to the buying public of vig- 
orous competition among retail- 
ers.” 

Mr. Rabow said it is a matter of 
“enlightened self interest for every 
consumer to write or wire his or 
her congressman and express in no 
uncertain terms his or her convic- 
tion that such a law would be in 
the interest of nobody but those 
manufacturers who support it, and 
would be definitely harmful to the 
public.” 

Mr. Rabow said similar convic- 
tions were expressed Monday by 
the executive committee of the 
Broadway-Fillmore Merchants 
Assn. here which has discussed the 
proposed bill. The association plans 
to wire its disapproval of the bill 
to federal officials in Washington. 

It is reported the bill generally 
would just about end retail price 
competition in nationally distrib- 
uted manufactured products and 
that the only price cuts that would 
be permitted would be when a 
store was going out of business or 
when goods were damaged. The 
bill provides for strict enforcement 
provisions, # 


(Picture on Page 52) 

Cuicaco, May 27—W. G. Willie, 
sales vp of the Toni Co., won a 
1925 Stutz touring car, an old rac- 
coon coat and a brand new rate 
ecard in The Saturday Evening 
Post’s circulation contest which 
promoted a forthcoming rate in- 
crease. 


asts by announcing he would not 
'sell the car—in fact, he said he 
would drive it in a Memorial Day 
parade in suburban Elmhurst, his 
home town. 

“My daughter is just learning 
how to drive,” Mr. Willie said at 


Honeywell Sets Air 
Conditioning Push 
to Backstop Dealers 


MINNEAPOLIS, May 27—Minnea- 
polis-Honeywell Regulator Co. has 
launched a_ $100,000 promotion 
aimed at boosting sales of dealers 
in the home air conditioning indus- 
try. The campaign will be kicked 
off on the consumer level in a four- 
page ad in July’s House Beautiful. 

The Honeywell promotion is 
geared to a 24-page educational 
consumer booklet to be distributed 
by participating manufacturers and 
dealers. It lists facts and figures 
designed, the company said, to 
“take the mystery out of air con- 
ditioning for the average consum- 
- 

Tied in with the device are deal- 
er selling aids, including wall and 
window banners, sample ads, sam- 
ple direct mail pieces and consum- 
er stuffers. 

Honeywell said the campaign has 
been underwritten by 107 air con- 
ditioning makers; promotion pack- 
ages have been mailed to 72,000 
dealers, contractors and whole- 
salers. 

The company added that the 
campaign closely parallels its 
“Project warm hearted house” 
launched last winter, plugging 
home heating equipment. 


agency. + 


Houston Agency Boosts Two 

Russell V. Bond has been named 
advertising manager and Jack 
Steuerwald traffic and production 
manager of Houston Advertising 
Agency, Houston. The agency also 
has moved into new quarters at 
513 Richmond Ave. 


Mr. Willie, who is 50, scotched | 
the hopes of antique car enthusi- | 


Foote, Cone & Belding is the 


an award luncheon today. “And | 


Mr. Allen will be president, Mr. 


she’s very happy about my winning | Spitz exec vp and Mr. de St. Mau- 


the Stutz. My wife is equally 
happy, but for another reason. We 
are a one-car family with a two- 
car garage, and she’s been trying 


rice vp in charge of art and pro- 
duction. 

Martel Scroggin will be secre- 
tary-treasurer of the new agency 


to get the other side cleaned out |and June Livingston foreign trans- 


for ten years.” 


contest in a tie with Clinton 
| Basford Co., New York. Both men 
estimated that SEP’s “bonus” cir- 


culation for the first quarter of 


1958 would be 531,135. Audit Bu-| 


reau of Circulations figures show 
the total was a 531,138 average 


over the rate base of 5,200,000. | 


Both men then had to complete the 
sentence: “I need a Stutz be- 
icause...” As runner-up, Mr. 
Braine received a golf car “similar 
to President Eisenhower’s.” 


advertising manager of the Post. 
The winner also got a raft of nos- 
|talgic mementoes, including a pic- 
|ture of Pola Negri and a Rudy 
Vallee record. # 


Sheatter Sales Rate Up 45% 
W. A. Sheaffer Pen Co., Fort 
Madison, Ia., reports its current 
|sales trend is 45% above that of a 
year ago. Stockholders were told 


that the sales climb was due 
mainly to the new Lady Sheaffer 
|Skripsert fountain pens, intro- 
duced in March, ’58. 


Haber Sets Open House 

Haber Typographers, New York, 
will hold an open house for 
friends and customers June 9. 
The company recently completed 
its expansion of all facilities, add- 
ing 6,000 sq. ft. of floor space. 


| 


Braine, account executive of G. M. | 


at the company’s annual meeting | 


seas distribution. 

Messrs. Allen and Scroggin and 
Carl Jensen, a copy consultant, 
formerly were with Gene MacFar- 
land Advertising, San Francisco. 

Mr. Spitz was San Francisco 
manager for Gotham-Vladimir 
Advertising and Mr. de St. Maurice 
operated his own art agency prior 
to its merger with MacFarland. 


= At the MacFarland agency, a 


|series of personnel additions have 


been made. Marion Stow was 


's Formal presentation to Mr. Wil- ‘named office manager and James 


lie was made by Dennis E. Perkins, | 


Proctor an account executive. Mr. 
Proctor formerly was with Benton 
& Bowles, New York. 

Dee White, art director, resigned 
from MacFarland to join Albert 
Frank-Guenther Law, San Fran- 
cisco, and Elaine Brandon, an artist 
with MacFarland, resigned to do 
free lance work. + 


Osmun Joins Wilding Picture 

Robert R. Osmun has joined 
Wilding Picture Productions Inc. 
as an account executive in the 
Cleveland sales office. Mr. Osmun 
formerly was manager of the au- 
dio-visual department of Good- 
year Tire & Rubber Co. 


Ashe, Engelmore Gets Olympic 
Olympic Knitwear, New York, 


has named Ashe & Engelmore 
Advertising, New York, to handle 
its advertising. Irving Serwer Inc. 
previously had the account. 


PESTERED 2. 


« mI 


¥ 


BUY BEFORE THEY BITE 


GETTING THE BIG ONES—Union Carbide Chemicals Co. has launched an 


| outdoor campaign for its 6-12 insect repellent in selected markets 


chosen as a result of a study to determine where the “biggest and 
the most” hold forth. J. M. Mathes Inc, is the agency. 


Bare Laxtgin & Compmry Chicago 


_SALuTE—Anderson & Cairns ex- 
| plains the agencies’ exhibit in this 


display. 


we |lator for a foreign department set | fundamentals that have made the 
Mr. Willie finished the regular | yp to service advertisers with over- agency business a great business,” 
Mr. Cairns explains. 


|\a “There is so much gobbledy- 
|}gook, so many fancy new words, 
in the advertising vocabulary to- 
day,” he says, “that perhaps a 
simple, straightforward term like 


(Continued on Page 69) 


Baltimore Ad Tax 
Trial Set June 16; 
‘Receipts Are Small 


BALTIMORE, May 27—The valid- 
|ity of the Baltimore advertising 
taxes, which were born Jan. 1 and 
| are doomed to die Dec. 31, will be 
| challenged in circuit court by ad- 
| vertisers and media at a trial set to 
begin June 16, it was announced 
| by Judge Joseph L. Carter. 

Judge Carter has previously is- 
| sued a declaration that monies col- 
‘lected under the 4% tax on local 
| advertising and 2% gross receipts 
|tax on local media must be re- 
|funded immediately if the ordi- 
| nances are found to be unconstitu- 
| tional. According to the city budget 
director, Charles L. Benton, the ad 
taxes are now coming in at a rate 
which will put them $1,000,000 be- 
| low estimates. 

| Main reasons attributed to the 
| below-estimate collections are the 
|lack of a strict enforcement pro- 
gram, the uncooperative attitude of 
advertisers who are confident that 
this tax will be declared unconsti- 
tutional and the seasonal variations 
in advertising, coupled with the 
present business slump. 


|@ Mr. Benton stated that only 
$378,110 has thus far been col- 
|lected, and his department had 
| previously estimated that the ad- 
|vertising taxes should produce 
| some $2,653,000 in a single year. At 
| the present rate, the ad tax collec- 
tion for 1958 might be as low as 
| $1,000,000. Since the city ad taxes 
| will be repealed by a city ordi- 
mance and will never be born 
| again, according to a state law, the 
| city has failed to employ additional 
auditors to check returns, as jt 
otherwise would have, # 
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Justice Dept. May 
Participate in Miami 
Rehearing, FCC Says 


WASHINGTON, May 27—The Fed- 
eral Communications Commission 
announced a plan today for a hear- 
ing which will determine the fu- 
ture of controversial Channel 10, 
Miami. 


Under the commission’s plan, a| 


hearing examiner will review 
charges that improprieties were 
committed during the hearings 
which led to award of the channel 


to National Airlines. He is to de-| 
|m Also related to the FCC inves-! 


termine whether any of the appli- 
cants should be disqualified as a 
result of these activities. 

The commission’s plan does not 
interrupt the operation of the sta- 
tion already on the air on Channel 
10. It implies, however, that one 
of the results of the impending 
hearing could be a finding that the 
grant should be revoked. 

FCC’s review of the circum- 


the 
Channel 10 case is in compliance 


stances surrounding Miami 
with instructions directed to the 
commission by the federal circuit 
court of appeals here. Also in com- 
pliance with the instructions of the 
court, FCC announced that repre- 
sentatives of the Attorney General 
will be allowed to participate in 
the hearing. 


George Sutton setting up the law 


firm at a time when Mr. Sutton) 
was appearing before the commis- | 


a controversial Pittsburgh case. + 


‘Boston Herald’ Chalks 
Up Four-Color First 


1958 


Advertising Age, June 2, 


Highlights of This Week's Issue 


sion in behalf of a tv applicant in| assn. of National Advertisers’ fifth vol- 


ume in series on better advertising man- 
agement explores advertisers’ relations 
with agencies, touches on some tender 
areas but is conciliatory and stresses 
the partnership view 


The Boston Herald reports it iS|pubtisners should remember that the 


the first metropolitan newspaper in 


|New England to carry four-color | 


s Meanwhile, the House commit- 
tee on legislative oversight, which 
has already explored the Miami 
Channel 10 case, concentrated this 
week on Channel 2, Springfield, Ill. 
(AA, May 26). 


tigation was the announcement 
today that former FCC Chairman 
George McConnaughey is_ dis- 
banding the law firm he estab-| 
lished here after leaving the com- | 
mission last July. 

Reportedly, the committee on| 
legislative oversight is questioning 
whether Mr. McConnaughey was 
negotiating the arrangement with | 


advertising in a daily edition. The 


newspaper ran three such ads in| 


its May 30 issues. The Herald first 
ran four-color pages, however, in 
its Sunday edition of April 7, 1946. 

The morning Herald and the 
evening Traveler also will carry 
four-color ads early in June, mark- 
ing the observance of National 
Dairy Week with a special full- 
color section for the American 
Dairy Assn. 


Ward Named VP 

Emory Ward, copy group head 
of Sullivan, Stauffer, Colwell & 
Bayles, New York, has been elected 
a vp. 


DEALERS’ 
CHOICE 


Dealers’ choice by a mile: Gibraltar’s 
unique, fuss-free, pre-packed Display 


Shipper. Delivers the 


sells it twenty seconds later. Says 
Chesebrough-Pond’s: “It’s the punch at 
point-of-purchase that integrates our 
whole promotional effort!” 


For winners by a mile, just call The Man 


From Gibraltar. 
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publication is their basic product and 
that the reader is their target, T. R. 
Meredith, Batten, Barton, Durstine & 
Osborn media supervisor, tells National 
Business Publications convention Page 1 


Rival Packing shifts its $1,000,000-plus ad- 
vertising account from McCann-Erick- 
son to Guild, Bascom & Bonfigli Page 1 


Chrysler's ad expenditures this year are 
8% to 10% lower than last year, Chrys- 
ler division ad chief says; per car ad | 
appropriation is the highest in miany 
years Page 2 


The 25 leading brewers sold 58,418,000 bbls. | 
of beer in 1957, Research Co. of Amer- | 
ica’s 17th annual survey shows. These 
brewers accounted for 69.4% of total 
U. S. beer volume, the study indi- 
cates 7 


Goodyear will launch a promotion for its 
new tire which has nylon-steel inner- 
spare shield which is strong enough to | 
bend back nails or other puncturing ob- | 
EEE “sethinandiiowiociacds esduldcdeidasduamasaibanesiten ..Page 2 


Four Roses Distillers will spend one-third 
more on its local advertising during the 
summer months to promote its first 
price reduction on Four Roses blended 
whisky since Repeal ...............000+ Page 2 | 


25,000 reprints of an illustration in a 
Pittsburgh Plate Glass ad, showing set- 
ting where U. S. documents are dis- 
played, have been ordered by the U. S. 
national archives and records service, 
which will resell them to public at 
40¢ Page 2 


Agencies should be licensed by state 
boards, like lawyers, in order to achieve 
more professional status, Ad Fried, head 
of Ad Fried & Associates, Oakland, 
Cal., says 


Proposed national fair trade law is ‘“ex- 
tremely dangerous” to the national and 
local economy, Aaron Rabow, president 


| Advertising Market Place 
| Coming Conventions 


A new San Francisco agency, Allen, de St. 
Maurice & Spitz, has been formed, spe- 
cializing in industrial advertising Page 3 


Anderson & Cairns sets up public display 
of ads by 33 fellow Four A's agencies 
to show that “size is not the criterion 
of an agency's effectiveness; it should 
be judged by its accomplishments and 
its creativity” 


A 1925 Stutz touring car, a raccoon coat 
and other accoutrements offered in The 
Saturday Evening Post circulation con- 
test are won by W. G. Willie, sales vp 
of Toni Co. Page 3 


Both major political parties are enthusi- 
astic over the Advertising Council's new 
campaign, “Give, Register and Vote,” 
in which voters are urged to donate to 
their political parties 


Newspapers plan to spend $62,911,986 for 
plant expansion and new equipment in 
ROBB, A DTPA BAGS. ccccccrccccserssscsccssesssesecs Page 24 


Advertisers, stations, audiences are hurt 
by triple spotting on radio and tv, Lee 
Rich, Benton & Bowles media director, 


GEEIIIE” scncadenssocuiaddadentsenmistodaentioonmmebinaienl Page 40 
$30,000 ad campaign to glamorize the 
“commonplace” of plumbing is_ set 
by the Plumbing, Heating & Ajir 
Conditioning Council of Santa Clara 
SI sche ncctsh icncornndiubsateniinided Page 71 


Wheaties returns to sports theme in its 
ads after a five-year absence ....Page 88 


REGULAR FEATURES 


Direct Mail Advertising 
Editorials 
Employe Communicati 
Farm Magazine Linage 
Getting Personal 
Looking at Radio & TV ... 
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On the Merchandising Front ..................... rid 


Photographic Review ............... 
Production Tips 
Rough Proofs 
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Voice of the Advertiser 
What They're Saying 


of Sattlers Department Store, Buffalo, 
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“This is the size 


we use in the 


Greenshoro Market!" 


[GREENSBORO | 


THE Su 


PERMARKET 


Set off a chain reaction! End up with carloads of sales by cashing 
in on one of the South’s real big super-markets—the Growing 
Greensboro Market. It’s a top shopping-and spending area, where 
one-sixth of North Carolina’s population accounts for one-fifth of 
the state’s $4 billion in total retail sales annually. This makes the 
Growing Greensboro market the second best in the South 

fourth best in the Nation in per family retail sales. If you want to 
pile those carts full with your particular product you will auto- 


maticall 


readers daily. 


select the Greensboro News and Record as 
advertising medium. Over 100,000 circulation daily. 


our major 
er 400, 


Only medium with dominant coverage in the Greensboro 12-County 
ABC Market and selling influence in over half of North Carolina! 


Sales Management Figures 


greensboro 


News and Record 


* GREENSBORO, NORTH CAROLINA 
bd Represented by Jann & Kelley, Inc. 
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eee everens 


There's nothing so p 


Not so many years ago, the laundry was apt to be a dreary corner 
in the cellar, strictly for business. Nobody expected to have much fun 
there, unless it was the kids playing in the clothes chute. 

Then came the revolution in home appliances. And Better Homes 
& Gardens, working hand in hand with designers and manufacturers, 
began showing homemakers—in page after page of exciting, practical 
ideas—how to merge utility and play areas. With the happy result that 


A typical BH&G idea that resulted in family fun while doing the family wash 


owerful as an idea ! 


now, as you can see by the BH&G family we’ve photographed, even 
doing the wash and playing pool may be all in an hour’s family fun! 

In the pages of Better Homes & Gardens, reality becomes more 
fascinating than fantasy. And readers eager to turn ideas into actual- 
ities are ready to buy. That’s what makes BH&G such a profitable 
place to advertise! Meredith of Des Moines . . . America’s biggest 
publisher of ideas for today’s living and tomorrow’s plans 


of America reads BHaG the family idea magazine 


4,500,000 COPIES MONTHLY 
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This Week in Washington 


‘Star & Tribune’ May Get Tax 
Investigation for Opinion Ads 


By Stanley E. Cohen 
Washington Editor 


WASHINGTON, May 28—Another | 
case turned up this week where a 
member of Congress is asking the 


Internal Revenue Service to look | 


over the tax return of an advertis- 
er who touched a delicate spot. 
This time it is Sen. Albert Gore 
(D., Tenn.), chairman of the Sen- | 
ate committee on elections. He has | 
asked treasury chief Robert An- 


| senator said: “It would appear to 


/me that the expenditure in ques- 


| tion is clearly not an ordinary and | 
necessary expenditure incurred in| 
carrying on a trade or business.” 


s Previously the Department of 
Justice had refused to prosecute 
the newspaper after the senator 
said the expenditure might vioiate 
election laws. In turning to the 
Internal Revenue Service, he fol- 
| lowed the example of Sen. Estes 


Educational tele- 
Educational vision pioneers, 
who were meet- 


TV Gets Help 
ing here this 


week, received some unexpected 
|good news. At the very moment 
| they were conferring with officials 
| of the U.S. Office of Education, the 
| Senate committee on interstate and 
foreign commerce was approving | 
a bill which gives educational 
television an ingredient that 
needs most: Money. 

Under this bill, sponsored by Sen. 
Warren Magnuson (D., Wash.), 


claimed, however, 


Advertising Age, June 2, 1958 


because local| census funds. Other household ap- 


legislative bodies have been reluc- | pliance industries which are having 


tant to plunge ahead. The Magnu- 
son bill is designed to nudge them 
|along, or enable educators to by- 
pass the local roadblock if resis- 
tance is too strong. 


| There will be a 
| Census Will radio count in the 
‘Count Radios 1960 population 


1 census after all. 


\A few weeks ago, Census Chief 
Robert Burgess decided this was a 
waste of money, since almost every 


derson to find out if the Minneap- | Kefauver (D., Tenn.), who recent- 


olis Star & Tribune claimed a de- | ly induced tax authorities to disal- | 


duction for $9,115 which it spent | low advertising deductions of pow- 
to buy newspaper space to adver-|er companies for a campaign 
tise its opinions during the 1956) | designed to curb the spread of) 


|Uncle Sam would put up $1,000,-| home has a set. Now the National 
000 for each state, to be used by| Assn. of Broadcasters has set up 
local groups to develop educational | such a fuss that he has reversed 
stations. His bill not only cleared | |his position. 
the committee this week, but Sen.| Broadcasters say the count will 
| Magnuson said confidently that its. point up areas where set owner- 
approval by the Senate is certain,| ship is below the national average. 
and that its chances in the House! This forceful argument was even 
are very good. more convincing because it was ad- 
A recent count shows 32 educa- | vanced for the broadcasters by Sen. 
tional tv stations on the air and 21 | Spessard Holland (D., Fla.), who 


election campaign. 
In his letter to the secretary, the ' 


| public ownership of power facili- | others under construction. Scores| happens to be chairman of the ap- 


ties. 


of good channels remain un-! 


'propriation subcommittee handling 


GI 


YOUR MARKETS ARE 


ChA 


G! 


Right NOW...behind the scenes...many changes are being planned in 
products and in manufacturing facilities... You can search out these 
NEW markets at a cost of only $165 a month! 


The recession has stimulated technical progress. We 
are creating conditions for renewed growth. Greater 
efficiency, productivity and profitability are promised 
by within-the-plant generators of progress. 


i gang ae 
development . . 
The $7.3 billion spent 
billion by 1961. 


Of the companies reporting in McGraw-Hill’s 11th 
Annual Survey of Capital Spending, 48% are chiefly 
interested in new products; 41% in improved products; 
11% in improved processes. It is estimated that 12% 
of 1961 sales will be of products not now produced. 
(Business Week, April 19.) 


No one knows all of the new products being developed, 
or in what plants they are being hatched. But one 


Up go expenditures for research and 
. at the rate of a billion dollars a year! 


in 1957 is expected to reach $10 


thing you can count on: wherever product or process | ~ 
improvements are being planned, Industrial Equipment | % 


News is most likely to be read. If you cannot find your | 3 
new markets, they will find you—in IEN. 


Because Industrial Equipment News reaches the 
70,000 product selectors in the top 40,000 establish- 
ments in all 452 industries, you cannot miss. 


Most manufacturers of important new products will 
be exposed to your product story if told in IEN. 


And you can reach 


them—every month—for the 


“‘petty cash’’ cost of only $165 a month. 


Details? 


. .. Send for complete data file, 


Industrial Equipment News 


Thomas Publishing Company 


461 Eighth Avenue, New York 1, N. Y. 
Affiliated with Thomas Register 


trouble “selling” a question for the 
1960 census may have equally good 
luck if they consult the senator. 
He told Dr. Burgess there ought to 
be a radio question, but not neces- 
sarily a separate count of fm, or of 
uhf television. So there will be a 
radio question, and no separate 
count of fm or uhf television. 


Sen. Kefauver 
hopes that--if 
nothing else 
comes of it—the 
recent merger of International 
News Service and United Press will 
breath new life into the drive for 
legislation requiring corporations 
to notify the government before 
carrying out a merger. He claims 
the merger leaves small newspa- 
pers and radio stations with only 
one news service available to them. 
And he claims the merger would 
never have occurred if the pre- 
merger notification law had been 
on the statute books. 

(His statement assumed that As- 
sociated Press service is available 
only to members. Associated Press 
issued a statement that its service 
is available to all.) 


Press Merger 
Irks Kefauver 


Internal Revenue 
Tax Men Ask Service says tv 
CutofTV Loot quiz show win- 

ners must pay 
taxes on their prizes, even if the 
entire amount is turned directly 
over to charity. 

Its test case involved the execu- 
tive director of a tax exempt or- 
ganization who won a substantial 
sum. Before appearing he ar- 
ranged that payments would be 
made directly to his employer. He 
said one of his jobs was fund-rais- 
ing, and that he appeared on the 
show with the approval of the 
board of directors of the associa- 
tion. 

Tax authorities preferred a nar- 
row view. They said he was there 
because of his personal qualifica- 
tions and that the prize money 
was rightfully his, regardless of 
what he had actually done with 
it. + 


$10,000,000 in Ads 
Set for Ad Council's 


‘Confidence’ Drive 


NEw York, May 27—Better than 
$10,000,000 worth of advertising 
has been scheduled for the “Con- 
fidence in a Growing America” 
campaign undertaken by the Ad- 
vertising Council. 

It thus becomes one of the larg- 
est public service efforts ever un- 
dertaken by the council, according 
to Robert N. Gray, volunteer co- 
ordinator of the project. Mr. Gray, 
who is manager of the advertising- 
sales promotion division, Esso 
Standard Oil Co., said this sum will 
be pledged by June 1, from all me- 
dia. 

Specifically, 40 national adver- 
tisers have offered network televi- 
sion time. During the first two 
weeks of May, more than 150 inde- 
pendent radio stations supported 
the campaign. 125 business paper 
publishing companies have pledged 
a total of 343 advertising pages. 
Newspaper mats have been re- 
quested by 689 papers. 

Half of all the public vehicles in 
the country will carry 57,000 car 
cards and 5,000 outdoor posters 
will be shown. More than 150 cam- 
paign ads have been ordered by 
company publications. + 


Mogge Elects Mogge VP 
Robert A. Mogge has been elect- 
ed a vp of Arthur R. Mogge Inc., 
Chicago agency. Mr. Mogge, who 
has been media director for the 
past eight years, will continue to 
be in charge of media, and in ad- 
dition will serve as assistant to 
the president, Arthur R. Mogge. 


—— ———— 
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AVAILABLE NOW AT RECORD STORES 
FROM COAST TO COAST 


HI-HO, 
Steverino, 
you're playing 
} our song! 

| 


The Saturday Evening 


POST Sell the POST 


A CURTIS MAGAZINE 


... and we love it. Musically, it’s superb. What's more, we're really sent by Steve 
Allen’s three original tunes... “You're So Influential,” “I'll Tell the World” and 
“Telling the Others.” Of the album, Steve writes: 


“We made this album for INFLUENTIALS, and about INFLUENTIALS. The selec- 
tions—including three I've written especially for this album—sum up, in a musical 
sense, my feelings about these important people. I’m sure you'll enjoy our tribute 
to millions of important, active, gregarious guys and gals we call INFLUENTIALS!” 


The album includes exciting performances of all-time great hits such as “On 
the Sunny Side of the Street,” “When You're Smiling,” and ten other wonderful 
tunes. A top combo accompanies Steve, with arrangements by one of the country’s 
top orchestrators — Neil Hefti. 


INFLUENTIALS, by the way, are available through The Saturday Evening Post. post- 
INFLUENTIALS set the tune by talking about, recommending things they read in the 
Post to millions of others — sweet music to any advertiser's ear. Their influence 
works fastest because it moves sideways on every spending level — teen-ager tells 
teen-ager, hi-fier tells hi-fier. 


RECORD SALES OPPORTUNITIES — your ad page and POST-INFLUENTIALS make 
beautiful music together, with more than 29,000,000 proved reader contacts per 
issue. (Based on the Ad Page Exposure Study by Alfred Politz.) 


INFLUENTIALS -they tell the others! 
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Ike Signs Postal Rate Increase Bill: 


Raps Pay Raises, First Class Rates 


Rush Production of 
Higher Denomination 
Stamps Before Aug. 1 


WASHINGTON, May 28—The gov- 
ernment’s printers were rushing 
production on higher denomina- 
tion stamps today as President 
Eisenhower’s signature cleared the 
way for the biggest postal rate 
increase in history. 

Postal authorities said there will 
be an ample supply of the 4¢ Lin- 
coln stamps when the new first 
class rate goes into effect Aug. 1, 
and they were confident that en- 
gravers will be able to get into 
production in ample time for a 
supply of the new 7¢ airmail to be 
on hand. 

Also in production for the Aug. 
1 deadline is a 3¢ postcard, a 5¢ 
airmail postcard, and a 6¢ reply- 
paid postal card. 


= The five-year fight for revision 
of the Post Office Department’s 
rates ended on a discordant note 
this evening as President Eisen- 
hower expressed his misgivings 
about the combination rate and 
postal pay bill served up by Con- 
gress. 

The President regarded the pay 
raises as excessive and contrary 
to good business practice. He not- 


|ed that less skilled employes got 
/more liberal 
\visors, professional 
technicians. 


people and 


In regard to the rate sections of | 
the bill, the President hinted that! 


ithe Post Office Department’s mod- | 
ernization program may be side-| 
| tracked as a result of the congres- | 
‘sional decision to hold the letter | 
'rate to 4¢. 

In addition to higher rates on let- | 
ters, airmail and postcards, many | 
jother postal adjustments become | 
‘effective Aug. 1 under the new) 
law. Among them is a 12¢ per Ib. | 
rate for controlled circulation busi- | 
ness publications, and a revision | 
|of third class requirements ena- | 
| bling catalogs which weigh up to| 
(16 oz. to qualify for bulk third | 
class. At present, catalogs in ex-| 
cess of 8 oz. pass at substantially | 
higher fourth class rates. 
| Publisher’s second class and bulk 
|third class have until Jan. 1 to 
| Prepare for the first of a series of 
jadjustments which will extend 
‘through the next three years. Pub- 
lisher’s second class faces in- 
creases of 10% on reading portion 
and 18% on advertising portion on 
Jan. 1 of each of the next three 
years. The bulk piece rate on third 
|class material advances to 2¢ per 
| piece on Jan. 1, 1959 and 2%¢ on 
| July 1, 1961. # 


Seagram Aims to 
Build Strength in 
Straight Brands 


New York, May 28—The House 
of Seagram, known since Repeal as 
“the House of Blends,” is moving 
vigorously to capture a share of 
the straight whisky market. 

Myron Froelich, formerly vp in 
charge of open state sales for 
Seagram’s Calvert division, has 
been appointed vp in charge of 
sales of Hunter Distilling Co., a 
Seagram division, formerly a part 
of Four Roses Distillers Co., and 
now apparently being reactivated 
as a separate unit. 

Simultaneously, the company 
announced that the Hunter brand, 
sold as a blend in most markets, 
will now be sold also as a four- 
year-old straight Kentucky whisky 
in selected areas, and priced com- 
petitively with leading brands in 
this category. 


s The Hunter brand as a blend has 
been relatively a small seller. 
Estimates place its 1957 volume at 
about 250,000 cases. It has also 
been sold as a blend of straights 
during the past few years in Ari- 
zona and California, and in recent 
months has been tested on the 
Pacific Coast as a straight bour- 
bon, apparently with success. 

An advertising campaign for the 
new Hunter straight is expected 
to break soon, probably in the 
West first, and will then move 
east. Additional advertising for the 
brand in all of its varieties is like- 
ly to be launched in another month 
or so. 

Doherty, Clifford, Steers & 
Shenfield is the agency. # 


Lewel Mig. to Waters 

Norman D. Waters & Associates, 
New York, has been appointed by 
Lewel Mfg. Co. to handle advertis- 
ing for Lewella girdles, panties, 
briefs and garter belts. A fall and 
winter program will use magazines 
and retail tie-ins at the local level. 
Sloane-Stoll is the previous 


agency. 


Fox Asks Revamp 
of C&C to Digest 


raises than super-| 


ADMAN OF YEAR—Sidney R. Bernstein (left), editorial director of 

Advertising Age, receives engraved plaque from J. B. Guenther of 

the American Legion Chicago Post 170 as the adman’s post named 
Mr. Bernstein its “Advertising Man of the Year.” 


Appliance Men 
Hit Tax Ruling 
on Co-op Funds 


WASHINGTON, May 27—Spokes- 
men for manufacturing and adver- 


Bishop, Recoup Loss 


Fox, whose C&C Television Corp. | 
now owns a controlling interest in 
Hazel Bishop Inc., will ask stock- | 
holders to consolidate the position | 
of the present management of the 
tv film company. 

A proxy statement has been sent 
out for a special meeting to be 
held June 17. At that time it will 
be proposed that (1) C&C’s name 


tising interests tried to convince 


New York, May 29—Matthew | Treasury officials today that co-op 


advertising is primarily a retailer 
operation, which should not be re- 
garded as part of the manufactur- 
er’s function. 

The argument was advanced as 
experts, mainly from the house- 
|hold appliance industry, appeared 
|}at a public hearing to protest a 
| tentative decision by the Internal 
Revenue Service which brackets 


be changed to Television Indus- | C°-°P | advertising funds into 
tries; (2) the common stock be re-| Price” for purposes of computing 


classified to effect a reverse split|*#€ manufacturer’s excise tax on 
on a one-for-ten basis and (3) | automobiles, appliances and other 


cumulative voting be eliminated to 
avert the possibility of dividing 
the “board into a number of rep- 
resentatives of special interests.” 

Mr. Fox, who is president of 
C&C, reported that the company 
suffered a loss of $205,257 in 1957. 
This loss was attributed to the 
non-tv activities of the company. 
| This side of the business was spun 
|off and transferred to a separate 
corporation called National Phoe- 
nix Industries as of July 31. This 
|side of the business—C&C Super 
|Coola, Batter Up waffles, etc.— 
| lost $1,013,115 during the first sev- 
en months of 1957. 


|@ The tv section of C&C, on the 
| other hand, was profitable, the re- 
port noted. Gross income from tv 
amounted to $1,821,900, for a net 
income of $937,323. 

The proxy statement listed three 
executives whose 1957 remunera- 
tion from the company exceeded 
$30,000. They were Mr. Fox, at 
$47,599; Arnold C. Stream, vp, 
$36,000; and Erwin H. Ezzes, vp, 
$31,200. + 


Grey Appoints Accas to Media 

Post; Names Lessler to Board 
Eugene Accas, vp in charge of 

sales development for ABC Tele- 


Agency, New York, as associate 
| media director June 16. 

Richard S. Lessler, vp and di- 
rector of marketing and research 
for Grey, has been appointed to the 
board of directors and executive 
committee for the agency. Mr. Les- 
sler joined Grey three years ago. 


| items. 
| Industry people said the pro- 
|posed rule reversed the position 
which Internal Revenue has ac- 
cepted for 35 years. In addition, 
they claimed it repudiates a “‘com- 
mitment” which Treasury officials 
made to the House ways and 
means committee in 1956 to issue 


|ads in hometown newspapers, Mr. 
|Paul claimed the government’s 
effort to include the advertising 
fund for purposes of computing 
|excise taxes represents “a hidden 
| tax on newspaper and other ad- 
vertising placed by retailers to 
promote the sale of their own 
inventories during a period of re- 
cession and inflation.” 

Except for brief statements from 
attorneys for the National Assn. 
of Manufacturers and the Adver- 
tising Federation of America, most 
witnesses at the one-day hearing 
were from the television and ap- 
pliance industry. + 


Dailies’ Analysis 
of Consumer Buying 
Covers 22 Markets 


MILWAUKEE, May 28—The 13th 
annual “Consolidated Consumer 
Analysis” has just been released. 
It is a single-volume combination 
of figures from the individual con- 
sumer analysis reports of 22 news- 
papers. 

The 22 newspapers included in 
the study this year are the Chicago 
Daily News, Cincinnati Times- 
Star, Columbus Dispatch-Ohio 
State Journal, Denver Post, Du- 
luth Herald & News-Tribune, Fres- 


a ruling recognizing that co-op|no Bee, Honolulu Star-Bulletin, 
|funds spent through retailers are| Indianapolis Star & News, Long 
not properly subject to the manu-| Beach Independent & Press-Tele- 
facturer’s excise tax. |gram, Milwaukee Journal, Modes- 

|to Bee, Newark News, Omaha 
= Most of this morning’s session| World-Herald, Portland Oregon 
| was used by the Federal Excise | Journal, Phoenix Republic & Ga- 
| Tax Council, a group speaking for|zette, Sacramento Bee, Salt Lake 
| manufacturers, retailers and trade| Tribune & Deseret News, San Jose 


vision, will join Grey Advertising | 


associations in the retail field. Its| Mercury & News, Seattle Times, St. 


| president, M. G. Paul Jr., de- 
nounced the proposed rule as 
“both legally improper and in 
direct conflict with the President’s 
anti-recession plea to business for 
price reductions and increased ad- 
vertising.” 

He was accompanied by Edwin 
Reno, principal of Price Water- 
house & Co., and by Edward C. 
|Crimmins, director of research of 
|the Advertising Checking Bureau. 
| They outlined the mechanics of a 
co-op advertising arrangement 
and testified that “accepted prin- 


|is a function and necessary obliga- 
|tion of the retailer and is not a 


| proper part of the manufacturer’s | 
|taxable sale price for excise tax | 


| purposes. 
/@ Contending that most co-op 
|funds are spent for retail dealer 


ciples of accounting” recognize the | 
fact that cooperative advertising | 


|Paul Dispatch & Pioneer Press, 
| Washington Star and Wichita 
Eagle. 


= Products used and brands bought 
are shown for 130 subjects. Mar- 
ket-by-market comparisons are 
shown. 

Among other findings are a 
three-year trend of product use 
market by market; relative posi- 
tion of leading brands; percentage 
of use shown for leading brands in 
each market; median per cent of 
use for all markets shown for a 
three-year period, and first place 
brands. 

The same method is used in all 
cooperating markets, and identical 
questions are asked so as to pro- 
vide accurate comparisons. Infor- 
mation is obtained according to 
techniques standardized over a 
period of many years by member 
newspapers, # 


Advertising Age, June 2, 1958 


Bernstein Is Named 
Adman of Year by 
Chicago Legion Post 


Cuicaco, May 26—Sidney R. 
Bernstein, editorial director of Ap- 
VERTISING AGE, was named “Ad- 
vertising Man of the Year” today 
by the American Legion Chicago 
Post 170, admen’s post. 

At a luncheon honoring Mr. 
Bernstein, an engraved plaque was 
presented to him by J. B. Guen- 
ther, vp of The Branham _ Co., 
award chairman of the ‘post. 
An inscription on the plaque pays 
a tribute to Mr. Bernstein, “who 
as vp and editorial director of Ad- 
vertising Publications Inc. and by 
his many personal activities as a 
member of the advertising profes- 
sion, has contributed substantially 
to the sound growth and increased 
stature of the industry.” 


s Mr. Guenther told members and 
guests that a major factor in the 
post’s decision to bestow the honor 
on Mr. Bernstein was a speech he 
has given in recent months to 
more than 25 advertising and other 
communications groups from coast 
to coast, urging “a crusade to 
make good citizenship popular, to 
make decency fashionable—and 
conversely to make cheats, chisel- 
ers and juvenile delinquents less 
popular and less attractive.” 

At the luncheon the post an- 
nounced new officers for the com- 
ing year. Don Smith, account 
executive of Wesley Aves & Asso- 
ciates, will be commander. 


s Other officers include James T. 
Ritter, O’Mara & Ormsbee, past 
commander, named chairman of 
the board; Kenneth R. Peterson, 
Scheerer & Co., Ist vice-command- 
er; Ralph W. Mockenhaupt, George 
A. McDevitt Co., 2nd vice-com- 
mander; Richard A. Bates, O’Mara 
& Ormsbee, 3rd vice-commander; 
Irving D. Auspitz, Edward H. 
Weiss & Co., adjutant; Gordon R. 
Burkhard, New York Times, as- 
sistant adjutant; Charles S. Omens, 
Baim Omens Studios, finance of- 
ficer; Warren K. Kloock, Bill 
Brothers Publications, assistant 
finance officer; Phillip A. McDon- 
nell, Life, chaplain; and Theodore 
B. Collins, Industrial Publishing 
Co., sergeant-at-arms. + 


LaRosa Moves to 
Hicks & Greist from 


Sullivan, Stauffer 


NEw York, May 28—V. LaRosa 
& Sons, manufacturer of macaroni, 
spaghetti, sauces, and prepared 
Italian food specialties, will move 
its advertising account July 1 from 
Sullivan, Stauffer, Colwell & 
Bayles to Hicks & Greist. 

The account is estimated to bill 
about $600,000. In 1957 the com- 
pany spent $75,000 in newspapers, 
$429,400 in spot tv and about 
$100,000 in point of sale and car 
cards. 

Reason for the switch could not 
be learned. Vincent LaRosa, ad- 
vertising manager, refused to com- 
ment on reports that the company 
had fired its agency. Asked 
whether the advertising budget 
would be increased, Mr. LaRosa 
said, “It’s too early to say.” 

In 1956 the company is estimated 
to have spent something over 
$666,000. Of this, $455,650 went 
into spot tv, $121,000 into news- 
papers and about $90,000 into car 
cards and point of sale. 

The company’s distribution is 


largely regional, mostly in the 
eastern states. + 
Dichter Forms Division 


The Institute for Motivational 
Research, Croton-on-Hudson, N.Y., 
has formed a public affairs divi- 
sion. Dr. Ernest Dichter heads the 


division, 
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Our 5'/2 MILLION readers are the real directors of the editorial policy of ; . 
The Progressive Farmer. Living and working “in close neighborly touch” with ‘ = 
Southern rural families, helps us to publish the magazine that serves them best. 
These friendly people like to write to the editor, and their thousands of letters 
provide vital knowledge of their interests, their problems, their needs, and their : 
desires. They also provide the inspiration and encouragement that make editing : : 
and publishing a magazine seem doubly worthwhile. Such a letter was just oe 
received from Allie Roberta Gill of Mart, Texas— 
"Dear Editor ; 
The Progressive Farmer helps me 
many ways. Best of all, each issue is 
like the visit of a friend—a friend with 
a level head, feet planted firmly on 
solid ground, a heart that is warm. 
“The editorial, whatever the sub- 
ject, is always common sense, free 
from prejudice, free from despair, . <I. 
hopeful and helpful. The name of the 
magazine indicates the down-to-earth E 
nature of its contents. It doesn’t call oy 
itself The Progressive Agronomist or x 
The Progressive Agriculturalist. It’s a4 
simply The Progressive Farmer, — 
written to, for, and about forward- 
looking, rural men, women and : 
children. movie-goer, the student, the gardener, " 
“Then, there is the human interest the party-giver. All of which adds up, 4 
—a friendly and helpful word for in my opinion, to the best and fair- 
everybody, the bread-winner, the est farm magazine published today — 
home-maker, the book-lover, the The Progressive Farmer.” 
The P iveFarmer | 
5,500,000 readers in the 16 Southern states 4 


Advertising Offices: 
NEW YORK 


BIRMINGHAM 


CHICAGO 
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New magazine measure 


counts the 


at your own 


Measuring a magazine issue is like counting the customers 
who walk in a store. You don’t know where they go or what 
they do inside. 


Trouble is, that’s all an advertiser has had to go on, until 
now. ABC Circulation (1914), Total Audience (1939), 
Reading Days (1956) are all issue measurements. 


AD PAGE 


EXPOSURE 


Now, as the result of a major breakthrough in media 
research, you have a new measure. A bull’s-eye measure. It 
doesn’t just count window shoppers. It doesn’t just count 
total store traffic. It counts the customers at your own counter, 
where your own goods are displayed. 


It is the first measure of the advertising page. It was de- 
veloped by Alfred Politz Media Studies, in consultation 
with the Advertising Research Foundation, for The Satur- 
day Evening Post. 


This new Politz study of Ad Page Exposure gauges the 

power of a magazine page to provide face-to-face contacts 

. to bring readers within immediate visual range of 
your ad, 


This revolutionary measure took two years to develop. 
The interview method was tested for accuracy by seven 


customers 
counter! 


separate check studies. It proved extremely precise. (Re- 
spondents actually understated page exposures by 3%.) 


Now the results of the first national Ad Page Exposure 
Study — done by Politz with a national sample of over 
12,000 — are in. The major finding: 


Alfred Politz proves that, in an average issue, your 
advertising page is exposed to the readers of The Sat- 
urday Evening Post over 29,000,000 times. 

That your advertising page in a single copy of the 
Post makes 5.8 such customer contacts. 


This figure of over 29 million, remember, is not people 
buying, handling or looking into an issue. It means over 29 
million proved contacts with a single advertising page. 


Almost incredible, until you think back to what you al- 
ready knew about the Post. Such things as (1) longer time 
spent with the magazine, (2) editing planned to attract real 
readers and bring them back, (3) an editorial blueprint 
drawn for sustained interest, page after page, (4) an audi- 
ence of alert, intelligent young women and men, (5) the 
liking and approval of Post ads by 9 out of 10 readers. 


Now you can know for sure how many selling oppor- 
tunities your advertisement has — more than 29 million per 
issue! What kind of people you’re contacting — Post-Influen- 
tials! Cost per contact — less than one-twelfth of one cent! 


For further details, please call your Post salesman or 
write the Research Department, The Curtis Publishing Co., 
Independence Square, Philadelphia 5, Pa. 


NOTE TO OTHER MEDIA: Because of the importance 
of this new study, its techniques and methods will be made 
available to any medium wishing to apply the measure. This 
information will be furnished as soon as complete data are 
published. And we assume that the standards of the Adver- 
tising Research Foundation will be met in using it. 
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The Editorial Viewpoint ... 


Neuberger, PR Practitioner 


In those nearly forgotten days when Westbrook Pegler was a sports 
writer under no compulsion to save the world, he was fond of detail- 
ing the public relations philosophy of a certain boxfighter’s manager. 
It was simple: “I don’t care what you say about me; just so you say 
something.” 

Ex-pr practitioner Richard Neuberger, now a United States senator 
from the sovereign state of Oregon, seems to follow the same philoso- 
phy with regard to his personal public relations. That is, he is going 
to say or do anything—no matter how idiotic—to keep his name in the 
paper. 

Now the brilliant senator, who has been waging a terrific battle 
with the “billboard interests,” has decided to take on the cigaret and 
liquor industries. He thinks Congress ought to pass a law to provide 
federal payments to states which use educational programs to teach 
children the dangers to health which can be caused by the use of 
cigarets and alcohol. 

“As some of my colleagues know,” the senator says, “I have been 
disturbed for some years over the torrent of skilful advertising which 
seeks to persuade young people to embark upon the liquor and cigaret 
habits. This advertising saturates many publications, billboards and 
other media of communications. So far as tobacco is concerned, it 
dominates much of our radio and television programming. 

“Particularly with regard to cigarets, this advertising seeks to make 
the habit attractive specifically to young people...” 

Mr. Neuberger realistically does not believe that the American peo- 
ple are likely to outlaw cigarets, nor does he believe that there is 
much chance that advertising of cigarets and liquor (which are after 
all legal products sold legally in this country) can be prevented. So he 
has developed the wonderful idea of a federal subsidy for schools and 
other institutions which will educate the youth of this country to 
withstand the blandishments of the cigaret and liquor people. He has 
not suggested yet that the subsidy come from the very considerable 
taxes which the federal government collects on these two most heavily 
taxed products, but no doubt he’ll get around to it. 

Isn’t it about time some of us face the realities of life? Despite the 
recent flurry of excitement over its possibility of helping to induce 
lung cancer (an allegation still far from proven) tobacco has been a 
tremendous solace and boon to human beings for centuries. If smok- 
ing is a vice, it is one of the most pleasant and least offensive vices 
of all time (says this non-smoking editorial writer, who had to give 
up the vice three years ago for clearly defined medical reasons which 
have nothing to do with lung cancer); and people who want to save 
the world ought to reserve their energies for more important causes. 

As far as liquor is concerned, we had our disastrous try at prohibi- 
tion—and for our part, we prefer the whole thing out in the open, in- 
cluding the advertising, just as it is now. The federal government and 
all the state governments severely regulate the sale and advertising of 
liquor, and if Mr. Neuberger isn’t satisfied with these regulations, let 
him make a frontal attack on them instead of trying to nullify them 
by going around the back door. 


Hold ISIM Up a Year 


As the annual convention of the National Industrial Advertisers 
Assn. draws near, it becomes more and more apparent that the great- 
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“We had a new contact man all lined up for our cigaret account until 
he panicked in the tattoo shop.” 


est error which has been made in connection with the presentation of 
the proposed International Society for Industrial Marketing is the 
shortness of time. 

A revolutionary idea was presented to the membership, which was 
then asked to familiarize itself with all the ramifications of this com- 
plex project, and then accept or reject it—all within a space of a few 
months. 

It is obvious that the result—if there is a vote in St. Louis this week 
—will be for rejection, with possible serious damage to NIAA. It is 
equally obvious that the course of wisdom is to postpone final action 
| until the 1959 convention, and in the meantime to permit free discus- 

sion and cogitation, to the end that possible compromises may be 
| worked out equitably and sensibly. 

We strongly urge that final action be postponed. 


ce # 


What They're Saying... 


# 


Voice of the Salesman 
| Promotion is the art of distrib- 
|uting, as persuasively as possible, 
those truths which it is to your ad- 
| vantage to make widely known. It 
|must of necessity be conservative 
| because it exists in cold type for 
all—including your competitors— 
‘to see. It must tell everyone the 
same story and thus just hasn’t the 
tools to work with that a salesman 
has. 

Now a salesman can change his 


following: 

Products that are functional... 
Products that represent true tech- 
nological advance... Products that 
are easy and inexpensive to main- 
tain ... Products designed for long- 
er service...Products that repre- 
sent good taste in design. 


—‘Design Sense,’’ published by Lip- 
pincott & Margulies Inc., New York. 


It's Simple 
How does a talented young man 


he can get some, if not all of the 
| 


Fe a OE a 


Advertising Age, June 2, 1958 


| Rough Proofs 


“Trouble is, J. B., advertising 


makes people buy things they 
don’t need.” 
Well, you might say a_ gal 


doesn’t need a lipstick, but try to 
convince her. 


New products, reports Bell & 
Howell, boosted its sales and prof- 
its in the first quarter of ’58 ’way 
ahead of ’57. 

Maybe they’d be willing to ex- 
plain to the automobile boys just 
how they did it. 


“Goldenson sees advertisers ask- 
ing for color tv by ’60,” the head- 
line says. 

Up to now they’ve been waiting 
for more viewers to ask for color 
tv. 


A business paper quoting cir- 
\eulation figures referred to an 
audit period as ending June 31, 
and maybe they will even things 
up by fixing the end of the second 
| period at December 32. 


| e 


Judging by comparative adver- 
| tising expenditures, the soap and 
| detergent industry is doing its 
|darndest to make the American 
/people the cleanest, most sanitary 

and sweet smelling of any human 
beings on this or any other planet. 


Air Express shows a picture of 
a bewitching bathing beauty with 
| the headline, ““Wanted by a thou- 
sand men,” and then destroys a 
romantic illusion by explaining 
|that these men are merchants 
|interested in bathing suits rather 
| than their contents. 


“Ad agency’s sole stock in trade 
|is creativity, not 
| skills, says Jones.” 
| Just managing its creative peo- 
‘ple is a man-size assignment. 


management 


Hill Blackett, AA reports, is 
|now a successful cattle raiser in 
| Georgia, and some of his old pals 
}are willing to bet he still knows 


how to use advertising to sell them. 


Farm families, says Farm Jour- 
nal, have $1,000,000 a day more to 
spend than they had a year ago. 

And you can bet it isn’t all 
| going for silos. 


pitch ten times a day if he wants 
to. The perfect act of selling is one 
in which both the material and the 
manner of presentation are tailored 
to fit the individual prospect’s 
prejudices and needs. Promotion 
cannot do this—nor can it use 
many of the other tools a salesman 


voice can change white to black. 
—Richard E. Deems, exec vp, Hearst 
Magazines, at Hearst Magazines’ sales 
seminar in New York. 


Purse Looseners 

We don’t claim to have any pat 
| formula for loosening the consum- 
/er’s hold on his purse-strings. But 
we’d be willing to bet our 
T-squares that the consumer will 
start buying again when he knows 


has to work with. For example, the 
| very inflection of the salesman’s | 


|go about getting an agency job? | 
It’s simple. When I decided to em- 
bark on an advertisi career, I. . $ 
‘simply went to the mae of one of | Just after President Eisenhower 
the nation’s largest advertising |told his tv audience business men 
agencies and asked: “Do you sup- | should do more market research 
| . : . 

pose you could find a place in the 294 Promotion to lick the re- 
‘organization for me, Dad?” cession, Congress handed him a 
—Charies F. aie, vp, MacManus, | Postal rate bill asking business to 
John & Adams, speaking to the ad- | pay $500,000,000 a year more for 


vertising ke 5 : tae 

University. | publication and mail advertising. 
| 

| 

| 


students of Long Island 


‘Recognition Is Important 
| It’s surprising how few business | 
| firms yet realize that givinga man  Reader’s Digest is now offering 
|a paltry $5 raise before he asks for | over 20,000,000 world-wide circu- 
it will keep him pacified much lation, in 30 editions and 13 
longer than a $10 raise he has had languages, and it’s a reasonably 
_to ask for. Money becomes an em-| good pet there’s at least one person 
_Ploye’s prime incentive only when | in pjeasantville who can read and 


“recognition” has been denied. understand all of them. 


—Syd . Harris in The Herald, 
ere ey J. Harris in e ra Copy Cus. 
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Sell EN-R's 77,000 
and you sell the 
men who build America 
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urvival in the fiercely 


competitive construction industry 
demands timely, accurate 
knowledge of constantly changing 
material, equipment and labor 
costs. For decades E'N-R’s 
exclusive cost indexes and 

reports have been the standar 

of the industry...depended 

upon daily by rmportant 


construction men everywhere. 
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Still is. In television the competition never lets up. It keeps going day 
and night, 52 weeks a year. And each year it gets tougher. 


With the final Nielsen Report now in for the October to April season 
(the period of peak audience competition among networks) it is now 
clear that all three networks have delivered larger audiences than ever 


—an average of 14% more at night and 15% more during the day. 


It is also clear that during this season the CBS Television Network 


—again attracted the largest average audiences in broadcasting— 
816,000 more homes at night and 115,000 more homes during the day 
than any other network with a full daytime schedule 


—achieved the season’s largest audience for a single program— 
the 23 million homes that watched a Lucille Ball-Desi Arnaz show 


—presented more of the most popular programs than any other 
network—a monthly average of 6 of the top 10 


—won the largest number of program awards for adding new 
dimensions to the presentation of entertainment and the promotion 
of public information and understanding—a total of 60 


—earned a 16% larger investment from advertisers than the second 
largest advertising medium. 


Whether you consider it in terms of the biggest audiences, the most 
important awards, or the largest advertising investment, the decision 
is plain. The winner and still champion in every round, as it has been 
for the last 68 consecutive Nielsen Reports, is still... 


THE CBS TELEVISION NETWORK 
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Stanley Arnold Leaves Y&R | Mr. Arnold graduated from the)St. Paul St., Baltimore 2, has de- 
to Form His Own Agency Wharton School of Finance & veloped a “Station Evaluation 

Stanley Arnold, formerly chief Commerce in 1937 and began his| Questionnaire” for use in select- 
of the sales promotion division of|C@"¢er in partnership with his/ing radio stations for clients. The 
Young & Rubicam, has resigned |fther in a small food store busi- one-page form is mailed to sta- 


and opened his own company, ®®SS in Cleveland. By 1951, the|tions under consideration. Infor-| 


Stanley Arnold Associates, a mar-|5™all food store had become a| mation received gives Emery’s ra- 
keting and sales management con-|thriving supermarket business— dio-tv department a picture of 
sultant, at 375 Park Ave., New|Pic-N-Pay. He then sold out his programming policies, news cov- 
York. The company’s services wil] imterest and joined Y&R as a mer- | erage, promotion and merchandis- 
be supplementary to those offered chandising executive. Two years/ing service, etc., Emery says. 

by ad agencies, and will aim at/|!ater he returned to serve as vp 

providing clients and agencies with °f Sales, advertising and personnel | Libby, McNeill Boosts Rose 
basic marketing strategy, sales fof Pic-N-Pay. In 1955 he re-| John W. Rose, general sales 
promotion contest approaches, pre- | turned to New York and Y&R. “manager, has been promoted to 
mium activity and creative cou- 


other selling aids. Emery Advertising Corp., 1201 |& Libby, Chicago. 


IRE always remembers the man. Albert W. Hull is o 
pioneer inventor in radio-electronics, particularly in the field of 
electron tubes. IRE recognizes his achievements with the 1958 
Medal of Honor. The history being made by Mr. Hull and his 
fellows is part of the record proclaimed and spread by 

The Institute of Radio Engineers. 


On the advertising pages of Proceedings your products and services also 
® become part of the record of radio-electronics. It will help the man remember 
| you if he sees your sales message in his own professional journal. Remember, 
5 if you want to sell the radio industry, you've got to tell the radio engineer! 


Proceedings of the IRE 
THE INSTITUTE OF RADIO ENGINEERS 
Adv. Dept., 72 West 45 Street, New York 36, N. Y. 


Chicago + Cleveland + San Francisco + Los Angeles 


|vp in charge of marketing canned | 
poning, point of sale devices and Emery Develops Radio Survey _ foods in the U. S. of Libby, McNeill | 


BUT... You Need WKZO-TV 
For Astronomical Results 
In Kalamazoo-Grand Rapids! 


NEW MARCH 1958 ARB FIGURES, left, prove that | 
WKZO-TV dominates the Kalamazoo-Grand Rapids 
television audience — morning, afternoon and night... 
seven days a week! 


WKZO.-TV is Channel 3 — telecasts with 100,000 watts 
from 1000’ tower. It is the Official Basic CBS Television 
Outlet for Kalamazoo-Grand Rapids — serves more than 
600,000 television homes in one of America’s top-20 TV 
markets! 


AMERICAN RESEARCH BUREAU 
MARCH 1958 REPORT 
GRAND RAPIDS-KALAMAZOO 


Number of Quarter Hours 
with Higher Ratings 


WKZO.-TV 


TIME PERIODS 


Station B| Ties 


MONDAY THRU FRIDAY 
7:30 a.m. te 5:00 p.m. 
5:00 p.m. to midnight 

SATURDAY 
8:30 a.m. to midnight 

SUNDAY 
9:00 a.m. to midnight 

TOTALS 


89 
47 


7 


NOTE: The survey measurements are based on sampling in 
Grand Rapids and Kalamazoo and their surrounding areas. 
ARB's opinion this sample includes 77% of the population of 


Kent County, and 67% of the population of Kalamazoo County. *Last seen in 1910 — due again in 1986. 


WKZO-TV 


100,000 WATTS © CHANNEL 3 © 1060’ TOWER 
Studios in Both Kalamazoo and Grand Rapids 
Fer Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 


Advertising Age, June 2, 1958 


Getting Personal 


H. Carlisle Estes, circulation promotion manager for Conde Nast, 
won a round-trip ticket for two to Bermuda by winning a contest 
sponsored by Visual Communications Inc. . . 

Walter Barber of Compton Advertising, New York, is the winner 
of the “Name That Lady” contest staged by Blair-TV, station rep- 
resentative. Betta Buyer was the prize winning name Mr. Barber 
suggested for the cartoon character symbolizing the daytime distaff 
tv viewer featured by Blair in its presentation for a new daytime 
spot tv sales plan. Placing second and third respectively were 
Gerald Van Horsen of Ted Bates & Co. and Charles Lewin of Rock- 
more Co... 

Perry L. Brand, vice-president and account supervisor of Camp- 
bell-Mithun Inc., Chicago, has been elected to the National Council 
of the YMCA—the youngest person ever named to this group. He 
was also recently elected to the board of directors of the Illinois 
area for a three-year term ending in 1961... 

Marlene Boudreau, daughter of Irvin (Mike) Boudreau, account 
exec at WDRC, Hartford, basic CBS-Radio outlet for Connecticut, 
has received a first award for her poetry entry in a Hartford scho- 
lastic writing awards competition. . . 


| CHAMP’. ocK § 


MIAML ) 


a. 


79 koe 


BEACH 


SOME CONVENTION—In Miami to attend the National Assn. of Chain 

Drug Stores convention, this fivesome also found time to get in 

some fishing. Standing left to right: Sidney Weil, president, A.S.R. 

Products Corp., and William B. Lewis, president, Kenyon & Eck- 

hardt. Seated: Mrs. Weil and Mr. and Mrs. L. Dickson Griffith. 
Mr. Griffith is a K&E account supervisor. 


Publishers of daily newspapers in Washington state paid tribute 
to Werner Rupp, publisher for the past 50 years of the Aberdeen 
Daily World. Publishers and their wives, attending a session of 
the Allied Daily Newspapers of Washington, stood in a tribute led 
by Ted Robertson, Yakima Republic and Yakima Herald, who 
described Mr. Rupp as “a man who embodies all that the news- 
paper profession believes in and strives for.” .. 

Married at Coeymans, N. Y., May 10 were David Lackland Dim- 
mock, with Compton Advertising, New York, and Martha Van 
Antwerp Powell, who is with the Rockefeller Institute for Medical 
Research, New York... 

John Meagher, vp for radio of the National Assn. of Broadcasters, 
received a certificate as admiral in the Nebraska Navy during an 
Omaha Kiwanis meeting at which he spoke to help celebrate Na- 
tional Radio Month... 

William P. Jackson, radio-tv creative supervisor in the New 
York office of N. W. Ayer & Son, has left for a year’s tour of Eu- 
rope, where he will also complete work on a novel. . . 

At a dinner dance in Highland Park, Ill., on May 17 Edward H. 
Weiss, president of Edward H. Weiss & Co., Chicago, was initiated 
as a member of Alpha Delta Sigma, professional advertising fra- 
ternity. The George D. Gaw chapter (Roosevelt University) cited 
Mr. Weiss for his contributions to Chicago advertising and his work 
with motivation research. . . 

Marv Whatmore, Look vp and general manager, has received a 
distinguished service award from Drake University, his alma mater. 
Another staffer, Dan Mich, vp and editorial director, received a 
similar citation from the University of Wisconsin school of jour- 
nalism... 

W. L. “Bill” Chausse, artist, who is retiring after 46 years with 
Calkins & Holden, New York, received a silver tray as a farewell 
gift. It was presented by Wally Geoghegan, who began his art career 
at C&H, working under Mr. Chausse... 

George B. Dearnley, vp of McCann-Erickson, New York, was one 
of several elected to honorary membership in the Gamma chapter ot 
Gamma Epsilon Tau, international collegiate graphic arts honor so- 
ciety. The Gamma chapter is at New York City Community College 
of Applied Arts and Sciences in Brooklyn... 

While Robert J. Leander, president of Chicago Show Printing Co., 
was in Honolulu attending meetings of the Young Presidents Organ- 
ization, he made an orientation flight from Hickam Air Force Base 
in a T-33 jet. “Unbelievably smooth and comfortable,” he called 
Biss 

John T. Heath, national advertising manager of The Herald, New 
Britain, Conn., and a member of the New Britain Board of Police 
Commissioners, has been reappointed to the latter board and desig- 
nated chairman by Mayor Joseph Morelli... 

James F. Smith, head of Jim Smith Advertising, Hartford, Conn., 
and Mrs. Smith celebrated their 25th wedding anniversary during a 
Bermuda and Nassau cruise, accompanied by sons Philip and Paul... 
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utdoor Advertising 3 
= - - ere! wh ; . Sk tate a é ‘ ; 
Poster designed by D'Arcy Advertising Co 


SPEARHEAD BUDWEISER PROMOTION! 


“Through the years, OUTDOOR’S excellent color 
reproduction of our soft-sell messages has helped 
to build Budweiser’s reputation as a quality product. 
During June and July, however, we are using 
Mr. R. E. Krings, OUTDOOR in a very different way...strictly 
ay for impact...to spearhead the biggest special promotion 
Advertising Manager : ‘ . : ‘ 
in brewing history. Our ‘Pick a Pair of 6-Paks’ 
Anheaber en Sensors design will be used on all of our posters and bulletins 
throughout the country for a 60-day period. 
As a matter of fact, we are using a ‘poster technique’ 
in all media to support this promotion...a tribute 
to the inherent power of OUTDOOR advertising.” 


8 out of 10 people remember OUTDOOR Advertising!* 


; 4 
OUTDOOR ADVERTISING INCORPORATED . OA I 
NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM q 
60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT z ig antl i 4 
HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE " e : oar me 4 

RRA ae SN LY BONE CE Sa ae 


*Urban Poster Readers — Starch Continuing Study of Outdoor Advertising 
Standardized Outdoor Advertising, 24 and 30 —-Sheet Posters—and Painted Bulletins 
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NOW — AMERICAN AVIATION MAGAZINE IS 

THE ONLY AVIATION PUBLICATION DEVOTED EXCLUSIVELY 
TO MANUFACTURERS AND OPERATORS 

SERVING THE WORLD’S PILOTED AIRCRAFT. . . 


With the emergence of missiles, rockets and earth satellites, it is 

no longer possible or acceptable for any one magazine to be all things 

to all people of the air. There is a vast and ever broadening 

disparity of interests and problems between missiles and piloted 

aircraft. AMERICAN AVIATION is not trying to be everything to 
everybody in the entire spectrum of the air. It devotes its entire effort to 
the design, engineering, operation, and maintenance of piloted aircraft 
—the core of the aviation industry.* 


PILOTED AIRCRAFT —THE BASIS FOR AMERICAN AVIATION’S MARKET 


Piloted aircraft represents a multi-billion dollar business and a world-wide 
market. It includes the military aircraft as a weapon, and business, 
military and commercial aircraft that carry people or things. 


YOU COVER THE GLOBAL AVIATION MARKET WITH AMERICAN AVIATION 
The AMERICAN AVIATION market knows no geographical boundaries. 

It is the market for those who produce and sell aircraft and accessories .. . 

a market for the users who buy, operate and maintain aircraft. It 

is air logistics, airlift, traffic and sales management, and the economics 

of aviation. It includes communications, navigation aids, airports and 

their facilities, air cargo handling and every form of ground support. It 

is, in short, the multi-billion dollar airframe, engine and accessory 

market combined with the billion-dollar operating market. 


eS 


WAYNE W. PARRISH. PRESIDENT AND PUBLISHER 


*Use AMERICAN AVIATION’S companion magazine, MISSILES AND ROCKETS to sell the missile market. 


AMERICAN AVIATION 


AMERICAN AVIATION PUBLICATIONS, INC. 
World’s Largest Aviation Publishers 
1001 VERMONT AVENUE, N.W. © WASHINGTON 5, D.C. 
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' SELL THE 
PSYCHOLOGICALLY STABLE 


Military servicemen and dependents in Europe spend $300,000,000 
annually, And the universal, uninterrupted income of this market 
means continuous purchasing power, sustained spending and psycho- 
logical stability. Reach this rich, recession proof source of sales, now, 
through the PX and Commissary systems—without export “red 
tape.” And sell this market of more than half a million confident 
consumers through The American WEEKEND—the news and feature- 
filled family newspaper that serves their interests exclusively. 
Write for the new military market information book— 
“MASS SELLING AND SAMPLING TO MILLIONS” 


, “ 
The American _ ARMY TIMES PUBLISHING co. ane M St, NW. Weshington 
U. S. OFFICES: Boston, Charleston, S.C., Chicago, 


WEEKEND © “vce monn re Philadelphia, 


FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


Kroehler Fal] Ads to Push 
‘Smart Set ‘59’ Furniture 
Kroehler Mfg. Co., Chicago, will 


/use eight consumer magazines and 


extensive point of sale material in 
a campaign this fall promoting its 
42-piece Smart Set 59 line of cor- 
related furniture. Color spreads 
will appear in September and Oc- 
tober in American Home, Better 


Homes & Gardens, Farm Journal, 
_ Ladies’ Home Journal, Life, Living 
| for Young Homemakers, Successful 

Farming and The Saturday Eve- 
| ning Post. Henri, Hurst & McDon- 
| ald, Chicago, is Kroehler’s agency. 
| 


CBS-TV Appoints Golden 
Richard Golden, director of sales 
presentations for CBS Radio, has 
been appointed to the same post 
for the CBS Television Network, 
/New York. Mr. Golden replaces 


Advertising Age, June 2, 1958 


Democrats, GOP 
Like Ad Council's 
‘Give a Buck’ Push 


WASHINGTON, May 27—Both ma- 
jor political parties have regis- 
tered their enthusiasm for the new 
Advertising Council “Give, Regis- 
ter and Vote” campaign which is 
expected to mobilize about $10 mil- 
lion worth of advertising during 
the next few months to publicize 
this fall’s elections. 

The new campaign represents 
a substantial expansion of the old 
“Register and Vote” program, with 
the council’s new material putting 
special emphasis on the need for 
citizens to contribute to the sup- 
port of the party of their choice. 

Advertising materials for the 


campaign will be underwritten by 


George Bristol, who became sales | the American Heritage Founda- 
promotion and advertising direc-| tion, while space and time will 


tor in the tv network’s recent re- | be contributed by advertisers. 
alignment (AA, May 19). A re-| 


placement will be announced for » The idea for the new “Give, 


Mr. Golden shortly. 


culation high — 216,209 
‘daily — combined with 
journalistic excellence, 
makes your advertising 
more effective, more 
economical. 
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* Studies by Daniel Starch and Staff 
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the secret 


to The Houston Post 


LOCAL 
ACCEPTANCE Gm 


In Houston, only The 
Post has shown a gain in 
retail advertising linage 
for five consecutive 

years. 
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The Post is read more by both men and 
women than any other Houston newspaper* 


Houston — 
the South's largest market. 


TON POST 


Represented Nationally by Moloney, Regan & Schmitt 


W. P. Hobby 
Chairman 
of the Board 


Oveta Culp Hobby 
President 


| Register and Vote” campaign was 
_first put forward in 1955 by Philip 
|L. Graham, former chairman of 
| the Advertising Council, and pub- 
/lisher of the Washington Post & 
| Times Herald. But the proposal 
bogged down when political lead- 
‘ers failed to embrace it. 

Under the current plan, strongly 
endorsed by both parties, the 
council uses such slogans as “Want 
|to keep politics clean? ... Don’t 
pass the buck...Give a buck.” 
David N. Laux, vp of Foote, Cone 
|& Belding, New York, said the 
|campaign asks for a dollar “be- 
cause that is the amount least 
likely to be resented.” 

Among those at a press preview 
|of the campaign last week, in ad- 
| dition to the chairmen of the Re- 
publican and Democratic parties, 
| were Mr. Laux, Advertising Coun- 
|cil President Theodore S. Repplier, 
American Heritage Foundation 
Chairman David Sarnoff, Ameri- 
can Heritage Foundation President 
| John C. Cornelius and Michael P. 
Ryan, advertising director of Al- 
lied Chemical Corp. and volunteer 
coordinator of the drive. 


= The campaign is to get under 
way in June and to hit its 
peak in September and October. 
Democratic National Chairman 
Paul Butler said the “Dollars for 
Democrats” doorbell ringing cam- 
|paign Sept. 26-29 will tie in the 
council’s “Give a Buck” drive, and 
|GOP Chairman Meade Alcorn 
|said his party will also conduct 
its “Neighbor-to-Neighborhood” 
fund raising campaign from Sept. 
14-Oct. 14 against the background 
of the “Give a Buck” program. 
In a letter voicing his support, 


1|President Eisenhower termed the 


nonpartisan promotion of political 
|contributions “a healthy move in 
|the right direction.” 

“As our people invest money 
and effort in the political party 
and campaigns of candidates of 
their choice, they will become 
more deeply involved in the great 
decisions of our time,” he said. 

“It then follows they will be 
more eager to learn the facts and 
more willing to exert their full 
influence as responsible Ameri- 
can citizens,” he observed. + 


Skade Gets NOMA Award 

Charles M. Skade, senior vp of 
Fuller & Smith & Ross, New York, 
was the first advertising executive 
to get the National Office Man- 
agement Assn.’s Leffingwell med- 
al. NOMA’s top award has been 
presented periodically in the past 
39 years to executives in the office 
management field. 


Ted Bates Boosts Two 
| E. L. Hill and C. L. MacNelly 
| Jr., both formerly vps and direc- 
‘tors of Ted Bates & Co., New York, 
have been promoted to senior vps 

of the agency. 
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100% DuPont Nylon Carpet by Barwick Mills. Photo courtesy E. I. DuPont de Nemours & Co. (Inc.) 


The Chemical Engineer makes 35,000,000 houses into homes 


Synthetic fibers, furniture finishes, nylon 
upholstery, floor and wall coverings... all 
made possible by the Chemical Engineer 
and his technology. 


The complex chemical process industries 
produce a multitude of products ranging 
from paper and plastics to synthetic fibers, 
rubber and wax. They are tied into a single 
market ... buying a third of all manufac- 
turing’s capital goods, $46 billion in raw 
materials and fuels . . . by the critical pres- 


ence of the chemical engineer as a common 
buying-specifying focus. As hundreds of ad- 
vertisers know, successful CPI selling be- 
gins with him. 

To sell the chemical engineer at his own 
home base, wherever it may be, only one way 
—CHEMICAL ENGINEERING—after 55 years 
still the 3 to 1 choice among chemical engi- 
neers in all functions, in all industries. This 
year you can reach him more often, with 
more timeliness and impact than ever before. 
CuEemIcAL ENGINEERING, A McGraw-Hill 
Publication, New York 36, N. Y. @ @ 


Published every other monday 
for Chemical Engineers in all functions 
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‘Final Responsibility’ for Market Plan Is 
Client's: Frost; It's Agency's, Too: Mulvey 


NEw York, May 27—An adver- 
tiser and an agency man agreed 
before the American Marketing 
Assn. here last week that there 
is need for sharper delineation of 
responsibility between client and 
agency in joint preparation of 
marketing strategy. But there 
agreement ended. 


pattern of the product. 

“In today’s highly complex, 
competitive market—where we 
are rapidly producing more than 


we can consume—all the selling) 


tools, including advertising, must 
be integrated. None can be iso- 
lated,” he said. 


Reviewing the specialized serv- 


Mr. Mulvey said that extent of|fort of client and agency”; or (3) 


agency aid in preparation of mar- 


keting plans depends on the cli- 


ent’s industry, competitive situa- 
tion and marketing capabilities 
and needs. 

He said a marketing plan pro- 
vided by the agency could be used 
by the client in one of three ways: 
(1) “It can be done by the agen- 
cy as a recommendation, to be ac- 
cepted or modified by the client 
and agency working together”; 


\“It can be done by the agency 
}and used by the client as a check 


on his own plan. 

“Regardless of which course is 
followed,” he said, “the important 
thing is that the agency is par- 
ticipating and contributing fully. 
And regardless of which course is 
followed, advertising benefits.” # 


Billock, Russell Move Up 
George D. Billock and Mrs. Stel- 


Advertising Age, June 2, 1958 


the board of the McCall Corp., 
New York. Mr. Billock is vp and 
treasurer of the organization, and 
Mrs. Russell is assistant to the 
chairman of Hunt Food Industries 
Inc. 


Trubilt Names Force 

Trubilt Home Products Inc., 
East Paterson, N. J., has appointed 
Force Inc., Paterson, to handle its 
kitchen cabinet advertising. Tru- 


aQaranrnorTyT” Tf fk 


bilt has no previous agency of rec- 


George Frost, ad manager and ord. 


vp of Cannon Mills, said that the 
client and agency should “sit 
down and spell out in detail and 
in writing their various areas of 
responsibility.” 

This, he said, “requires that 
both parties approach the matter 
realistically rather than emotion- 
ally—objectively rather than sub- 
jectively.” 


_— oe 8 


ices the agency offers the client,|(2) “It can be done as a joint ef-|la Russell have been elected to 


= “Only after such a document 
has been prepared to the mutual 
satisfaction of both client and 
agency can it be stated clearly 
what part the agency should play 
in the advertiser’s marketing 
plans,” he said. 

Mr. Frost defined the advertis- 
ing function in marketing as fall- 
ing into five areas of responsibil- 
ity: (1) “What to say, (2) to 
whom, (3) where, (4) how often 
and (5) how much to spend to do 
6 

He said a question exists about 
how the responsibilities involved 

in the five functions are to be di- 
i 
¥ 


says L. H. McREYNOLDS 


Advertising Manager 
The Jeffrey Manufacturing Co. 


“Frankly, I think every advertising man should have 

Industrial Marketing coming across his desk regularly. Even 

with twenty-seven years in the advertising business 

I have a lot to learn. I read Industrial Marketing religiously 
to keep informed. It is my bible and a great 
help in keeping me up to date on what others are doing.” 

vided. 

And because these functions are 
of “vital importance” in the cli- 
ent’s marketing operation, the 
company, not the agency, must as- 
sume “final responsibility” for the 


over-all marketing plan, Mr. Frost 
said. 


During the first decade of his association with 

The Jeffrey Manufacturing Co., Mr. McReynolds worked primarily 

in the employment and welfare department. His 

duties ran the gamut from editor of the employees’ publication to 

manager of the softball team and secretary of the bowling 
league. Mr. McReynolds also edited a newsletter for all U.S. editors 
of employee publications for several years. In 1930, 

he transferred to the Jeffrey advertising department to assume 
charge of trade-paper advertising, and in 1953, he 

was named ad manager for the mining and material handling 
equipment firm. Mr. McReynolds is a past president and 

director of the Central Ohio Chapter of N.I.A.A. 


IPIRIE IPE IAI 


says WILLIAM L. GUISEWITE 
Vice-President 


Church and Guisewite Advertising, Inc. 


@ Presenting the agency view- 
. point to the forum was William W. 
4 Mulvey, senior vp of Cunningham 
& Walsh, who said the agency 
“should go as far as is necessary to 
increase the client’s share of the 
market.” 

Mr. Mulvey charged that “many 
an advertising agent has been led 
to the guillotine when the product 
failed—for some reason other than 
advertising.” 

“If the advertising agent is go- 
ing to be held responsible—to the 
point of being canned by the client 
—for sales failures, then it is im- 
portant that it have a voice in ev- 
ery phase of the distributional 


DID YOU 
KNOW? 


“I think that anyone who reads Industrial Marketing regularly 
will soon find his contributions to this business 

improved. I enjoy reading it and feel it pays me definite dividends. 
Much of the editorial content makes points that our agency 

wants to pass along to other people, so we 

frequently quote IM. The ‘how to’ articles are especially helpful.” 


8 


<a 0 


In 1943, Mr. Guisewite graduated from Kent State University 

with a B.A. degree. This was followed by World War II service with the 9th 
Air Force until 1946, when he began his business career 

as a copywriter with Geyer, Cornell & Newell in Dayton. In 1948, he joined 
Hugo Wagenseil & Associates and remained there as an account 

executive for six years. Still in his thirties, Mr. Guisewite 

is now partner, vice-president, creative director and account executive with 
Church and Guisewite Advertising in Midland, Michigan. His personal 
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GENUINE GLOSSY PHOTOS 
COST AS LITTLE AS 


PLANOGRAPH! life centers about his family (Mrs. G. and two daughters) and 
such leisure-time activities as sports and writing. 
WHY TAKE LESS? 
y 7 8x10 
ir hae mere 
Prints 50 4.50 6.00 
100 8.00 9.50 
250 17.50 22.50 
500 30.00 42.50 
1000 55.00 75.00 
Negative 1.15 1.65 


59 E. Illinois St., Chicago 11, Ill. 
Whitehall 4-2930 
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Ogilvy Gets Ship Line 

Orient & Pacific steamship line 
has appointed Ogilvy, Benson & 
Mather, New York, to handle its 
advertising. Ellington Co. had the 
Orient account prior to its merger 
with British Peninsula & Oriental 
line, which had no previous agen- 
cy. 


Mengle Elected President 

Glenn A. Mengle, chairman of 
the board of Brockway Glass Co., 
Brockway, Pa., has been elected 


president of the Glass Container 
Manufacturers Institute. 


Lance Adds ‘Otfice’ 
Douglas C. Lance, Arcadia, Cal., 


vertising representative of Office, 
New York. 


McCrudden Joins C&H 

John C. McCrudden, formerly 
with Benton & Bowles, has joined 
the research department of Calk- 
ins & Holden Inc., New York. 


A&P Postpones Its 
Annual Meeting; 


‘Refuses to Explain 


has been appointed California ad-| 


New York, May 27—The Great 
Atlantic & Pacific Tea Co. has 
postponed its annual meeting. 

J. D. Erghott, treasurer of the 
big food chain, confirmed that the 
meeting had been put off indefin- 


itely, but refused to explain why. 
|The company’s annual meeting is 


scheduled for the third Wednesday 
of May, which would have been 
last week. 

Mr. Erghott refused to comment 
on whether the meeting had been 
postponed because some of the 
company’s voting stock might 
soon be sold to the public. 


s Current stockholders eligible to 
vote number only about 11 per- 
sons. The biggest block of stock, 
reportedly 40%, is held by the 
John A. Hartford Foundation. 


“We are constantly looking for better ways to use 

the depreciating advertising dollar, and Industrial Marketing 
is an invaluable workbook for ideas 

on marketing procedures, sales promotion and 

other problems we face. As a former copywriter, I find the 
‘Copy Chasers’ feature of great interest.” 


Mr. Douglas has a varied and colorful background, with forays 
into the theater and the literary world, as well as a full-scale invasion 
of the advertising field. A son of the noted author Norman Douglas, 
his artistic accomplishments include a London appearance (in the 
early Twenties) in “East of Suez,” three published books and 
“more than a million words of short stuff.” The advertising phase of 
Mr. Douglas’ career started at The London Daily Mail. In this 
country, he has been associated with the American Pencil Company 
and, since 1939, the General American Transportation Corporation. 
Mr. Douglas says his hobbies include “traveling to Europe for 
vacations and using good cameras to take bad pictures.” 


READING 


says ROBIN DOUGLAS 
Advertising Manager 
General American Transportation Corp. 


WITH MEN WHO MAKE 
INDUSTRIAL ADVERTISING 


INDUSTRIAL MARKETING | 


200 EAST 


ILLINOIS STREET * 
480 LEXINGTON AVENUE * NEW YORK 17, 


CHICAGO 11, 
NEW YORK 


ILLINOTS 


Four grandchildren and one great 
grandchild hold 10% each, and 
five other descendants of the 
founder hold 2% each. Holders of 
the 935,812 non-voting common 
and the 259,262 shares of 7% pre- 
ferred stock that are traded on 
the American Stock Exchange are 
not eligible to attend the annual 
stockholders meeting. # 


Statmaster Names Dallaire 

Statmaster Corp., New York, 
maker of ’stat and copy cameras, 
has appointed Victor Dallaire ad- 
vertising and promotion manager. 
Mr. Dallaire was formerly with 
The Advertiser and Markets of 
America and prior to that was 
with the Rome Daily American, in 
Italy, and with Printers’ Ink. 


Shea Joins Anderson 

Dan Shea, formerly senior vp at 
Lennen & Newell, has joined An- 
derson Co., Gary, Ind., as general 
sales manager of its new chemical 
products division. 


a direct approach 
fo customers overseas... 


AMERICAN EXPORTER PUBLI- 
CATIONS provide a specialized cir- 
culation to the business firms overseas 
that buy U.S. products. 


An advertising medium that quickly, 
simply and economically reaches new 
customers in all world markets—be- 
cause one advertisement in one mag- 
azine goes to 154 different countries 
of the world. 


Write for the 1958 Buyers Guide to 
United States Export Products fea- 
turing more than 1,000 United States 
firms selling in export today through 
AMERICAN EXPORTER PUBLI- 
CATIONS. 


ofA IU 


B Johnston Export Publishing Co. 


386 Fourth Avenue, New York 16,N. Y. 
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Potter Named Kodak VP 

W. B. Potter, director of adver- 
tising of Eastman Kodak Co., 
Rochester, N. Y., has been elected 
a vp. Other vps named at the 
same time were Gerald B. Zornow, 
director of sales of the company’s 
‘apparatus and optical division, 
j/and Theodore F. Pevear, director 
of sales administration. 


NATA Elects Freskos 

J. H. Freskos & Associates, San 
Francisco, has been elected to the 
National Assn. of Transportation 
Advertising Inc. The agency han- 
dles public transit advertising fa- 
cilities of Peninsula Bus Line in 
that city. 


SELLING AT THE POINT OF IMPRESSION 
That’s the job a good engraving should do. 


SELLING AT THE POINT OF IMPRESSION 
That’s the job an H&M engraving always does. 


Hutchings & Melville, inc. 
Distinguished Photoengraving 
4043 N. Ravenswood Ave., Chicago 13 


Gifford Heads KFjZ-TV Sales 

Dick Gifford, formerly manager 
of the Dallas sales office of 
KFJZ-TV, Fort Worth, has been 
promoted to national sales man- 
ager. He succeeds Joe Evans, who 
has joined WVUE-TV, Wilming- 
ton, Del. 


EAstgate 7-9220 


Faithful-to-plate 4 color wet proofing 


The Syracuse Market is... : G 


Ponation...1, 932,700 
Paying Ireome...‘2. 470,791, 000 
Retail Sales...‘1, 722, 092, 000 


HESE ARE the new dimensions of the 

15-county Syracuse Market Area in 
which the Syracuse Newspapers are the 
dominant selling influence. (Figures are 
from Sales Management's 1958 Survey of 
Buying Power.) 


Here is one of America’s truly important 
markets, qualifying unquestionably for high 
ranking on the “A’’ list of every national 
advertiser. 


No other combination of media will reach this market 
as Efficiently and Economically as the Syracuse Newspapers 


| coelieellieellinentiimnetimnettienet iced ietinemeatiemadtimetiemetiamadtitenmsticntia=icmetientiaentiesdttiamdiamdiel 


4 E INVITE your examination of an 
exciting new presentation which graphically 
portrays the remarkably efficient manner in 
which the circulation pattern of these 
newspapers matches the Central New York 
distribution territories of leading national 
advertisers and of local chains, wholesalers, 
jobbers and food brokers. 


Phone Your Nearest Office of 
MOLONEY, REGAN & SCHMITT 
' 


the SYRACUSE 


eS 


Syracuse is 
America’s No. 1 Test Market 
' 
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NEWSPAPERS” 


THE POST-STANDARD 
Morning & Sunday 


Sunday Post-Standard 109,060 


HERALD-JOURNAL & HERALD-AMERICAN 
Evening Sunday 


CIRCULATION: Combined Daily 241,159 Sunday Herald-American 205,658 


Advertising Age, June 2, 1958 


Newspapers Plan 
$62,911,986 Outlay 
in ‘58: ANPA Survey 


New York, May 27—Daily news- 
papers plan to spend $62,911,986 
in 1958 for plant expansion and 
new equipment, a special survey 
made by the American Newspaper 
Publishers Assn. shows. 

The same group of 415 dailies 
in the U.S. spent $87,250,585 
in capital outlay for plant expan- 
sion and new equipment in 1957, 
the report says. 

The only comparative figures 
available are for 1954, ANPA says, 
when a similar survey was made. 
Then 585 U.S. dailies reported 
spending $40,630,731 for plant 
expansion in 1953. In both surveys, 
it is noted, the number of partici- 
pating newspapers is given re- 
gardless of whether they had any 
capital outlays for plant expansion 
or new equipment. 


s D. Tennant Bryan, publisher of 
the Richmond Times-Dispatch and 
News Leader and ANPA president, 
commenting on the current survey, 
said, “These expenditures by dai- 
ly newspapers are eloquent proof 
of the confidence of publishers in 
the long range growth of the 
business economy, despite un- 
certainties of the past 18 months. 
The future strength of newspapers 
rests on the health of the U.S. 
economy and daily mewspaper 
publishers have demonstrated a 
realistic approach to their confi- 
dence in the future, despite con- 
stantly increasing costs.” 

Cranston Williams, ANPA gen- 
eral manager, noted that the over- 
all capital expenditures of all U.S. 
business were only 30% more in 
1957 than in 1953, while news- 
papers spent more than twice as 
much. 


= “Many newspapers,” Mr. Wil- 
liams pointed out, “are currently 
investing in new types of produc- 
tion equipment which recently 
became available, including photo- 
composition, rapid etch engraving 
equipment, high speed typesetting 
machines and more modern press- 
es, all of which are designed to 
enable newspapers to serve their 
readers and advertisers better.” # 


Vat Dye Institute Sets Push 

The 1958 Vat Dye Institute pro- 
gram is using leading executives 
in the textile industry in a series 
of testimonial ads. Running in 
business papers, the series is part 
of the institute’s $250,000 1958 
campaign to highlight advantages 
of true vat colors. Other advertis- 
ing includes consumer magazines, 
direct mail, point of sale and mer- 
chandising. Anderson & Cairns, 
New York, is the agency. 


AIAA Elects Quinn 


Thomas M. Quinn, president of 
Quinn-Lowe Inc., has been elect- 
ed president of the Assn. of In- 
ternational Advertising Agencies. 
Also elected were Joseph W. 
Madden, National Export Adver- 
tising Service, vp; Richard Hobbs, 
Gotham-Vladimir Advertising, 
western vp, and Joseph Palmer, 
Foreign Advertising & Service 
Bureau, secretary-treasurer. 
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*Richard C. Christian, Executive Vice President 
Marsteller, Rickard, Gebhardt and Reed, Inc. 


To support his firm contention that the majority of 
subscribers read every issue of an industrial publica- 
tion, Dick Christian used this data furnished by the 
McGraw-Hill Laboratory of Advertising Perform- 
ance: 
1. 77% of the subscribers to a monthly indus- 
trial publication read every issue. 
2. 17% of the subscribers to the same monthly 
publication read 7 to 11 issues. 
3. 94% of all subscribers, therefore, read more 
than half the issues each year. 
“These facts,” reports Dick, “‘back our own reader- 
ship research. In other words, readership is fairly 
level throughout the year. While there may be a 
slight drop during the summer months, it’s normally 
not enough to justify missing an insertion.” 
Studies such as this are a continuing project at 
McGraw-Hill. This and others are designed to pro- 
vide a better understanding of how good advertising 
in good business magazines helps create more sales. 
By concentrating your advertising in one or more of 
the McGraw-Hill magazines serving your major mar- 
kets, you will reach the men-who-buy—year round. 


@ McGraw-Hill Publications @: 


McGRAW-HILL PUBLISHING COMPANY, INC., 


‘How consistent 
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readership? 


NUMBER OF ISSUES OF A MONTHLY PUBLICATION 
READ DURING THE YEAR BY SUBSCRIBERS 
(100%=177 Subscribers Who Answered Question) 


77% 


77% Read every issue 


17% Read 7 to ll issues 


From Laboratory of Advertising Performance Sheet 1052.2. 
Subscribers to an industrial publication were asked to indicate 
the number of monthly issues they read each year. 18.4% of 
those queried replied. More than three-quarters indicated that 
they read every issue. For those who read more than six of the 
monthly issues the figure rose to 94%. This is one of several 
Laboratory Sheets covering readership habits of monthly and 
weekly publications. For your copy of Sheets 1052.2, 1052.3 
and 1054, contact your McGraw-Hill office. 
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330 WEST 42ND STREET, NEW YORK 36, N.Y. 


Se eee See, OR eer ee 


‘ a a 4 Baie ay te ea ge ibe esti 2 Te sd Bi 
: e Se ohn ai r : eokey : 5 iad wk 
| EO ————————| is 
dN 9 Bar apa ST veel rt a: aH: hats : 3 x : 
af PG — ‘e a eaeiaien > * 7 " 
ee eee eS ee Ria veo on ees 
ome ce Of arg eee ae ce : Eo 5, pie tee 7 
ie ae - Por i ya ‘ ae ‘ t oes i “ Z ; a ee 
«agi oe OE es a “ ei Bia ‘oii = ; 
“ih gh Suu oer Cea ARS os , = 
Rie 2 EE ee aD a ee it 2 - re 
wr es es oe bee = ES ‘ fae 
ee st age J, alan n Se a he A a ee 5 re yer . Bet 
a) a oe a, a Baie : ae Sania RPE ‘ a ele 
iS ang Pees A dk ate eee ee aA Tp, Tab sce x pe ee a z ee > % ‘4 ‘id cae DES “ : grins eet on 
ie ieee Gb aanRRR ae | es ie rn | aire a. ae ss ; oP . Shines 5 j 
: en Sa 4. . ay pee Z 
Se laa RE 
we eb Rpt) ariel = , te a 
5 Sod 3 oe ? : is ‘tas 
jielg ae \: 
Reta age 
eae | 
et aes ae 6 | 
& ~ e ee Sin mph 
: EY 4 ‘Thee come ge cca 
Ea i 
gene EO wee 8 aa 
- a 7" : , i 
ie oe e ‘ 
che — el % Re 
Bs ‘ . : ‘ “9a >» 
ay es " : Py 
4 ae 7 ror " by dk fe 
oe : ot : 7 
bank, eros ee 3 : ; af 
! '— — ‘ 
oe — : = F ; 
ie GA : 
eb 
Bt rae , : * : 
i + 2 
EMRE < a 
eo: - | pe! a 
OS ee eer? “ ee. a 
; a f 
i Bae ee ee. —" ee 
a Cp a) her — 4 
he i te Re 
¥ ED : 
‘* fegete = a 
ae be a a 5 
< eee 28 
Be ee : 
‘ Poe 
- Pee ea a tame | ge 
ieee, aes ected ar ; 4 ai. Sy eee) eee’ a 
- v — as 
po i olieeenetndlllinteneenememnttiemetemenattiemtaemeetl " - - , - : zn if 
| oe 
™ = | ; 
| | a 
, , | ; 
T | 
| MS fee per. Sei 
mee | | B17% | 
| ot | £25) fee . 4 joa 
| | 2 ez ry’ . 3 ae | , 
| Sey || en | eae - 
| \ ae oe ARs BY. 
5 bal | | 5% ; 
| (°] y d oH aie 
amg Se) a 
i = = — - 
5% Read 4 to 6 issues e 
i 1 ; 
5k ae 
; ‘. 
1%] | 1% | 
| | a ae | y F 
} = ite 
1% Read 1 to 3 issues 
. 
v3 
* 
: 
pe 
ae 
= 
2a 
. ‘ 
2 
es 
. : She 
: , A stg al 
ae re x i" ‘a * + + er = Fee oa . rs Ya Ma > cj 2 3 23 
Soh eg icra gs ae OMe tia OP = Talon Rt Sgr ns eat hOe kien a oe Oe Se eta ae Seth 2 UENCE ce ed ny gman ae eee SPR net Mir A TLR R See arn og TET ie ie FRY ime NRE MS RR a eas boa ee ty ad aan nel Veratrine I eg Cea RD i 9s te Mi vA cts Ee Pah akan open yan ee Bate iar co aaah 
Se Pe op a ge ee ROE ae at ce SONG Se i See ie Be eat Sante aPC ie mace tee pe OO CE en eS eR EB ah i Pd JE dat ee Se ER SR te ree ver ole ace Oe ae fae eee 5 ee eke tye maa ey oe Te ‘peak i ea "Sf Seam 
Be ite, Sr her A REL haieh ie Ti RARE Wien Meese Fire ko oa oy ioe ee chewy Meat PGi a) OPS Ci! SRE ER ees aan gE Re a Cro eee am INES ie AI ian ono ae RSENS © SPATE seem ger Se et Ree AME TMS yam LL) preemmne st, eores p ie EG 
Nr vena phot dat} Side Arties Any Ot Duca a ne eae eae ee ey er etna onl Centred sath ee ae gees ae ai a : : Ley oe va Pec Sin eh ers, age oe : ; et Bae east tae var a pee ee ne aaa Mee perme SS RY 25 


ee wear ry = 


| 
| 


SE, 2 aR 3 Le els ep epee, Mae ee ee CW ae gs oe er aetas, I eg nck Wd he see ale © cia at ee ease i eras ae ae Cet ae ae = 
* se igi i: Ut aac ‘Wega ¢ he oo ae ee a te eee a pie ee EE eae Be SA ae oH ee ie Mh St een eM ee 2 pod ee ‘ ‘ re eae al ne ie. 4 i eet fe ibaa te eg my 
re — eae ‘ as iaarne 5 oyteeae eee al sae Tete teas Meal aire = 7 ONE ners Men eee = pao RE oe merits ti ete Tt: EP ee oe oe pe ee 
3 : ! . E eres rare ee eee ‘ oy Gao 0, : age a . ee Chi F afin Pie aS tA tee LS ie ene ‘ ; a, te 
4 By cess . : aa ea 5 Pace Pa a te hace een eh pata ies se ET Arar If 3- ei Sea nana a See A. trate ot 
A pyeeesaes - P t £ Sie se i ame e d : OSes y ee ee ee 4 E = tl i i Bd tore lel NG ae bc ee 
* ae a aa : eta a Sei i Se ee  ——— — 
ae w ee _ — 
ne ee ee es 
' 
: . 
at 
= 
i 
f 
Z 
2 
a 
ce 
; 
, 
{ 
} 
af ij 
=: | 
ie ‘ { 
: | 
mre arte | 
Ne: 
ae | 
i 
Z | 
ie it 
bee | 
a | 
ie / | 
a | 
pe \ 
: ee, b { d 
: i 
ne | 
Grae 
i tt |  — 
Bi 
he | 
ig | 
a 
oF | 
on 
cae 
i | 
: 
a5 
acs 
a 
* ve 
: 
se 
x 
as 
ay 
Bios 
z 
oe 
by 
Hf 
oy Rae 
te 
i ae 
Geka ea 
eee race ¢ ete: x ars, 2 os » pea SN ot gate ae Sk ames ease ord See ee ea es ‘ Poet ar eee abr ec a raps =e Se reread S yd 5 i - . mle 
Jo RR apa iins «3 tke pee Mt ‘ wok iter A Aa Rees ee 2 nea Ber ST ra pas fee ae et Page Der ea eat a eet eee oN ARN aN 8 RRR DS be OO Ene OG Dame Rect Prom: Yun. WES) | SPRUE ta mal Tue ese cer ary CN aoe tyAE es IY NS org tM RA ag tr gt ete LN ic fai Ae Rape 9 ie Og Ne « = Nat PE ieee ly Aaa a 
se Re RR pn alee: Utes) (hee omer geet eaters tes At pe Pees, Segall ty inns A 9 cgare MRR UNDA Sac Rare oe RIL cle RES Mies ei ty eset gs em UNA Renae Sau pg Seg tegen i bh MeN Loy Sia SOR oa yet ee gla aceon wae sai das OF gery Macaca rebar, cal Lemnos re UCR CEN Me He aperrin  YapE  AROS neeel ce RET Ae OE SRNR V2 RTC eae REM Tose ce re 
eee a agen eared aint ek ce eae eee Were NN, apna ce een tL acer er cnaee inp ue aque g ant emer ag ede) Day te Cake lag pein Ui 2, WE Slee, Wala at alec 5 Sia pie. ea oh aaa eae hcl yo le cael ig gms Ui tS Thee ieee) serail ne ah EO Miecer a ce ca nea dasa se URL ie cage Re 
ics <el feoeree aoe et po ae Bos od ae ae mt sag r cseroeas Big ere er ae a a Ne ee tre eames Soa Tests Cee eee Seca elem ge ee tae : —— eS ee er, BEA ye Sy fal hr age eae lanl pumeniote Between O87 oe ere Ss 
vipat = I oye Need ae ar ee tales egal oo Te folay a o> mies Dig Wee a Rae oman enc eee enn OS Seba, Meda Nee GUI hp eR haste, DP RT bes phi MM Sl Cn aree a Leathe Mn AG oc € tr i eae PIT Ene einai tes Mey ee Oa De en leak SA ae le 2 
hie Ei a i ig et beet Nira ial tes prams SM eee eta a aS Dre ie ate tay ts Ate i iE iy Done ma Ee 4 bh pporapaed ans Kis a ener ae ate are eae A eal Fg ag DaStU Nau WH N Aon ep kee Cape Sk ace Ja eee ie seed: eT alec es 


sain sill 
re 
been 
will 


\ 
“9 


MN 


clearing the Way... 


The bandwagon is barrelling. ABC Television has more 
programs set, more sponsors signed than in any comparable period 
in the history of the network. 

Credit goes, in large part, to all our affiliated stations, for literally 
clearing the way ... for their wholehearted cooperation in securing 
clearances for next fall’s broadcasts. 


To them, our deepest appreciation. 


To advertisers, a reminder: Jump on the bandwagon yourself. 
ABC Television will deliver your message to the most valuable 
audience in America! For remember: 


You get them at the GET AGE on abc-tv 
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Advertising Age, June 2, 1958 


ha POINT OF PURCHASE American Oil Co., Chicago Show Printing | for “‘Music at N.U.” WMAQ for “Sam Saran Business and 
icago C ul Window displays, temporary—Minnesota | Co. Special music features—Alan Radio & | Financial News.” 
Mining & Mfg. Co., Zipprodt Inc. Signs and wall displays, light and! Appliance stores and WMAQ for ‘“‘Prom- Sports news reporting—Texas Co. and 
Window displays, permanent—Sherwin- | motion—Pabst Brewing Co., Embosograf| enade Concert.” WBBM for “Texaco Sports Final—John 
* s Williams Co., W. L. Stensgaard & As-/Co. of Illinois. Music variety—Morris B. Sachs Inc. | Carmichael.” 
ltes inners sociates. Floor and island displays, merchandis-| and WBBM for “Fashions in Music.” Sports news reporting, special awards— 
Window displays, light and motion—/| ers, temporary—Aluminum Co. of Amer- Comedy—Klinger Motors and WBBM |§Ford Dealers of Chicago and WBBM for 
Zenith Radio Corp., Inland Lithograph Co. | ica, Berger-Rivenburgh. for “George Watson Show.” “Miracle of Milwaukee”; Standard Oil A 
. eee Counter displays, temporary—Pabst Floor and island displays, merchandis- Story teller—Peter Hand Brewery Co./Co. (Indiana), WGN and D’Arcy Adver- 
In Ad Co Brewing Co., Stanley Wessel & Co. ers, permanent—Cluett Peabody & Co.,;and WBBM for Paul Gibson’s “Tales /|tising Co. for “Chicago Bears Football n 
mpe 1 10n Counter displays, permanent—Minnesota | W. L. Stensgaard & Associates. from the Black Forest.” Games.” a 
Mining & Mig. Co., Stanley Wessel & Co. Floor and island displays, merchandis- Dise jockeys—WMAQ for ‘‘Tom Mercein News commentary—Chas. A. Stevens B 
(Conti d Counter displays, light and motion—jers, light and motion—Theo. Hamm | Show.” & Co. and WMAQ for “Clifton Utley.” 
ontinued from Page 2) Nissen Trampoline Co., Inland Lithograph | Brewing Co., L. A. Goodman Mfg. Co.| News—Alemite division, Stewart-Warn-| Religious programs—WBBM for “And C 
Product selling single ad in color—| Co. er Corp., WBBM and MacFarland-Ave- | There Was Light.” 
Keystone Steel & Wire Co., Fuller & Signs and wall displays, temporary— yard Co. for “Alemite News with John| Agriculture—WGN for “Country Fair.” | 
Smith & Ross. Theo. Hamm Brewing Co., L. A. Good- RADIO Harrington.” Special congratulatory award—‘Break- 
Product selling campaign in b&w—/ man Mfg. Co. Local music programs, special awards, News, special awards—WMAQ for | fast Club,"” WENR and ABC “For 25 years ti 
Clark Equipment Co.'s construction ma-| Signs and wall displays, permanent—|WGN for “Essays in Music” and WMAQ| “Night Desk”; A. C. Allyn & Co. and|of continuous activity on the air.” EB 


chinery division, Marsteller, Rickard, 
Gebhardt & Reed. | bs 

Product selling single ad in b&w—Leich 
Sales Corp., Metachrome Inc. 

Institutional campaign in color—Gener- 
al American Transportation Corp., Edward | 
H. Weiss & Co. 

Institutional single ad in color—Cum- 
Louis & 


mins Engine Co., 
Brorby. 

Institutional campaign in b&w (tie 
awards)—First National Bank of Chicago, 
Foote, Cone & Belding; Chicago Tribune, 
Foote, Cone & Belding. 


Needham, 


FARM PUBLICATIONS 

Product selling campaign in color— 
Massey-Harris-Ferguson, Needham, Louis 
& Brorby. 

Product selling single ad in color— 
Keystone Steel & Wire Co., Fuller & 
Smith & Ross. 

Product selling campaign in b&w— 
International Harvester Co., Aubrey, Fin- 
lay, Marley & Hodgson. 

Product selling single ad in b&w— 
Moorman Mfg. Co., Marsteller, Rickard, 
Gebhardt & Reed. 

Institutional single ad in color—Massey- 
Harris-Ferguson, Needham, Louis & 
Brorby. 

Institutional campaign in b&w—Moor- 
man Mfg. Co., Marsteller, Rickard, Geb- 
hardt & Reed. 

Institutional single ad in b&w—Sears, 
Roebuck & Co., Cunningham & Walsh. 

One column or less campaign—Butler 
Mfg. Co., Aubrey, Finlay, Marley & 
Hodgson. 


DIRECT MAIL 

Calendar—Keokuk Electro-Metals Co., 
Waldie & Briggs. 

Announcement—Wells Lamont Corp., 
Hanson & Stevens. 

Catalog—Carson Pirie Scott & Co. and 
advertising staff. 

Booklets and brochures—Kimberly- 
Clark Corp., Foote, Cone & Belding. 

Annual report—Hilton Hotels Corp., 
Veritone Co. 

Mail campaign—Clarin Mfg. Co., Waldie 
& Briggs. 

House magazine—Abbott Laboratories 
and advertising staff. 


NEWSPAPERS 
e National or regional product selling 
: campaign in color (tie awards)—Standard 
if Oil Co. (Indiana), D’Arcy Advertising Co.; 
Kitchens of Sara Lee, Cunningham & 


Here’s a proven way 
to increase your sales 
in Latin America’s 
largest, fastest- 


eon 


frowing market 


Walsh. 
t National or regional product selling 
es campaign (over 400 lines)—City National 
: Bank & Trust Co., George H. Hartman 
Co. 


Local retail advertising, seasonal pro- 
motion—lIllinois Bell Telephone Co., N. W. 
Ayer & Son. 

Local retail advertising campaign (tie 
awards)—Sidney Wanzer & Sons, George 
H. Hartman Co.; Illinois Bell Telephone 
Co., N. W. Ayer & Son. 


OUTDOOR & TRANSPORTATION 
Poster campaign, 24-sheet—First Na- 
tional Bank of Chicago, Foote, Cone & 
Belding. 
Car cards—Bankers Life & Casualty 
Co., Grant, Schwenck & Baker. 


New York? Birmingham? No— Sio 
Paulo, Brazil! The heaviest concentration 
of industries south of the Rio Grande! 


transfers—are keeping up a steady, signifi- 
cant growth. Total for 1957 was $631,000,000 
—almost double the amount invested in 1956. 


Not long ago Brazil imported even ice. Today 
it’s the most highly industrialized nation in 
Latin America. Rich, untapped natural re- 
sources include an estimated 6% of the world’s 


: Are your sales keeping pace: 
petroleum reserves. And experts claim that 2 | 
for massive growth potential, Brazil is un- Each month SELECOEs, the Portuguese lan- ft 
matched by any market anywhere! guage edition of Reader’s Digest, is read by h 
2% million Brazilians . .. more than 60% of 


$631,000,000 in new investments all families in the middle- and upper-income 
groups. It reaches the most influential people 
in all walks of life . . . business leaders . | 
professional people . . . government officials. | 
And advertisers have enjoyed outstanding 


sales results, because in Brazil the Digest 


Leaders of business and industry around the 
world are showing keen interest in Brazil. 
Foreign investments—either in the form of 
technical equipment to be set up in local 
plants, fresh money, loans or other financial 


Continental cookery knows no com- 
promise .. . especially when each 
dish is served with its complement- 
ing vintage wine. 


Intimate . 


Expensive 


The red Capa 


28 West Elm * Chicago 
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Public service shows—WGN for “Signal 


Public service shows, special citations— 
WBBM and WMAQ for “generous con- 
tribution of time for public service pro- 
grams of high quality.” 

Local commercials, 60 second—William 
A. Lewis, W. B. Doner & Co. 

Network commercials—Ac’cent Inter- 
national division of International Minerals 
and Chemical Corp., Needham, Louis & 
Brorby. 


4 1 cials— Lincoln-Mercury 
Dealers Assn., Kenyon & Eckhardt. 


TELEVISION 
Children’s program—RCA Victor Dis- 
tributing Co. and WGN-TV for “The 
Blue Fairy.” 


Educational documentary program— 
WNBQ for “Know your Schools.” 


Music and variety—WGN-TV for “Hour | 


of Music.” 

News—WBBM-TV for “CBS News Spe- 
cial” with Fahey Flynn. 

Commentary—WNB@Q for “The Utleys.” 

Weather—WNB@Q for “Clint Youle—The 
Weatherman.” 

Quiz and panel program—WNBQ for 
“City Desk.” 

Religious program—WGN-TV for “Faith 
of our Fathers.” 

Special events program—WGN-TV for 
coverage of “New Year’s Day Fire.” 

Dramatized commercial (ID)—Wiscon- 
sin Independent Oil Co., W. B. Doner & 
Co. 


Dramatized commercial (20s)—Northern 


Paper Mills, Young & Rubicam. 
Dramatized commercial (60s)—Philip 
Morris Inc. (Marlboro), Leo Burnett Co. 
Straight-sell commercial (ID)—Peoples 
Gas Light & Coke Co., Needham, Louis 
& Brorby and Kling Film Enterprises. 
Straight-sell commercial (60s)—Toni 
Co., division of Gillette Co., North Ad- 
vertising and Kling Film Enterprises. 
Straight-sell commercial (over 60s)— 
Whirlpool Corp., Kenyon & Eckhardt. 
Live commercial (over 60s)—Pillsbury 
Mills, Leo Burnett Co. 


Hitchcock to Launch New Book 

A new publication, Assembly & 
Fastener Engineering, will be 
launched in October by Hitchcock 


| Publishing Co., Wheaton, Ill. The 


new monthly will cover the field) 
of improved fastening and assem-| 


bly practices, and new develop- 
ments particularly in the appli- 
ance, automotive, aircraft and 
other assembled items made from 
metals. Circulation will be in ex- 
cess of 25,000, Hitchcock says, 
with a 12-time b&w page rate of 
$540. 


McCabe Heads P.I. Bureau 
Mrs. Esther M. McCabe, former- 
ly an assistant professor at Co- 


f etd | of ; é 
$eiteeesied 


provides an impressive showcase for any prod- 
uct. What’s more—your advertising dollar 
buys 50% more customers in SELECOEs than 
in the next leading local magazine. 


Does your advertising speak the language? 


Wherever it goes, the Digest speaks the lan- 
guage like a native... and is considered a 


local publication. Advertisers 


products also benefit from the added impor- 
tance that readers attach to the Digest... 
bought by 20 million people every month... 


For an analysis of how Reader’s Digest covers 
your overseas markets, phone or write to: 
Reader’s Digest, 230 Park Avenue, New York 
17...410 New Center Bldg., Detroit 2... 
Prudential Plaza, Chicago 1... 6505 Wilshire 
Blvd., Los Angeles 48 . . . 235 Montgomery 
Street, San Francisco 4. 


find that their 


D 


an unparalleled worldwide audience of over : 


60 million readers! 


. Cal 


People have faith in 


lers Di gest 


Largest magazine circulation in the world 
Over 20 million copies bought monthly 


| lumbia University, has been ap- 
pointed director of the consumer 
service bureau of Parents’ Institute 
Inc., New York. Mrs. McCabe fills 
a position left vacant after the 
death last January of Mrs. Bar- 
bara Daley Anderson. 


Pocket Books Drop Rates 

Pocket Books Inc., New York, 
has announced that new binding 
machinery and “large scale econo- 
mies” have reduced volume inser- 
tion rates in its paperbounds “as 
much as 30%,” or to $10 per 1,000 
for certain inserts. 


Lyons Joins Pool Corp. 

Jerold B. Lyons, formerly with 
Waring Products Corp., has joined 
the advertising staff of Interna- 
tional Swimming Pool Corp., 
White Plains, N. Y. 


Krass Joins Benjamin 

Edgar S. Krass, formerly with 
McCann-Erickson, has joined the 
sales staff of Benjamin Co., New 
York advertising representative. 


IN 6 MONTHS: 


» “Dinah Shore’’, 


Network rating higher every 
rating period, now 41.0! 


21% increase in homes 
reached ! 


30% increase in viewers! 


Pre-tested as popular movie and 
through dozens of famous Satur- 
day Evening Post stories, TUG- 
BOAT ANNIE heips Lever 
Brothers Limited of Canada win 
friends and influence sales. Lever 
Brothers’ success story gives 
proof of greater profit than ever 
for you in your own market. Of 
course, the American premiere 
market showing is swamping 
all competition too! 


a4 


the sduabbives of 


TuGBOAT 
ANNIE 


TELEVISION PROGRAMS OF AMERICA, INC. 


488 MADISON « N.Y. 22 « PLaza 5-2100 
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Retailer Must Do Share to Help Supplier 
Build Brand Images, Richer Warns NRMA 


CuicaGo, May 27—A barrage of 
criticisms, exhortations and warn- 
ings about the ills of retail sales 
promotion, particularly by depart- 
ment stores, was showered on re- 
tail merchants at a sales promo- 
tion convention held here last 
week by the National Retail Mer- 
chants Assn. 

Since 1952, department stores 
have dropped from fifth to sixth 
place in the retail sales volume 
lineup and have slipped markedly 
in their share of the consumer 
dollar, E. R. Richer, vp and direc- 
tor of Grey Advertising, New 
York, told the convention. 

And the prospect is they’ll slip 
even further in view of the radical 
changes now taking place in re- 
tailing patterns, Mr. Richer 
warned. He listed more than two 
dozen instances of retail outlets 
selling merchandise outside of 
their traditional scopes or selling 
in effective novel ways. 


s One of the department stores’ 
best counters to this kind of com- 
petition, he said, is building a 
strong favorable image of the 
store in the public mind. As an 
example, he cited the new Valley 
Stream, L. I., store of the J. J. 
Newberry Stores, which has built 
an image of a high-grade variety 
store that carries a lot of nation- 
ally advertised merchandise. He 
said that about 50% of the store’s 
lines in both soft goods and appli- 
ances are nationally advertised. 

But successful image-building, 
he said, must be based on a solid 
knowledge of the store’s market 
and, he told the convention, “very 
few, if any retailers today are do- 
ing any kind of a job in studying 
their own customers, their pros- 
pective customers and their buy- 
ing.”’ Neither do retailers general- 
ly know “what makes. those 
customers buy where and how 
they do,” he added. 


= Department stores have, in 
their established customers lists, 
the ideal consumer panels that 
media have to develop from 
scratch, he observed. He outlined 
a kind of image research job that 
a department store could do that, 
he said, could discover what the 
store’s existing image is and what 
kind would be needed to appeal 
to more people. 

An important phase of the prob- 
lem of images, Mr. Richer said, is 
department images within the 
store. This, plus the fact that de- 
partments have special markets of 
their own, he asserted, means that 
departments individually have to 
be concerned with the same kind 
of marketing problems that the 
store generally faces. 

A similar call for more research 
by retail merchants was voiced by 
Andrew Heiskell, vp and pub- 
lisher of Life, who reminded the 
convention that a lot of local cen- 
sus figures are available to them 
at little or no cost through their 
chambers of commerce and edu- 
cational institutions. 


@ The urgency behind developing 
sound statistical information 
about one’s market, Mr. Heiskell 


said, is the financial “gargantuan 
risk” involved for those who don’t 
have such data. “When you make 
a significant decision these days,” 
he said, “you are dealing with 
vast sums, frequently enough and 
more to wipe out your entire 
profits in one swoop.” 

Mr. Heiskell also strongly urged 
the merchants to cooperate more 
consistently and wholeheartedly 
with their suppliers in solving 
the many mutual problems they 
share, advertising included. 

“Life is interested enough— 
and appalled enough—at the fail- 
ure of manufacturer and retailer 
to work as a team that we’d be 
willing,” he said, “to experiment 
with two or three of you toward 
developing a sound and construc- 
tive program to improve liaison, 
help develop buying and mer- 


ists. 

“We're ready and willing to put 
a little money and some personnel 
against any project of this kind,” 
he added. 


# On the subject of store images, 
meanwhile, Donald K. Miller, 


board chairman of Jordan Marsh, | 


Miami, told the convention how 
a family-minded department store 
image was designed, built and of- 
fered to the public in the compa- 
ny’s new store in Miami. 

He said the store decided, for its 
opening, to rule out “bands and 
balloons, gimmicks and gadgets, 
sales and door busters” in favor of 
a more dignified institutional ad- 
vertising program that defined 
the store’s position. 

“Today, the power of advertis- 
ing is well accepted and, properly 
executed, it may hold the key to 
any project you may want to put 
over,” he said. “But the real key,” 


jhe added, “is not just the cash 


contact the advertising makes 
|with people in words and ideas 


they really understand.” 


® In another talk, Kevin B. 
|\Sweeney, president of The Radio 
|Advertising Bureau, flayed de- 
/partment store ad managers for 
their lack of familiarity with radio 
and tv and offered a “$64,000 
challenge” enticement for depart- 
ment stores. 

“If department stores are going 
to compete with their multiplying 
competitors, it is not enough that 
the publicity director be conver- 
sant with the mat shrinkage prob- 
lem that this newspaper has, or 
‘know the register problems on 
|that newspaper’s r.o.p. color... He 
|must know other media—or be 
|manager enough to find other 
people who know about other me- 
dia, particularly the broadcasting 
media..” 


|# He said RAB is so anxious to 
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a day-in day-out basis that it is 
willing to invest up to $64,000 in 
radio time on a two to one basis 
($2 from RAB for every $1 from 
the store) over a year’s time for a 
store doing more than $30,000,000 
business a year. 

“Here’s the deal: We’ll select 
the stations, write the copy, have 
an important voice in the selec- 
tion of the items, have access to 
the results of all advertising and 
the rights to publish one year 
after the completion of the exper- 
iment. For these considerations 
we'll hand you $64,000 to spend 
{in radio] plus the personnel to 
spend it wisely and squeeze every 
dollar of effectiveness out of it.” 

RAB is willing to spend this 
money, he said, because of its 
“confidence that the only barrier 
between radio and department 
stores is that there is no one qual- 
ified, or has the interest, to do 
the job which involves tens of 
thousands of announcements for 


chandising personnel 


facturer-retailer liaison 


and manu- investment 


in advertising... but 


\demonstrate radio’s ability to sell;|hundreds of items except us—the 
special-|the content, the concept and the | department store merchandise on | radio industry and the retailer.”+ 


&) 


O 
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JUST PUBLISHED! 


This book tells you 
where the money is... 


Churchill 


in the world’s fastest growing market! 


Here are the facts essential to the 
greatest success in marketing in 
Canada. Most of these facts appear 
now for the first time between 
two covers. 


If you sell, advertise or are considering 
plant investment in Canada, you will find 
The Canadian Markets indispensable. 
This valuable addition to J. Walter Thompson 
Company’s World Markets Series gives 
you a detailed market analysis of Canada’s 
ten provinces and two territories ... gives 
you official estimates for the future ... helps 
you reach your money-making decisions. 


Canada’s 16 million people today 
are among the world’s richest con- 
sumers. No other major market is ex- 
panding so fast in both private and 
industrial consumption. 


This new book — THE CANADIAN 
MARKETS—tells you where the mar- 


kets are, what Canadians produce and 
how they produce it. It gives you hun- 
dreds of accurate, up-to-date facts on 
consumption and distribution. 


Many marketing firsts are 
included in this book 


THE CANADIAN MARKETS is... 


... the first book ever to include a list 
of all population centers—both in- 
corporated and unincorporated—over 
1,000 population. 

... first to provide province maps show- 
ing both incorporated and unincor- 
porated places of 1,000 population 
or over. 


... first to provide a county-by-county 
map of population density based on 
the 1956 census. 


... first to apply a detailed 12-point 
marketing yardstick to Canada and 
each of its provinces and territories, 


to provide a more accurate compari- 
son of the sales potential of markets. 


... first to provide a marketing map 
showing all of Canada’s counties and 
census divisions classified on the basis 
of sales potential. 


THE CANADIAN MARKETS covers the 
most recent developments in Canada’s 
economy and population .. . analyzed 
and compiled by J. Walter Thompson 
Company Limited marketing special- 
ists, with the generous co-operation of 
Canadian government agencies. You 
would have to consult over 150 sources 
in two languages to get the information 
in this book. 


For clear understanding and easy 
reference, this book is organized 
in three parts 
PART ONE of THE CANADIAN MARKETS 
surveys the main tides of Canada’s eco- 
nomic development. This section gives you 
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Breck Issues Beauty Survey 

The eleventh annual survey of 
beauty shop attendance, made by 
John H. Breck Inc., Springfield, 
Mass., shows that beauty shop at- 
tendance during 1957 was about 
the same as 1956. The survey also 
reports on what women consider 
their chief hair problems, which 
women attend beauty parlors and 
how often, how many tint their 
hair and the trends in home per- 
manents vs. beauty shop perma- 
nents. 


WCER Sale Set in Miami 

Sale of WCKR and WCKR-FM, 
Miami, to the principals of the 
Sun Ray Drug Co., Philadelphia, 
has been agreed to by the present 
owner, Byscayne Television Corp., 
Miami. The new licensee, subject 
to Federal Communications Com- 


FCC Probes How 
‘Boosters, Community 
Antennas Affect TV 


WasHINGTON, May 27—The Fed- 
eral Communications Commission 
has agreed to consider whether 
community antenna systems and 
low-power tv repeater stations are 
giving unfair and destructive com- 
petition to tv broadcasters. 

Following up a promise to the 
industry which commission mem- 
bers made during the recent con- 
_vention of the National Assn. of 
| Broadcasters in Los Angeles, the 
|commission last week invited in- 
dustry members to submit detailed 
information about instances where 
the existence of community anten- 


vented the development of new tv 


31 


| several services available through 
| aemaney antenna or repeater 
| systems. 


® The controversy arose after 
broadcasters complained during the 
convention that the 500,000 homes 
|currently reached by community 
antenna system are actually a good 
basis for a pay tv service which 
might compete with broadcasters. 
Broadcasters also expressed fear 
there will be an increasing number 
| of instances where repeater serv- 
ices or community antenna sys- 
tems will relay programs from the 
air without securing permission 
from the originating stations. 

FCC estimates there are at least 
1,000 low-power booster stations of 
various kinds bringing tv into re- 
mote areas and communities which 


nals directly from tv stations. It 


| * 
pean systems or repeater stations pre-| are unable to receive usable sig- 


mission approval, will be the Dade 
Broadcasting Corp. Several princi- 
pals of Dade are also principals 


stations. PRs assumed community antenna sys- 
The commission also asked/tems currently reach 500,000 
whether, if a choice had to be| homes, but in the past the com- 


CHANGEOVER—AI N. Seares (right), vp, Remington Rand division of 
Sperry Rand Corp., New York, and new president of National Sales 
Executives, receives the club gavel from Glenn R. Fouche, vp, Pa- 


of Sun Drug and its subsidiary, 
William Penn Broadcasting Corp. 


rade Publications, Chicago, outgoing president (AA, May 26). 


made, it was better to have one 
live tv station in a community, or 


N | about © Si) en 
ayeeny Os sr 
De) a Nudsoe Ss) 0 ee 
\ rait 
7 " ’ 
B2 ¥ 
Q ne {i Coty 
Po! \ 


we 


7 


L se 


THE CANADIAN MARKETS is fourth in a 
continuing series by the J. Walter Thompson 
Company on the world’s free markets. It 
includes a 24" by 36" four-color marketing 
map in French and English . . . the first ever 
to classify all of Canada’s markets by popu- 
lation, households and disposable income! 


a picture of the Canadian market asa whole. 


PART TWO offers a detailed, market-by- 
market analysis of the ten provinces and 
two territories that make up Canada. 


PART THREE gives you, along with 
other important information, official es- 
timates of future developments in the 
Canadian markets. 


FREE TRIAL EXAMINATION. No effort has 
been spared to make THE CANADIAN 
MARKETS as complete and valuable a 
marketing tool as possible. If you are in- 
terested in the markets of Canada, you 
will find this book indispensable! 


ORDER NOW! MAIL THE COUPON TODAY! We 


will send you a copy anywhere within the 
Continental United States on approval. 


What Canadians are saying about THE CANADIAN MARKETS 


Ronald A. McEachern, Editor, The Financial Post 
“Its publication will contribute to the well- 
being of world trade. Of particular interest is 
the third and final section of the book dealing 
with well-researched estimates of the magni- 
tude of future developments in Canada.” 


George S. Mooney, Executive Director, 

Canadian Federation of Mayors of Municipalities 
“This is by all odds the most comprehensive 

and informative document which has appeared 

dealing with the Canadian scene. [It] will be 

of invaluable assistance to everyone interested 


in the potentials of the Canadian market. Will 
be widely quoted and referred to as one of the 
most authoritative studies of the on-going 
Canadian industrial, commercial and economic 
growth picture.” 


H. J. Henderson, President, Kraft Foods Limited 


“I was impressed by the wealth of informa- 
tion your people have compiled. It is a fitting 
companion to the other books in your series on 
markets of the world, and will be an invaluable 
help to advertisers generally and foreign firms 
interested in the Canadian markets.” 


(Orders for delivery outside the Continental 
U.S. must be accompanied by remittance 
in full.) 

Examine it for ten days. If you decide 
that you need the many marketing services 
this book offers, remit $18 and delivery 
costs. Otherwise you may return it and 


owe us nothing. 


Today — mail the coupon! 


eee ee ee 


J. WaLTER THOMPSON ComMPANY, Dept. AA-6 
420 Lexington Avenue, New York 17, N.Y. 


Please send me THE CANADIAN MARKETS for 
ten days, on approval. If not satisfied, I will return 
the book, without obligation. Otherwise, I will send 
$18 plus delivery cost. (Publisher sill pay delivery 
cost if remittance accompanies your order. Same return 
privilege, of course.) 

Note: Orders for delivery outside the Continental 
U.S. should be accompanied by remittance in full. 
Add 75 cents for delivery. 


Name 


Adda 


poor 


mission has taken the position that 
the community antenna systems 
represent closed circuit operations 
to which the Federal Communica- 
tions Act does not apply. 

FCC fixed June 27 as the dead- 
line for comments. + 


Koehler Named PAB Head 
George A. Koehler, station man- 
ager of WFIL and WFIL-TV, 
Philadelphia, has been elected 
president of the Pennsylvania 
Assn. of Broadcasters. Cecil Wood- 
land, WEJL, Scranton, and Milton 
Bergstein, WMAJ, State College, 
have been elected vps; Thomas 
Metzter, WMRF, Lewistown, sec- 
lretary, and Robert Gulick, 
WGAL, Lancaster, treasurer. 


NTA Appoints Krugman 

Lester Krugman has been ap- 
pointed executive director of ad- 
vertising, promotion and merchan- 
dising of National Telefilm Associ- 
|}ates, New York, in a move to 
consolidate activities of these de- 
partments. Mr. Krugman was 
formerly publisher of the “Coop- 
|erative Advertising Newsletter.” 


_ Mobley to Mead Johnson 

Robert Mobley, formerly a med- 
ical copywriter of Wyeth Labora- 
tories, has joined Mead Johnson 
|& Co., Evansville, Ind., as profes- 
sional literature editor in its nu- 
tritional and pharmaceutical divi- 
sion. 


Retail Sales 
$8,041 
Per Family! 


That's New London— 
approximately 68% above 
the Connecticut average of 
total retail sales per family 
(SM ‘58 Survey). Similarly, 
automotive sales of $1954 
top the state average by 
over 118% .. . furniture- 
household-appli sales 
of $603, by 111%. Sell 
the most where families buy 
the most. Cover New Lon- 
don's big-buying 66,547 
ABC City Zone through its 
only daily now! 


Che Bay 


NEW LONDON, CONNECTICUT 
National Representatives: 


GILMAN, NICOLL & RUTHMAN 
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There's a bushel full of encouragement in looking at 
the things that are happening, and have happaned, in 
South Bend, Indiana. This is a prosperous market, with 
the highest per capita Effective Buying Income in In- 
diana*. It is second in Indiana in Total Retail Sales 
and Total Effective Buying Income. The best part of the 
story is that you can saturate this market with only one 
newspaper—The South Bend Tribune! Write for free 
market data book. 
*South Bend-Mishawaka City Corporate Area 


South Bend 
— Oribune — 


Franklin D. Schurz — Editor and Publisher 
STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES 


The South Bend, Ind. Market: 
7 Counties, 1/2 Million People 


Others Follow Our 
Lead, Says Hammer 
of Mutual ‘Concept’ 


New York, May 27—Advertisers 
and agency men today got their 
first close look at the oilman-art 
dealer-industrialist who now heads 
the Mutual Broadcasting System. 

Armand Hammer, who took over 
the reins of Mutual several 
months ago in a quiet coup, set 
forth his plans for the radio chain 
at a luncheon. He was assisted by 
| two lieutenants, Robert Hurleigh, 
| vp, and Charles Godwin, adminis- 
trative assistant to the president. 

There was nothing very new or 
startling in what Mr. Hammer, who 
has tried his hand at everything 
from raising Aberdeen Angus cat- 
tle to selling Dant Bourbon, had to 
say. 

He hailed the new “concept” 
inherited from a previous regime 
at MBS. He didn’t describe it, but 
this was a reference to Mutual’s 


1958 
Consumer 
Analysis 
of greater 


SALT LAKE CITY’S BUYING HABITS AND BRAND PREFERENCES 


Here is the information that will help you sell more effectively in the Salt Lake 
Intermountain market. The 1958 Consumer Analysis shows how many brands are 
in the market, the consumer preference for these brands over a 5-year period, and 
the stores selling your products. Includes foods, soaps, toiletries, appliances, and 
automotive goods. Ask for your free copy now. Contact Moloney, Regan, and 
Schmitt, or write to: Advertising Manager, Newspaper Agency Corporation, 


Salt Lake City, Utah. 


The Salt Lake Tribune 


(MORNING & SUNDAY) 


DESERET NEWS so 
Salt Lake Telegram (eveninc) 


Represented Nationally by MOL 


SCHMITT, Metro Comics Network. 
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switchover to mostly music, news 
and sports, last June, with mini- 
mum service being provided to sta- 
tions more or less on a barter sys- 
tem. 

Mr. Hammer emphasized that 
Mutual, unlike the other three ma- 
jor radio networks, has no owned 
stations to push and therefore its 
emphasis is on national appeal and 
the needs of more than 400 affili- 
ates. 


= “Our competitors are now shift- 
ing from network traditionalism 
and emphasizing more and more 
the type of programming in which 
we are pioneering. There’ll be some 
who'll say: ‘You’re killing good 
programming. You’re emphasizing 
the music and news formula to the 
point of boredom.’ My answer to 
that is no. In addition to news and 
music, we emphasize good sports 
programming, outstanding special 
events and programs in the public 
interest, plus top entertainment 
features. We merely transfer to the 
network’s affiliated stations the 
basic programming responsibilities 
they want to assume—the basic 
programming principles on which 
their licenses were granted,” the 
Mutual president said. 

Mr. Hurleigh revealed that Mu- 
tual’s last remaining block of (non- 
religious) dramatic shows will be 
dropped June 9 for two news and 
public affairs programs. One will 
feature a worldwide news roundup 
with Westbrook Van Voorhis; the 
other will present interviews with 
top figures in the nation’s capital. 
The former program will be of- 
fered to advertisers by the net- 
work; the second will be available 
for sale by the stations locally. 


s Mr. Hammer said Mutual now is 
operating in the black on the basis 
of current business and contracts 
signed for the future, but he ended 
his speech with this remark: “I 
hope a year from now we will 
meet again, and Mutual will still 
be in business.” + 


Celotex Outlines Ad Plans 

for Its Acoustic Products 
Celotex Corp., Chicago, has pub- 

lished a portfolio outlining its 

|1958 ad program for its acousti- 

|eal products to its distributor 

othe 


The portfolio reveals that 154 
advertisements are scheduled to 
| appear in 33 management and 
trade magazines during the year. 
The purpose of the ads, according 
to the portfolio, is “to foster con- 
tinually the recognition of sound 
conditioning as a prime require- 
ment in today’s buildings and to 
|keep the brand name Acousti- 
Celotex first in the minds of 
| America’s architects and business 
and institutional management as 
the top quality product line sold 
by the foremost acoustical distrib- 
utor organization.” 


Heckelmann to Monarch 

Charles N. Heckelmann has re- 
signed as vp and editor-in-chief 
of Popular Library Inc. at Pines 
Publications, New York, to accept a 
similar post with Monarch Books 
Inc., new publishing company at 
386 Fourth Ave., New York, and 
Derby, Conn. President of the com- 
pany is Frederick Fell, who contin- 
ues as head of his own New York 
publishing house. In charge of sales 
and distribution is Allan Adams, 
exec vp and general manager of 
Capital Distributing Co. and affil- 
iates, through which Monarch 
books will be issued. 


Green Giant Sales Are Up 

Green Giant Co., Le Sueur, 
Minn., reports sales for the fiscal 
year ended March 31, 1958, of 
$56,283,894, compared with $55,- 
464,782 in the preceding year. 
Earning after taxes were $840,963, 
or $1.69 per share of common 
stock, compared with $1,267,044, 
$2.70 per share a year ago. 


ut % : Lee ae eee F : ce ‘ 
32 
ne. . 
| pp g in South Bend! | 
; ycnto® asi 
| gyn CONSTR gains | 
; Sete ATS 5] | 
: EROS? oa nigh ) 
‘fi gpnincs A) rit ecot 
: 1951 
i for 
: SPERDING gasarve DT 
o wich da consecstiv® Yu ggazi®) oe - 5 | | 
crore SMES | 
TMENT > on om ® 
EPAR rer Hee in 199) 
ot 8 ae mojo! \ | 
Nee — o\cles | 
TSA ‘ 
; A : 
peo = ee 
es AMES AS: PEO Tally, 5) te - — — 
. ' 
' 
= 1 
now | | 
| | | 
oy if 1 
= ry 
: ! n 
aes 1 SY, | | 
ee ! Y 
oA e yo U if ] ) (-) y Y/ 
sas ee | 7 } 
Pe ! dy Af | 
Bc. ! 19 
be | : | 7 \ 
ae | \ 
= at | ” sf: 
s “ Bess | 
se | .. Se , | | 
Be ! ‘e i x 
= | ee ae 
eS - ee I 
= ! i! a. 
| Ow ’ Zz : ee 
| “e eZ . 
| | Peay fa 
ee | P x ae * ew ¢ e % a 
x fe. ~ %e wane 
ince i] P ~*% 
aoe \ y RA } 
rig Be co tee Gs 2 eng oe! ade ae - oe PETS OS 
ee RE Pc eae oe A ae GA Oe ene a 
See ot Ep : ps Sy / ae ] frets ts . - 
._ =  £m.y.g | 
Pye ee ee pee ee Re eter Peis eee | 
ie guia jy ea i ona hr 28 As 3 Ter Sr Olam Pei te aay eed et Mi toy SNe © ep te , 
ae ae ae eee | 
| 
we es | | 
Phe | 
: i i 
ee» 
pre | 
be 
pe : 
thet GENCY cS 
oe Far rer | 
HS $ i\o 
Ne a > D 
mee, ee ‘4 
a <p — | 
ea : | 
a Bs ) 
" | eer eee 
ee ee ee Penance een ee Te BO ee Fees SP epee es Cate een, fee te ob ern eeMgmtEe Gels 0 NER Sak cit ae ee pte is |, aaa Pe 


eS 


ye 
“9 Wear 


D 


YOUNG & RUBICAM,"* 
Advertisin ig 


NEW YORK + CHICAGO + DETROIT - SAN FRANCISCO « LOS ANGELES « HOLLYWOOD - MONTREAL « TORONTO 


LONDON + MEXICO CITY +: FRANKIURT - SAN JUAN - CARACAS 


‘eee 


eee 


Th ang sy 


HARD SELL? OR SOFT? 


With some products, hard sell delivers the best re- some agencies seem to specialize in the other. 
sults. With others, it is better to use the soft and Over the years, we’ve found it important to spe- 
gentle approach. 


cialize in both approaches. And very important to 
Some agencies seem to specialize in one. And know when to use which. 
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Meigs. 


ARP FOCUS ON HISTORY 
AS IT HAPPENS 


When Explorer I soared into orbit, the story was first flashed to a wait- 
ing world by NBC News. Such speed, responsibility and drama are 
characteristic. This year, these qualities have helped NBC News win 
more awards than any other news service in the broadcasting industry. 


The Sylvania “Best Network News Award” was given to NBC News 
“because it has taken a big step in 1957 in doing more things and greater 
things with news than it has ever done before.” 


The Saturday Review award for Distinguished Achievement in the 
Public Interest went to the NBC News department for showing “inde- 
pendence of editorial opinion . . . symptomatic of the general emergence 
of NBC as the leader in radio and television news coverage.” 
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The Overseas Press Club, in its annual awards, honored Chet Huntley 
for “Best Radio or Television Interpretation of Foreign Affairs,” and 
cited Welles Hangen, NBC News correspondent in Cairo, for “Best 
Radio or Television Reporting from Abroad.” 


Du Pont honored Clifton Utley, of NBC News in Chicago, “for his au- 
thoritative, intelligent, responsible and literate reporting and analysis” 
and because “he epitomizes the best in American news.” 


Eight of the fifteen National Press Photographers Annual Awards went 
to NBC News cameramen. Maurice Levy won a Headliners Award for 
the best coverage of a news event: the tornado ripping through Dallas. 


The NBC News series with Chet Huntley and David Brinkley was voted 


the best news program on the air in the annual Look-Listen Opinion 
Poll conducted by the American Council for Better Broadcasts. “Outlook” 
was honored by the National Conference of Christians and Jews and by 
the National Association for Better Radio and Television. 


More and more, America is turning on its broadcast dials for the sight 
and sound of history as it happens. NBC News provides that history 
with a force, clarity and conviction that have made it, this year, the 
most honored news-gathering organization in broadcast journalism. 


National Broadcasting Company 


Rhee dear oes AO ae a ae 
ees fees ‘ ee ae . ty 8 = i z j Ke a 
ee ge: Me NL eee Soe e SS ak cee eae 
en ieee 2 eee ee et oes Oe Dade 8 pens Aghe oe - i Be eps i eee in ee asl Re! 
Es nen ne a ei ae ie me = a bal 4 Seeenig Bn oe : _ ee eee hc Leen sea a a hae 
Ro en en eg RE. Res fe eee oe le pies re a ee ps ae gh 
t. fea ; ay BP or es ei : x : Pe. 2 = sce Dl oe a Po cy SEN 9 ue $ ——— we” a 
- = ee He a 3 - aut is - at Py * he j Pi “ hay # ‘ 2 2 ae 
7 Sea: Fa. ERS sh hae Vi a ae aac i : oe ee = * Pie yee = - ie. ee — 
ae Ne Sieten el al 7 EP: “*¢ Ds ‘ ! aie Pee a) Rae Pe Ste pee aR 2 é 
ies Ag : : ; wees us : ; ke 5 3 oe, ee a : og "s 
~ rt ‘ Ms. es seine « cali : ie ; : vane CA, > eee a eS a 
i Ee # | ; | 
B33 : = 4 
4s y , é . 
ee ies Oe oe ‘ 
oe r = 9 
Ta : ee fae bes ' = 
eae het ale re ‘ ; 
ae er hae, atk . 
re aie & ‘ 
e, = ee, ae es, : ni 
x , ey Oe |) ie ? re Boa if oy 
; ee a Se ae Pl + Z 
oo Se Pie ae’ ae ee } 
i = Pg eee RR 
be ee I ee 
ese ae ne ee ae 3 ‘> a . Jy P 
Sameer mrt ria ees: Gale, dines ; 
co har , ee - iu ' 
| +. ee fe a of 
. . eS get - A oe. : 
“ne 7 4 - & Egkig? | 
ye ele a < ‘ a 
bo Sg ae as wei a we 
MS Week : - se Cat Sane 2 oe es ie 
. "4 taggers — a eee 
| Sie“ § ee ee Ae see es" Po) -) oe ae of 
Pie hs as a ha oe gees > * ¢ i Sei 
2a sie ae fat ee et d yes * a ie ; 
ae 7 See ys POM 125 aie : 
pete. Ef Sh ok ge pet ee a pe ‘ % 
Sa oie een ane Poe. pe i ae : 
co. Sig ia ie ; , “ Lae 
Bee Met ios © ayy ee, > wats y » ‘ r: : 
a AS rane Se a eee ey ee: icin, eh Gieas Sire 
i a Ge ee eg iy ee fe ape « Ss a eo wi pxe- gern, es Se 
” | oe ee ee Mh Ps : , yg a oe Set BM Lady yt 4 
i cee ae pit, aig oe ee. Ie D rt, eh Fe 9 ae a 
a ca ee a Sy eee : hp eg FAI B S Rey oe “ap Sree) 
Me co eee te a tan a. i rt +4 “ e - 4 Lae fe OP 
ae. col) RM ae i peaali ase S eg “4 i a Lt Mens a ar =e hae ng ES Na 
7 ae paar * Nae it ae Ot —_ + es ’ ridges Re eT pF £3 ave : : 
ne Bic igs piglet agg ls en ve ee ier: i Meee Sood ee War oes on TY m & * * rd ; = ee 
4 aa . ie ete eee 7" 2 RM: Pee 4 Bwl™, Pe a Fy * - Se oat whe i ¥ * - ee. 
Z tyr od a ee a . ee — og? PD ee = Te, Vial. x * me - Sara 
, hat os da Bais oe eigen ae Se ee | asf : - a as ee a we P cae ee a* "7 SP 5 : 7 ‘Sak ‘ ee 
| Tne oe aera s ee rag Oe ae Oia ees ee ae oe A 5 pe # > eel. bee Ny 
“ Petite) ae A eee. 2 Ea | Une ers i eS & . de ee oS RU OAs Shen a yaw ot - ER be . # a saan 
: Bene. Oe ee RT ' hat ae ee ee AS Se iat Sees 
eae tee ie a ae ect pen pane “ or — “ le 5 i = ae 0 Tl Singh ee eae ; Ee : 
ye a iia: Cee sai Aha ee pee : ese wa a ery z << es > ARIA : ae a, Fe Po < ar - ee ws “ae ee 
a Se ene Pant Poe ay etic aM Sk HE TT eed aie J : a a. * whee 4 se eo ee, Cmte %, ow o Fe ; 
Roe oe ae ic a ‘i >) oS ae | OS ee —- 
Sse ; ila Sapa as Wve, Pat ght ai Bd er +... See Se Pring os ot: és sj Pst TSAR iS ct.» " , oe . ce Br re 
oe See Rye et 0 ; _ i £5 Pepi oo) ——— ; 
: at i Ms; ay ae oe Sie ahi oe ae a ee Sa a gots 5. eee — 9 — x : 
ae ee oe eles + ee ter ach ee WR bt al | , Say aed rm 2 syle i eS os er Samet + 2 ee ——_ = Aly: 3 
ye u ae Jae Sarat eed oo) kc sR ee oe ——— “ - aes ee Fe 4D fe He Fa. er oa eet . Sa OO Ce ee red mp ek aS “4 hy ck 
Fee © oy a ae ng ea a ae Pe pee z ee ni “4 Y hw *, ee | Oe, aan Bee Be. ig (olga ag » si pes a ry es 
eae ae * Ree; < oo sents he a o 3 og . » oe Sm Mie ae oes3 Sel OF <n Me oe oes 
e the 4 are at as as ae ene ope —— r? a het SE oe, . een 2 ese yt * i gel ee E» Meg ecoaie 
Soe ie J} jeu Meer ee oe ee > ; "2 . nek Sy $ G se ah we ’ Eyam i, Pe ais 
oie “ tee) gk eee te eal % ha a ee ea fn pags ee ae ~ ee tee REG RE tp <7 ‘ * ee Boor eu 
ae Be Ren roe ate, Pe = Pare eae (na : 1 “58 ee a mn Le A ig eS. : ci 4 eget —<t 5 eee 
Ne sg Bi are bye sah Matas im A Cala a — oe é as” P oe. ey ee wag = et 7 way ee iS ° - oe id aie 
7 igeit . ee Blames Seat a na? a7 Ae — ; * re EE RE , eg mage. SAS. b . “% 
Po Shere ae Bi a Mand i ae; eg — 2 ‘ a, ‘ Re as “— nite he 2 es a. a 
ao a 4 a 8 we Sh Wee ee Vim ae ii i? Oana BR Sage A ap * ee rs —— = 
a... “fees oan come rae pace © ui a pus “ er Bem pF ae sok Pane ans ae cy SN. a 2 as EAE : : : 
7 eS » ne Ea aR alee ae —— 7 a neh TS ee ~ SS Fae Ke WG Ries 
ile x Bes « Sir Sees ee wer eer, ay. : 5-6. ee ee aed SS So aE aie es 
a | ee oe tee ee 1 Mice a ‘ : 
“Ss amma 25 TS eae Seca Secreraly | ce oe SS ae” ries ae caeee Me a ee OF Fee ae : . fa? 
1 2 a eee ee ‘SET eee lg ~ 2 << tot 2 Pitas hac see ee eS | eee eee is, : 2 
TN satya Se ay a och 2 ee a = : aiialae 
BY wc 0k Tenia a ge eae ee abe mate ae * te ieee OS ae 5 hm Moll Pee I ieee Sea 4 wee 2 > ne 24 te 
eo: Bad Ev ean. ’ $e 2 et a re SN A it a — 7 oe ae 
iis ea ARES a, aa Be ee . i ea : ee Te eho, } ne che Bae er tare ra ~% > a 3 ee So re 
Somat rt a ouaeee eer by EIEN 2 «toe. MS Moe es hy # SR ek oa . “a —— ear ie 
5 ae = ae Etat aad * oe. “a _ ee a fi st ced oS 3 j q Oe pais 3a a or - eA ¥ mee > aR prune us 
ys aoe E ies Sete ope z > ae ag Nita. RE Ky Das Shy oS Se Lo lr 4 egies ee ; 
eo, ee ge jee = eee Rec is >a J) i: See sy a he te wird a Le ee ae he a 
a an cies mete hee Et me J Ou Soa ix rae. Ps, ea PCH Pia oe a eels Se OS ee -, al hae ane 
ee se y Li Eee : ae sees LR ae te Tae a . » eee BS ae 
5 a We: eM se ee oe ol ee ee i £7 ge 0 ae ae aa ae hon aoe ae bie 
x i nn Ss ae sal Gta J Sts aot 2 ing SS ET es a we a - “% e i sain 
bo . Seca sigh ee a 2 ps “2 Pe ne be ae see A i le» aa a ‘ie - pees : 
ae ~oee _g coe, eee eins en aa i ie es ee ie Sire. = a Jee) 
4 ae. en ae A lr an, Hered I as ree i ae Bers tee ~ he “egeig aa Sa 2% > ar a. ae ie tial 
, es ee ya ps. Tiga: . iia - - Ce Phe MeN lait 2 ig ay a Sgt, te ana de = 7 . ask aa 
. i es ee oe yen) eae wets ees ae hae Din ee click a = oe. on ae a ae j By Sm 3 ea yin ae a3” You Ky, a Ries + 
— ee 2 eee ew aa 
; a mh EN p ch. i. SA, |e, sa ero ‘ Gas aoe F . Fae crt ge i ge <* ~ | Se ae 
Nie ‘ sie ae eS 2 eS ad ay 2a eee x, Mack ein ea > a a j 2 i hae 
ta se : Te ee ee oe ae ~ ee P “a c ‘ 
i> eam eer pera oi : ee 4. HS eee a Se ‘ae. te i 
es Bete, S Capa 47h ak 5 st sialal et a, > ae - o4 t : 
om wees Jie SOEs eat ee | ; » es ; ae : piace : ~ . es ee jokin : 
6 ee eae as ee ee ee itis Ree ea ie ieee se Se ae ~ ; 
oe ae ee eee his, See ae as: ae 0 ee ; 
S Spee = lS ee "a BS me 22d: NR prey CN TORT Ei i Pe esp ees S one ee ees Licance. ‘ a ee Pah Soca - . is . ° ; 4 
es RS yh eee pi. ia eee a ey eT EA oS eed a eee te res 2S ae es 
Po ee ret SN ae esate by aise de " ee Lies evo oi he eget ey 3s aes: iether <n © nad .* * Le tee. Se ‘ ‘ 
oo Se ets. ae eee Maes 185 fe a EWE me: hed eed eats Neen x ees scl iain ele catia, * Serer a, ta. << a & ~ 5 4 r i ; 
——— Pai ah ne 8 See a eek: re ) wh eeegae te See a a a: Py em Bee ies a ty rae ae - fe Pete ee 
has oat ei ge wank: it. a eed a he ee ae et ale eee ees. MBE hog dks ener ee gS - iets 4 RBS Lien 
oP eta ERS oe eeceran = oer Ae 5. Svein ‘tebe ae ne >.) ) maid aie _ Oe ie te Ee ee + ane oe ’ < ‘ - Pitt ie bet 
x en fee . ee Seta” ry ih da Bis aan ae nie me ok Ka Koi Lae AC M aaie a hae "g a ee eae hn: = yy ta > & tie tee we. oe a se x a Care : 
vy "4 pS =. eat me ae kines) EM Ait ii 3 ROWS Brig lie aieth ee aia ig ea ee eS eS amet ‘ b a Rey Se 8 ye en x at . Ry | ‘ were? “4 
ee ee CSRS ee ft eet ict Bi wy’ 2 pe, TD een! ee oe Recess ree ee ee ogi. : “Ainge 4 aaa ed ae > + Se z esa 4 : - 
oer | fe it Mid 3 ee 2. aie Ci Seaneeee ae aa Ty ee cael ; a a: PRE eR Sle: = 3 Soot Co oe ce yi Sor wee “ere 
re a ee aN it ev ‘ Tey ee Ry eee a sta cael at ead ee gn CoN Ae eae, ae — cone nel pecan ao ae ik ke +3 es * a - ‘ seas! rac 
Ba Pus, ee : b ; eee, gS Res ay uae ae 4 UES Pear Ila i SA par be eked hie oS on ie ae ii a4 a is .- ‘et eye Ek ae 
ee ar Be ee ee ee 3, 2 RR aan a a eae 3 eras Soe peer ar eae “2. At See een : “ «. % eS j 
: oni i AS Si : ‘ Ste pater Sa Sie eee Lg oie sees hs ; Mo Ee tae -y ahi Se a ae Ss ‘ 
a ae a eB eee a wigget RE erat Sas. ce 4 ot Oa eee Son pid a ee < Ss te : init 
— Re Pe. S55 ee ee a AOE oS ze Oe: ee a : Bipeiba) 
ee ee Bee hae nee RM epet eS 22 ACS Bie? Ver a SR i lie eat — Se ee ree” 
EET oat 1a ee ae Ge i Sele he sic Soeeear Santee res pe he HORA eats brs Ln oc a ‘f “agape an i ccey Menge, SS oe : 3 i pea ae 
ee tee : ips SY pet Bing vane eam mtete ny. anse pues bela eat BPs hero caagite wii alt yee a  - , a, . ge 
sly is alae : ' yuna tos nL Wad ie git oe aa of aes > Rapa sige Roe cn ite ‘ae a : rae . 
ee Rea ia aa Rate i. ete Lele oe 3 ab mee : ie es gr RCA Geer eee ek Coe eae ae ai  ~ : Shee : : 
: ae on a a EP et co eR Fone ee oe ee SO a cg ne 2 Di se a lar i Res. as we J 2 vy ; a 
Ptio * a nee [nee 2 Misery ak or teat on tt ie ks Seine aes Bis. ot — ‘ 4 
8 1 a | ee Ge oe Aye ere te ae ‘ ye, Oe Ree ea ae ig or arate + oa mi ce 
St ee Ce me Pe ee ee ee a eee NT eee s a iat it Det eaea Me + ee | |. Se <a ‘ 
hse Pa Pe Bee oe ig pM raat Ye Lee Lina hale aie ase Verte” = & ac aca ea rae ae Dee Mh ‘| i Sarid eek ee : 
We gs See ot ee Ree oy, pu eee Ree. eee cite i aca pe ear ama necar reat (ae yee Bi SE Oi any ac ala ‘ SS ares rate ce eee ie! ee oa = ‘ 
ee <a ee Ee a range sem NMG r sens Rr ree cc ital ere ee 
@ Past eee Mestediy hast cate = Hi = a Se bo eee sith, meee eatteet 3 be eee es eee pigeon ae eee CR a a : o> xe rn ‘ piel Pec 
2 eg a ‘ 4 F : i % ec i oka meer ea — ¥ : oe Tig eerteae rer eo ies Ete - ead. * ‘SS BP ch eae evenn au 
Lins nee e os 3 he ; Cheer Nese ger a eT. er Gare eee sees Rs 2 3 : dts ry x oe - J Rae ribeiten ce ike 
i 7 ais: : 4 ; Re ee a ie Ree Fee ‘ <i ee a ‘ ; ee 
. Soe ; Peete (7 eae Wes dridsce ont ose a ee ' d Be a oo ae ge lie . ~ ale one 
‘ ess fe wah Ree: +7 cin x eu as 4 a EN OS a ee &5 : Re gage ae 
; : : cae Sa ec ae eae es fae ag . po Aa a 2 OS : sith 
=, Lice oe si pas ear sets oe Rey anm d as : Besa et ede + oe : if F a . > Sage May fa 
" io es eighere OPN aN tere ret pre Tae eset ea ‘ os wo f * - ‘ . = Beneral 
ae sa Bee oe eats Sahar te a) 2 ioe eee faut ve #5 * ~ eee es ; : 
Hit a Me mh Be ea ata — in a Te ae : 
“ag id ” be as Se a ae oe : 
4 ee AT ee q ; , = = -* ae Pee . 
¥ ’ iis re: a ei ity te 
- = “ % F ; P : 
a ng . ne or ES — ‘ - . : 
: - oa *e e- 3 : a et 
a i : 3 ha g sf “ i ae OS ; 
i onan ie ; ; ® . rey ae : a : ee 
¢ ayer ¥ es % Pe oan iy Oe 5 ee ie ‘5 Le Soe sa . F a _— e : 
ay ‘ ere. gel poe ore Rae ae ere : sae Ss ae “Saea ” ar t.* i 
ane pa ac? ers ie | ema ey. _ ae r ¥ ae in Aira em pat tact sisi : ae cae edeatinct °° 4 3 Rese. F 4 
Ne geet dn Been De sa ae hs ae : > TO RES er ene SS a —  - + ee 4% : 3 : 
Te ae ies one 2a eae eae ae pack >: an I= j 
a ee gta Ss aan ee” os (Of aaa ome. ea ee — 2 ; i ae 
ae. eee, Pac ee: heen pte 2S Se Pea mee oe a SS neo ae ? | 
Geena Re tse ates ame nh ae ‘ ys fro eee ae ae es ig na . : ? ; 
| re a RE 4 am) «i SS ‘My See Se een 8 ae 0 ’ ares eet 
Saat aS ORtee BE Sai lw os. eee ame ee ake" epee gt | hl . Ce ee t ; 
ae ae. aye Me vere we q hot MMe ea bel % a ae : —- a = ~ : ieidiel pes 
ie eee ie) eee a 3S an a Th ge i ae ice, ea ieee . 2 re 5) -N eae . Hosen: 
ek. dae ee es age i je oes SR oy 3 < iyi a pie oa eng es. Co i ot a a eS See ee 
[ie a Fs met’, ieee oS v | ee atl _eeaees See. gS Si Say es cgi eas ay nad c B ae ek ea , 5 a Bs 
ee G2 he. oe — KK #8 8} — ge Ae a SS ae Saha 
bes 2 Si Se, See - Au. Soy cle ean Se a ae per cath Brae 6 + a mes ee 
tae ee WR ee , a ae eae os eae Baths co Seg, Ne Mee, 1 he, eee Si Stoker oS ee, ee otis fsb 
Pie ae Me yes, SD ae ge = Bb te € . SRS oe ae Niece ET po ton a ae sa) 2 aa 2 Bary ane 
ee ee Pe AES oi 
Oe tle Fhe” Beate ie eee eee 2 9 ae ayrrt wai Tees i are ie _ ws ee ek woe er” Lape eect 
Bee eet es s ee — Bales =3 seg 
=f gets, en, De aan cae : 0 See ea Seam Cet Re = wee ‘ =~ | ie eee 
ae Ree A REG A eg ee cs = <¢s Ay ; ee Che oe Be eg ad aes) : a oii gener) 
> Bes *getihs J adh Be eS eee & cere cri gil <9 nal mt ae t Dai ae © r ¥ “Sy Pore « gas ie Vg ay ee 
ee ee 8S gut Ghee ‘ i ay est ara # : o ceed y- ge Bis 2 Ba yh Se ‘ iets ; 
a Sait ict Me f xf _ RE ls Sis 5 a : i > 8 “ "ar ee ae S + yee . at ak ‘ = ‘ 
fied 2 ee * rata om Pik ins fechas ay ai he 8 ee Se ee 7 ta, : we ae oe 7 \ oie . ae oe 
a ae: Past ants. Bg St Gea Pecters or t ¥ any ot % Fs eee ey ae iy, . eo ae pale Ss “ie ee a 
} ‘ a Eee een gts Sr ome __ 2 RRM ash 4 me © 1h ae Sa Pa xt, eee: 
3 S ‘ : vga hs ee 8 eae ae ‘i : a o -e : wens 
‘ Ey : 7 par a Rae al ey 3 sah eo ee <a eg eee: £ a : ag %. ~~ J ie 
~ ‘. ‘ bee ot Oy A. . 3 ae > Ae hoe: he tN Sas oy tm he oe 
‘ ; ee na aN oe preeeseh 
. a wr : _ Es eee any 
“ we ae =. Ae RAYS xe ee ai 
sn le 2 fan ie eee 
‘ cg dana 
7 By by ic 
ei gl 
me S F oh 2 
ies: 3 
pe eked ‘ 
PS Ma aoa 
Ge 
oes tata at hd 
ee has 
ye 
ee ee aS 
P 3 Seg 3 
ane. ar 
ee 
ie: 
cs wT Bigs % 
aaa os 
7 Oise 
Ve Paeeee | Re 
= eke! See ap 
Be Coil < Py tar. 
BP Saag 1) Ae 
ER cs 
ate ee 
ae ok 
ae ol 
ee, as 
ee cf. 
2 a eee 5 
eet e 2) 
“x 4 a 
> : ie aia 
ee a Ee 
" : baci! a: 
ae A eo Wi econ’ a cae A 5 ; . MPR re A 
RS pes Ree Ee ee > eee ia Sh Tae Sn ee ae sie 
ease J 2 oe eae een 2 ae ele am xe a tage ae, rie ee ean ia 4% . ye, ie 
sei ee Oa agp, 2 he gy in ras BR cy See Sgn Ge Seeker eer ere RL en et a ae ee es Mi 
etn peas Seen: he ey re oo aE NY et pid REG Ne PET ere OT Breet ye oh: Nl Merle eae peer ees ies eS aga 4 | SPs ingly eh 
oe ee Bae. CR ee il ys Sei ad outer emir erg eee Lo ee eh eS ee ieee: ‘ ps ngety 
CS om Pe ei 25 ee a eee Se Oe ae Boer is ta a ees Ree ee Ke PIECE oe sp ae een Se A Caen eek Bityit be, a rarest : og Sah, 
oe i hace ee wea! Re Mey See oe Pood Da Geli om net ANE wai oat are" ty SP eee eae Ga ee ee Sa Poe hates SN ORV inns Oi eh Ane ena See i : scaniiaseticeale sa Rk ates, el 
Ps! Nt, = BoM ay ABS Re EAS ee a A oo 5 lithe <1 Sea cea cet ON ie a aa, a ea ie a ei al 9 ee ip ass at ea oe ee sind Re cs i) a 
Weta. wr ie ee £ ES oe ce ee re Ne PE Ge) = Aes Mia Peano LRRD He se eh BN a Tae aaa mee ea ta (i oceere eta oe ey ag 
Me ee ee ds, ey eed, ay te) gene Ni Neale pe Aiea ar aplaiee eee aS et eta mg oy 5 Ree oe Fee ost or Oa aaa Sou) 
fare PCE git coca Nats aos A Rea catia BT Se 87 et ee at ae ee Cee ae ee aie pa reaper ee NSE Senta, Sega ieiee ee oak ee 
oa Ep oe) AL avy oo eee REE TR eT: icles deamon eC tg a ios Sadan Raye een: aa Tee 
& ~ eee a ee oat, ae Mgr erties oo Ca SO mena . beste 


36 


Food Field Reporter . . 


advertising firms. 


are 8-10% higher than ever before. Food advertising is soaring too . . 
billion annually, with all major media getting a sizable share. Make certain you're 
swimming with the tide; concentrate your promotion on America’s biggest, most 
rewarding, most stable advertising market. And, 


In good times or bad 


...+ food 
always 


comes first! 


This year, despite sharp cuts in spending for most consumer products, food store sales 


. over $1% 


for the most positive results, use 


. the one great publication that delivers mile-deep executive 
penetration, both at headquarters and field sales levels, in 95% of the industry's 


The marketing newspaper for food and grocery manufacturers 
FOOD FIELD REPORTER :- 708 Third Avenue, New York, N. Y. 


Liquor Sales Off 
(1.5% in ‘57, ‘True’ 
Says; Vodka Zooms 


New York, May 27—Apparent 
1957 amounted to 212,018,101 wine 
gals. as compared with 215,261,108 
gals. in 1956, a dip of 1.5%, True 
reports in its 13th annual liquor 
report. 

The annual statistical review, 


Gavin Associates, marketing con- 
sultant, shows that vodka had the 
greatest rate of increase among 
product types, with a 24.2% ad- 
vance over 1956 sales. 

Other changes in types of liquor 
consumed during 1957: Scotch in- 
creased 9.5%; straights and blends 
of straights increased 6.2%; rum, 
4.9%; brandy, 4.6%, and cordials 
and liqueurs 2.4%. On the minus 
side, Canadian whisky consump- 
tion declined 0.4%; gin, 1.5%; 


North Carolina’s 


NTERURBIA 


HAS THE LARGEST POPULATION OF ANY 
METROPOLITAN MARKET IN THE TWO CAROLINAS 


Dominated by 


wfmy-tv 
North Carolina’s INTERURBIA . . . FIRST in Total Population and 
the largest metropolitan market in the two Carolinas. Inves- 


tigate INTERURBIA plus the entire Prosperous Piedmont where 
more than 2,200,000 people are influenced by WFMY-TV. 
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[am 


“GREENSBORO. 


Represented by 


Harrington, Righter & Parsons, Inc. 


U.S. sales of distilled spirits in]] 


prepared in association with Clark | 


DOUBLE-DUTY—By providing the con- 
tainers and arranging for the waste 
disposal, advertisers can sometimes 
get ad space in heavy traffic areas 
with this “clean-up” medium, the 
maker, Superior Metalware divi- 
sion of John Wood Co., St. Paul, 
says. 


bonded whisky, 5.6%; spirit blends, 
11.7%. 


= “In some industrial areas,” the 
report notes, “sales were negative- 
ly affected in the latter months of 
1957 by the general business reces- 
sion. In addition, trade ‘loading’ in 
the last three months of 1956 arti- 
ficially swelled the amount of dis- 
tilled spirits (especially spirit 
blends) in trade channels at the 
same time. In some large states, 
where statistics are available only 
in shipment form, 1957 consump- 
tion, therefore, was slightly higher 
relatively than official statistics 
indicate.” 

The report presents statistics on 
the percentage of the market held 
by different types of liquor in 1957 
compared with 1956 as follows: 


Type of Liquor % of Market 
1957 1956 
RN NINE sitasschieriexasicoeactrenis 34.6 38.6 


Straights & blends of straights 24.5 22.6 
GNI pndssescptrcasasebesacisdtevcheibeegeieias 57 60 
MIIIK * cianilsndcbcvesbhevebosccotecnanbeiiems 70 63 
IIIID. suscepekonedaiczesactbceonsritvedes 49 48 
BN WINE Ssaviisnectcoserysvsesinscee 03 03 

ED Sisicnes cixsvscosegeteeyin 77.0 78.6 
MUN | dansadenntcnjenciaciesackentvsstusieiadeas 93 8.4 
TUN -scalscictbiapctesmiienapessinanpaphecsonielegie 14 13 
RII esidinieidinendasencbacoisonechesenanss 33. 32 
Cordials & liqueurs ............:0000 3.4 3.2 
PI Ancitincaniniciinixsouresesvinveseits 62 49 
WRI, vier rncisstvvecenscoreset 04 04 

Total non-whisky ...........c0c000 23.0 21.4 


Package Design Patent 
Upheld by District Court 

A permanent injunction against 
infringements of a package de- 
sign patent owned by Wolf Bros. 
Inc., Philadelphia, one of the 
country’s largest designers and 
manufacturers of ensemble wrap- 
pings, bags and boxes, was handed 
down by Judge William H. Kirk- 
patrick, U. S. district court, Phil- 
adelphia, on May 20. The injunc- 
tion sets a precedent in the in- 
dustry, which has never been able 
to protect a design patent before. 

The decision was against Simon 
Lefkowith and Edward Becker, 
trading as Kingston Paper Prod- 
ucts Co., Philadelphia. The bags 
were supplied by Kircheimer Bros. 
Co., Chicago. 
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WHAT MAKES A PLANT OPERATING MANAGER? His technical specialty?... materials 
handling, or plant engineering, or something else. No. This is but a part of his credentials. More important 
—his “give-and-take” participation with other operating managers in his plant...to produce a quality 
product, on time, at competitive cost. 

Today’s complex plants have put a premium demand on such “professional managers.” Profit-pressure 
has demanded that they work together efficiently —via plant committees, task forces, project groups. 

This, plus the sheer weight of their numbers, gives these operating managers control of the manufacturing 
process itself, the equipment and buildings involved...and the buying decisions affected. 

While the running of a manufacturing plant has become a more sophisticated business, what’s been going on 
with publications? More and more aimed at serving technical specialties ... only one, FACTORY, 

focused fair and square on “he who manages”...and in a big enough, 


broad enough way to boost the morale of your entire advertising program. 


They run 
“the plant 

... they read 
FACTORY 
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ARE YOU REPRESENTED 
IN MRS. 


THE GROCERIES MRS. CLARK BOUGHT IN A RECENT MONTH: 


. 


Bakery Products. . .17 loaves Jane Parker bread 2 pkgs. Jane Parker rolls 
3 loaves he op bread 1 (doz.) Jane Parker doughnuts 
1 pkg. Tip Top buns 


Baking Supplies. . .1 (3 |b.) can Swiftning 1 (1 Ib. 5 oz.) Thank You cherry pie filling 


Beverages......... 1 (3 lb.) can Bokar coffee 1 (12 oz.) can Bosco 
1 (2 lb.) can Manor House coffee 1 (% lb.) box Baker’s Instant chocolate 


ee eee 2 (10 oz.) pkgs. Jets 2 (1 lb. 2 oz.) pkgs. Quaker Oats 
1 (8's oz.) pkg. Trix 


Condiments....... 1 


(pt.) Ann Page white vinegar _1 (12 oz.) Brooks catsup 
1 (54 


4 oz.) Heinz Worcestershire sauce 


Crackers & Cookies | pke. (24) Sawyer’s Dutch Almond cookies 
1 pkg. (26) Sawyer’s Sugar cookies 1 (714 oz.) Sunshine Krispy Saltines 


Dairy Products. ....2 (1 lb.) Stella cheese 6 (Ibs.) Nutley oleomargarine be 
8 (doz.) Farm eggs 2 (gal.) Highland ice cream py 
30 (qts.) Bowman milk 1 (% lb.) bulk cheese | 
1 (10 oz.) Lucky Whip 
Desserts & Toppings 12 pkgs. Jello (assorted flavors) 
Flour & Flour Mixes 1 (2 lb.) pkg. Aunt Jemima pancake mix * 
2 (5 lb.) pkgs. Gold Medal flour és 
yes? 
o* 


Fruit, Canned... .. 2 (1 Ib. 4 oz.) cans Comstock apples 
Fruit, Dried....... 6 (1% oz.) pkgs. Del Monte raisins 


Fruit, Frozen...... 2 (10 oz.) pkgs. Flav-R-Pac strawberries 


Household Supplies 2 (qts.) Sta-Flo starch 
2 (% gals.) Linco bleach 


1 (giant size) Tide 
4 (bath size) Ivery soap 


Jams, Jellies & Spreads 2 (16 oz.) Ocean Spray cranberry sauce 
2 (1 lb.) Ma Brown grape jam 


Macaroni & Spaghetti 1 (1 lb.) Red Cross macaroni _1 (2 Ib.) Ann Page Elbow macaroni 


Meats, Packaged. . .2 (16 oz.) Super Right franks —_1 (16 oz.) Armour salami 
1 (16 oz.) Oscar Mayer franks 1 (8 oz.) Oscar Mayer liver sausage 
1 (16 oz.) Super Right salami 3 (1 lb.) pkgs. All-Good bacon 
1 Armour turkey 


Milk, Canned & Powdered 11 (6 0z.) cans Carnation milk 


1 pkg. (50) Kleenex table napkins 


Paper Products. . . .1 pkg. (40) Purity paper plates 


Prepared Foods, Canned 2 (8 oz.) cans Heinz pork & beans 
1 (14 oz.) can Raggedy Ann Kraut 


ES ee 1 (2% oz.) Jane Parker potato chips 2 (1 lb.) New Era potato chips 
2 
BND. 5.0 F cnes 0s 2 (10) oz.) cans Campbell’s Chicken Vegetable soup 


2 (10% oz.) cans Campbell’s Minestrone soup 
Spices & Extracts. . 2 (1 lb. 10 oz.) pkgs. Morton salt 


GUGE oo eon caps... 3 (5 Ib.) Domino sugar 3 (1 lb.) Domino brown sugar 
3 (1 lb.) Domino confectioners’ sugar 


Vegetables, Canned 3 (10 oz.) cans Del Monte peas 


iL 
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Mss. Clark is number 1091 in the Chicago 
Tribune Consumer Panel. And this detailed in- 
formation on her cupboard is typical of what 
the Tribune can tell you about metropolitan 
Chicago’s 1,740,000 households. These facts 
can eliminate a lot of the guesswork about how 
your brand is doing in the Chicago market. 


Why does the Tribune go to all this trouble? 


Because Chicago is a different kind of market. 
And the Tribune makes it its business to know 
Chicago. 


The Chicago Tribune is a different kind of sell- 
ing force, too. It has more readers. Carries more 
advertising. And makes more sales in the 
Chicago market than any other medium. 


Why? Because Chicagoans get excited about the 
Tribune. Often people rave about it. Sometimes 
they rant. But everybody pays special attention 
to its news, its editorials and features—and its 
advertising. 


In Chicago and suburbs, the Tribune reaches as 
many people as the seven top weekly national 
magazines combined! More than 6 times as 
many Chicagoans read the Tribune as turn on 
the average evening TV show. And 5 out of 
every 10 advertising dollars spent in Chicago's 
four newspapers go into the Tribune. 


THE TRIBUNE CAN DO 
ALMOST ANYTHING 
IN CHICAGO 
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in AUTOMOTIVE 
ADVERTISING 


IN 1957, as in previous years almost continuously for a 
quarter of a century, THE BUFFALO EVENING NEWS, a six 
day newspaper, stood in first place nationally in automotive 
advertising lineage ... above all daily newspapers. (Source: 
Media Records, Inc.) 


IN 1957, Buffalo and Erie County automobile dealers en- 
joyed their second best new car sales year in history. 


IN 1957, national automotive manufacturers and local deal- 
ers recognized the excellence of the Buffalo Evening News as 
a contributing factor in this healthy sales picture by using more 
lineage in the News than any other year in history but one. 
SELL THE NEWS READERS AND YOU SELL THE 


WHOLE BUFFALO MARKET OF OVER 1,600,000 PEOPLE 


BUFFALO EVENING NEWS 


KELLY-SMITH CO National Representatives 


WESTERN NEW YORK’'S GREAT NEWSPAPER 


Advertising Age, June 2, 1958 


Triple Spotting on Radio, TV Hurts 
Audience, Advertiser, Station: Rich 


B&B Exec Says Ads Will | 


Follow as Viewers and 
Listeners ‘Drift Away’ 


WERNERSVILLE, Pa,, May 27— 
Concern over tv-radio triple spot- 
ting and over-commercialization 
was voiced here last week by Lee 
|Rich, vp and director of media 
'for Benton & Bowles. 
| “Multiple consecutive spotting 
‘in amy manner cannot be con- 
doned,” Mr. Rich said in a speech 
before the Pennsylvania Assn. of 
Broadcasters convention. “It af- 
|fects not only the community and 
the advertiser, both of which re- 
jsent this type of practice, but the 
|station as well. Viewers and lis- 
|teners drift away, and ultimately 


Why Nu-Maid Durkee 
Director of Sales & 


Advertising Selects 
WLW Radio and 
TV Stations 


\ Whto-~- (== pone “a 
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Call your WLW Stations Representative... you’ll be glad you did! 


WLW-A 


Television 
Atlanta 


wtiw-c 
Television 
Columbus ~ 


WwWLw-T 


WiLw-D 
Television 
Dayton © 


Television 
Cincinnats 


Network Affiliations: NBC; ABC; MBS - Sales Offices: New York, Cincinnati, Chicago, Cleveland + Sales Representatives: NBC Spot Sales: 
. Crosley Broadcasting Corporation, a division of Aveo 


Los Angeles, San Francisco. Bomar Lowrance & Associates, Inc., Atlanta, Dallas .. 


“The famous Crosley Stations 
really give a food product a sur- 
prise ‘‘Flavor-Lift’’...all the way 
from excellent time slots and 
talent sell to top merchandising 
and promotion. Yes, WLW Radio 
and TV Stations constantly offer 
new sales heights to advertisers. 
Anyone for going up!” 


Elmer L. Weber 
Director of Sales & Advertising 
The Miami Margarine Company 


wtiw-! 


Television 
Indianapolis 


so will the advertiser.” 
Mr. Rich pointed out that Ben- 
ton & Bowles has taken the lead 


‘in efforts to do something about 
‘triple spotting between network 


|dictment. 


shows. He said there is also a need 
for a cleanup in the area of local 
programming. 

“T don’t see how any television 
station can say that triple spotting 
in prime network periods is per- 
missible under the present pro- 
visions of the NAB code,” he 
asserted. “It is inconceivable to 
me how 50 seconds of commercial 
time can be placed between net- 
work television programs when 
only 30 seconds are allocated for 
local sale.” 


ws The agency executive also in- 
cluded radio stations in his in- 
“Unfortunately, the 
number of commercials one hears 
on radio between the hours of 7 
and 9 in the morning and 5 and 7 
in the evening is enough to stag- 
ger the imagination,” he com- 
plained. 

“I must admit that in this area 
the advertiser and its agency must 
share some of the blame. However, 
no matter whose fault it is, the 
very number of commercials in 
these heavily trafficked hours can 
only serve to diminish the effec- 
tiveness of any single commercial 

. There has been some improve- 
ment .. . through research that 
shows that listening levels in other 
than these supposedly prime peri- 


j}ods are not as low as we had 


|and unchallengeable. . 


|formerly thought.” 


®s In a later speech, Lawrence 
Webb, managing director of the 
Station Representatives  Assn., 
called on stations to provide ac- 
curate information about current 
national and regional spot business 
by category and in dollars. 

“If we did have such accurate 
statistics—monthly, say, or at 
least on a reliable quarterly basis 
—our salesmen and service people 
in the offices of the national rep- 
resentatives would be much better 
equipped for the aggressive selling 


assignment you expect them to 
perform,” Mr. Webb told the 
broadcasters. 


The SRA head pointed out that 
the broadcasters’ major competi- 
tors, newspapers and magazines, 
are well supplied with factual 
ammunition. “Both have efficient 
and accurate systems not only for 
accumulating figures on _ the 
amount of business sold, but also 
for identifying the business,” he 
said. 

“These media are published, and 
the accounting system, with a rate 
guide at hand, is relatively simple 
. while we 

. are flying blind.” 

Mr. Webb said SRA’s Price, 
Waterhouse & Co.-compiled quar- 
terly estimates on total spot radio 
business do not provide enough in- 
formation, nor do they provide it 
soon enough. + 


‘Explain Business’ Issued 

“It’s Good Business to Explain 
Your Business,” a pamphlet, is be- 
ing offered at 25¢ a copy by the 


|Chamber of Commerce of the U.S., 


1615 H St., N.W., Washington 6. 
The material originally appeared 
as feature articles in the “Explain- 
ing Your Business News-Bulletin,” 
a monthly publication of the busi- 
ness relations department of the 
chamber. 


Pickering Gets S.F. Rambler 

The San Francisco Bay Area 
Rambler Dealers Assn. has ap- 
pointed the Pickering Advertising 
Agency, Oakland, to direct its ad- 
vertising. 
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... more proof that the Herald Tribune offers your advertising a 
most responsive, resultful audience! Get all the facts on the NEW 
Herald Tribune because quality buys quantity ...at a profit! ie 


NEW YORK 


Herald Tribune 


TODAY’S VITAL NEWSPAPER! 


A European Edition of the Herald Tribune is published daily in Paris 
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Along the Media Path 


A study, “Canadian Companies in an agency in the station’s lis- 
and the Men Who Manage Them,” tening area. The winner will be 
has been published by Time In- known as “Miss New York Radio.” 
ternational of Canada. Data in- 
clude information on financial e A “Get More Out of Life” cam- 
rating, employes, equipment paign designed to increase movie 
owned, materials used and capital! attendance is being promoted by 
expansion plans of companies. the Radio Advertising Bureau. In 
Included also is information on|the campaign, similar to “You 
the executive’s purchasing influ-| Auto Buy Now,” radio stations| 
ence, age, education and magazine/| will urge exhibitors to tie in with 
reading habits. Copies are avail- | RAB’s “concrete plan of action.” 
able from Jim Tyson, marketing 
director, Time International, 9 e The Boston Globe, which has 
Rockefeller Plaza, New York 20. just moved into a new $12,000,000 | 

plant, will make r.o.p. color ad-| 
e The Katz Agency, representa- | Vertising available starting June 
tive, has updated its presentation 2: 
on “How to Make a TV Half Hour 
Work Overtime,” which compares ¢ KFMB and KFMB-TV, San Di- 
coverage and cost of spot and net- €80, on a recent pay day, paid its 
work programming. The new data|employes partly in silver dollars) 


reveal that spot tv’s margin of ef- —$25 worth each—and in a cov- you go 


letter suggested, 


ficiency over network has _ in-| ering 


Mulholland Grazda Lippke Gray Gascoigne 
CELEBRATION—When Electronic Design reported 229 pages of display 
advertising in April it claimed first position among electronics tech- 
nical publications in advertising volume and celebrated the occasion 
with a party for the staff. Shown here are James S. Mulholland and 
T. Richard Gascoigne, co-publishers; Edward E. Grazda, editor; 
James A. Lippke, managing editor, and Bryce Gray Jr., advertising 

sales manager. 


Advertising Age, June 2, 1958 


|remember KFMB and KFMB-TV 
when they count their day’s re- 
ceipts and find silver dollars. . . ” 


e With its September issue, 
Woman’s Day will inaugurate a 
series of multi-page, color fash- 
ion features presenting Simplicity 
patterns. Simplicity Pattern Co. 
plans to supply retailers with 
posters, ad mats and other mate- 
rials to tie in with the Woman’s 
Day home sewing fashion fea- 
tures, WD says. 


e Frank J. Corkery, vp of Richard 
A. Foley Advertising Agency, 
Philadelphia, is the winner of the 
1958 Ford which was the prize in 
WVUE-TV’s Prize-Vues agency 
contest. The contest was held in 
conjunction with an audience pro- 
motion in which seven cars and 
other prizes were given away. 


e The Des Moines Tribune in- 
cluded an eight-page special sec- 
|tion on the route of the new 13.5 


into a store and plunk|!you worked for that money at| mile freeway through Des Moines 
“When down good hard cash...tell em’ KFMB and KFMB-TY, tell ’em to'on the evening of the day the 


creased in the past year, Katz 
says. The presentation, in bro- 
chure form, is available from the 
representative’s New York office, 
at 477 Madison Ave., or branches. | 


e “The Image of a Magazine” 
presents in booklet form the re- 
sults of a telephone survey made 
by Sindlinger & Co. for Esquire. 
The findings show, Esquire says, 
that in almost any given field, one 
magazine stands out well above | 
the rest. Thus, it says, Time was 
tops, in the survey, for informa- 
tion about current events, Holiday 
for vacation and travel informa- | 
tion, Vogue for women’s fashions, | 
and Esquire for men’s apparel in- | 
formation. The booklet is availa- 
ble from Sheldon Newman, re- 
search director, Esquire, 488 
Madison Ave., New York 22. 


e A breakdown of the New York | 
Times circulation in its own local | 
market and throughout the coun-| 
try is given in the newspaper’s an- 
nual “Circulation Book, 1958 Edi- 
tion.” Copies of the 16-page 
analysis are available from the | 
Times’ research department, 
Times Square, New York 36. 


e As a promotion piece, Engi- 
neering News-Record, 330 W.| 
42nd St., New York 36, is sending 
out a reprint which tells who is 
doing how much and what kind of 
construction to get U. S. missiles 
off the ground. 


e For a copy of a four-page book- 
let, “For 20 Consecutive Years, | 
Children’s Footwear Advertisers | 
Have Been Buying More Linage 
in Parents’ Magazine Than in Any | 
Other Consumer Magazine,” write 
Parents’, 52 Vanderbilt Ave., New | 
York 17. 
e Chain Store Age plans a special 
housewares show section for its 
July issue to tie in with the Na-| 
tional Housewares Show, July 7-| 
11, in Atlantic City. | 


e WCBS, New York, in hii. | 
ance of National Radio Month, 
launched a contest to find the| 
prettiest single girl now working | 


| 
| 


IMPRINTING 


@ TABLOIDS 
@ FOLDERS 
@ NEWSPAPERS . 
@ MAILING PIECES 
@ MAGAZINES 
@ POST CARDS 
We imprint all types of litera- 
ture in any quantity and ship 
to arrive on schedule. | 
Shipping from Cleveland saves | 
WRITE: you time and money. i 


Tke RALPH J. BISHOP Co. 


2000 SUPERIOR AVE. « CLEVELAND 14, OHIO 
CALL: PRespect 1-6220 


In Kansas City... WHB reaches more men and womegn 


i 
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Iowa highway commission re- 


vealed the route. 


e WHBF-TV, Rock Island, IIL. 
has put new transmitting facili- 


ties into operation which permit | 


the station to cover a 15,000 sq. 
mile area, the station says. 


e WXYZ, Detroit radio station, is 
offering its listeners at no charge 
the new Rand-McNally space age 
news map as part of its celebra- 
tion of National Radio Month. 
In the first three days of the of- 
fer, almost 5,000 requests were 
received, WXYZ says. 


e A tired bassett, Clyde, age 2, 
was the winner of a contest con- 
ducted by WINS, New York, to 
find the city dog most in need of 
a Miami Beach vacation. Clyde, 
with two friends—human—will 
get a trip to Miami. More than 
500 dogs were entered in the con- 
test, WINS says. 


e A “Boys’ Life Christmas Gift 
Selection” seal will be offered by 


\its December 
| Scout 


he ms i ee Rien 


Boys’ Life as a new promotion in 
issue. The 
magazine will offer the 
seals to users of “%-page ads or 
larger for reproduction in Decem- 
ber ads, and seals and other ma-| 
terials will be made available for | 


motional use. 


of the Allied group, will tie in 


Boy with the June issue of American 27 construction, 


Home in a Father’s Day promo- 
tion based on the magazine's edi- 
torial theme, “How to Keep a 
Man.” 


munition and hunting equipment 
have contracted for space in the 


e A toll-free, long distance serv-|fall issue of Guns & Ammo, a 


ice for classified advertisers has | 
which is accepting advertising for 


been installed by the Charleston 
Gazette & Daily Mail, making it 
the third newspaper city in the 
nation to install this toll-free 
service, the newspapers say. 


e Popular Boating will publish a 
special edition to dramatize the 
America’s Cup races next Sep- 
tember. The races mark the 17th 
attempt by Great Britain to re- 
capture the cup won by the 
schooner “America” more than 
100 years ago. The last British 
challenge was in 1937. 


e 40 department stores across the 
country, most of them members 


Petersen Publishing Co. quarterly 


the first time. The initial print 
order is 150,000. A b&w page is 
$500. 


e Look plans to conduct a promo- 


starting Oct. 
Christmas. The promotion is de- 
signed to increase the sales of 
hi-fi equipment, ty and radio sets, 
recorders, etc. 


e Diplomat will include in its 
June issue, out June 1, a special 
Philippine supplement saluting 
President Carlos Garcia, who will 
visit the U. S. early in June. 


e A 32-page color insert tying in 
equipment and 
furnishings manufacturers ap- 
pears in the June House Beauti- 


|ful. The ad kicks off a campaign 


introducing Scholz Homes’ Mark 


|58 “House of the Year.” 
point of purchase and other pro-|e 44 manufacturers of guns, am- | 


e CBS Radio, 485 Madison Ave., 
New York 22, has published a new 
brochure, “Listening to Radio,” 
which is a “guide to classroom 
and community radio listening, 
consisting of essays by prominent 


figures in the fields of informa-| 
|tion, drama, public affairs, music, | 


news, sports, the community and 


|schools,” according to CBS. 
tion, “It’s Look and Listen Time,” | 
1 and running to! 


e Reader’s Digest is installing a 
new electronic computer which, 
in two months, will help process 
mailing lists for the magazine and 
its Condensed Book Club. 


» Department of New Laurels: 
Paced by the biggest June issue 
in its history, Holiday reports an 
increase of 9.6% in ad revenue for 
the first half of 1958 compared 


The Storz Stations 


Today’s Radio for Today’s Selling 
Todd Storz, President 


about men and women? Great! 


* Whether you’re talking about Metro Pulse, Nielsen, 
Trendex or Hooper . 


. Area Nielsen or Pulse 


Noon to2... 


WHB does. 


WHB 


10,000 watts -« 


Sure, WHB is consistently and dominantly first in total 


audience every hour of the day.* But you want to know 


Of all the men and women who listen to the top 4 Kansas 
City radio stations . . . 51.7% listen to first place WHB. 
(Nielsen, Nov.-Dec., audience composition analysis, 

6 a.m.—6 p.m. average.) And every hour of the day more 


men and women listen to WHB than to any other station. 


Talk to a Blair man... or WHB General Manager 
George W. Armstrong about WHB’s tremendous 96-county 


coverage plus fantastic audience appeal. 


It's a Don Loughnane Noon, Too! 


Don talks to 53% of all the men 
and women who listen to the top 4 Kansas 
City stations. This remarkable record may be 
attributed to Don’s deep, resonant, 

easy-going air voice and the professional air 
approach which characterizes everything 


710 ke 


KANSAS CITY, Missouri 


one of 


WDGY Minneapolis St. Paul 


REPRESENTED BY JOHN BLAIR & CO. 


WHB Kansas City 


REPRESENTED BY JOHN BLAIR & CO. 


WTIX New Orleans 


REPRESENTED BY ADAM YOUNG INC. 


WQAM Miami 


REPRESENTED BY JOHN BLAIR & CO. 


43 
with the same period in 1957. 


Holiday’s ad revenue totaled $4,- 
729,644 for the first six months, 
up $412,323 from the $4,317,321 
for the first half of 1957. Linage 
for the 1958 period was approxi- 
mately the same as the earlier 
period. 

The 56-page supplement on 
Massachusetts which ran May 18 
in the New York Times was the 
largest ever published by the 
newspaper for any U. S. state or 
organization, the Times says. 

A space sales increase of 15.7% 
for the first five months of 1958 
‘over the same period of last year 
jis reported by the Contractor, 
semi-monthly news-tabloid in the 
plumbing-heating-air conditioning 
| field. The total for the 1958 period 
jis 10,791 column inches compared 
to 9,324 in 1957. 

WQXR, New York, established 


ja new sales record during the 


first four months of 1958, the ra- 
‘dio station reports. Broadcast sales 
\for January through April were 
12.7% ahead of the same period 
}in 1957. 

In a survey of more than 1,000 
women conducted by Pulse Inc. 
in nine cities, “Disneyland” led 
the field of tv programs as the 
one “imparting to its viewers the 
most confidence in its advertisers 
jand their products,” ABC-TV 
says. 

The Chicago Tribune for May 
15 carried the greatest volume 
of retail display advertising ever 
published in a weekday edition of 
the newspaper, excluding Thanks- 
giving issues, the Tribune reports. 
It totaled 234,000 lines. 

The most successful April in 
WRCA-TV’s history, with the sta- 
tion having an increase of 13% in 
total billings over the same month 
last year, has been reported by 
the New York station. 

Fisherman reports that its net 
ad revenue for the June, 1958, is- 
sue is 51% over the June, 1957, 
| issue. 
| Redbook closed the first six 
months of 1958 with 13.2% more 
display ad linage than it ran dur- 
ing the same period of 1957. Rev- 
enue from display advertising was 
up 37.7% for the same period, the 
magazine reports. 

Sports Afield reports total aver- 
age circulation for the first quar- 
ter of 1958 of 1,053,037, highest in 
its history. 


WHAT DO 


YOU KNOW 
about DIRECT SELLING? 


- «+ the $91. Billion Industry Which 
is Attracting More Companies Who 
Want @ New, Fast, inexpensive Way 
to Expand 


pieecT SELLING - 


mphorsae FASCINATING 
ieee FACTS BOOKLET 


} 
it ur prod 
a t. lends itself t0 to 
persomal selling and 


demonstration—whether in the home, of- 
fice, store, factory, institution, etc.—it will 
yf ou to ——— the booming DIRECT 
LLING FIE Maoufacturers and 
agency executives are often amazed to learn 
easy and inexpensive it is to move mer- 
qnendee in big volume through direct sell- 


est Way to Profitable Distribution”. It wil! 
Prove an eye-opener! No obligation. 


Salesmans 
OPPORTUNITY 


| CHICAGO. ‘as yg A St., Chicage 10 
NEW YORK. 42nd St., New York 17 
Los ANGELES: 2412 W. Seventh St., 

Les Angeles 5 
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Agency Can Handle | 
PR, but PR Man Is 
Better: Steinberg | 


| 

New York, May 27—‘*The Mass 
Communicators” (454 pages, $6), 
is a comprehensive, historical and 
analytical study of public relations 
and public opinion. Its publisher is 
Harper & Bros. 

Written by Charles S. Steinberg, 
director of information services of 
the Columbia Broadcasting System 
television network, the book is in- 
tended as a guide for the public- 
relations minded layman as well as 
a college text book. The volume is 
divided into seven sections: Mass 
communication and public rela- 
tions; public opinion and public 
relations; the mass media; public 
relations in practice; areas of prac- | 
tice, propaganda and ethics and| 
case histories of actual pr experi- | 
ences. | 

Public relations is described in| 
terms of its functions and pr prac- 
tice in terms of publicity, promo- 
tion and advertising. Mr. Steinberg 
is also concerned with symbolism 
and semantics as applied to mass 
communications. 


# “The human predilection for 
dealing with and accepting sym- 
bolic phenomena is at the root of 
almost all public relations and of 
a considerable portion of what is 
called institutional advertising,” he 
writes. “Such phrases as ‘men of 
prestige’ use such a product, ‘the| 
right shirt for the right man,’ or 
‘specializing in clothing for men on 
the way up’ are common examples 
of prestige symbols. 

“These copy lines are predicated 
on the conviction that people live 
in an environment where things 
stand for something of value or so- 
cial importance.” 

However, he points out, “literal” 
meanings are frequently not clear. 

“Those who apply public rela- 
tions, publicity, advertising and 
promotion techniques to mass me- 
dia should be aware of the seman- 
tic implications and the signifi- 
cance of cognitive, emotive and 
directive meanings. 

“What, for example, does the 
phrase ‘miracle ingredient’ mean in 
its literal application? And what 
does it intend to mean in its non- 
literal acceptance by the recipient 
of the advertising message? Obvi- 
ously the two meanings are differ- 
ent.” 


s In a section on public relations 
and advertising, Mr. Steinberg 
writes: “The most important func- 
tion which an advertising agency 
can accomplish is that of helping 
to keep the publicity-advertising 
effort in proper coordination and 
balance. A capable and ethical 
agency may, after surveying the 
situation, suggest a concentration 
of advertising with little or no pub- 
licity; or a concentration of publi- 
city and little or no advertising; or 
a prudent combination of both. 
“Despite the importance of the 
agency contribution, however, it is 
still important for management to 
be secure in the fact that the basic 
and final public relations decisions 
are made by a competent public 
relations director working within 
the company and operating in a 
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top-level management capacity.” 
He said most agencies do pr 


work as “a supplement or service | 


addendum to the advertising func- 
tion. And this operation is largely 
a random one and may even prove 
deleterious. The best it can ac- 
complish is routine publicity.” 


® Acknowledging that there are a 
growing number of agencies with a 
serious, mature approach to public 
relations, he comments: 

“The agency which takes its 
publicity function seriously can be 
enormously helpful, but it is 


doubtful whether it can improve Twin Cities Club Elects 


on the work of a public relations 
counsel or internal departmental 
director. The agency can undoubt- 
edly work up a fine presentation 
for the client, but the ability to 
carry it out successfully may spell 
the difference between agency ef- 
fort and the work of a department 
devoted exclusively to public re- 
lations.” 

Before joining CBS, Mr. Stein- 
berg was eastern director of pub- 
licity for Warner Bros., and direc- 
tor of education of Book-of-the- 
Month Club. # 


Roy Newquist, Knox Reeves Ad- 
vertising, Minneapolis, has been 


| elected president of the Twin Cities 


(Minneapolis-St. Paul) Copywrit- 
ers Club, a new group. Other offi- 
cers are John Borden, Copy Over- 
load, vp; Nancy Schutz, Knox 
Reeves, secretary, and Ed Johnson, 
Colle-McVoy Advertising, treasur- 
er. 


Stanley Lands 2 New Accounts 

Lafayette Brass Mfg. Co., New 
York, has named G. T. Stanley 
Co., New York, to handle adver- 
tising for its line of lawn sprink- 
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lers, and Marshall Metal Products 
Inc. has appointed the same agen- 
cy to promote its line of faucet 
aerators. Neither of the companies 
has a previous agency of record. 


Woodbury Joins J&L 

Angus B. Woodbury, formerly 
account executive with Cole & 
Weber, Seattle, has joined John- 
son & Lewis Advertising, San 
Francisco, as an account executive 
in the Bank of America service 
group. He is a former director of 
advertising and sales promotion of 
Universal Match Corp., St. Louis. 
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Advertising Age, June 2, 1958 


Heath Joins Jackson 

Donald C. Heath, formerly vp of 
William C. Remington Inc. a 
Springfield, Mass., agency, has 
been named executive director of 
Jackson Associates, Holyoke, Mass. 
Mr. Heath had been with the 
Remington agency since 1948. 


Underwood Joins T&éC 

Burt Underwood, formerly with 
James C. Galloway Co., Los Ange- 
les publishers’ representative, has 
joined Thompson & Clark Co., an- 
other publishers’ representative in 
Los Angeles. 


Dayton Rubber Shifts Wise 
Roger Wise, formerly manager 
of tire advertising for Dayto 


|named merchandising manager 
for the company’s tire division. 
Succeeding Mr. Wise as tire ad 
manager is Robert Kent. 


Gulf Power Promotes Olcott 

Horace W. Olcott has been ap-| 
pointed supervisor of advertising 
of Gulf Power Co., Pensacola, Fla. 
He has been a member of the com- 
pany’s sales promotion staff since 


Carter Named Publisher 


in | ness manager, 


Guild Films Names Pearson 


Herbert B. Pearson, a salesman | mus, N. J. He previously was with 


1953. 


| York, has been appointed eastern | 
Robert B. Carter, formerly busi-| division manager for the tv film 
has been named) producer-distributor. 

|publisher of Plastics Technology, 
Rubber Co. Dayton, has beenliew York, s Bill Bros. publica- 
tion, effective June 1. 


Plough Names Hume, Smith _ 
Plough Inc., Memphis, has named | cago office of CBS Television Spot 

Hume, Smith, Mickelberry, Miami, | Sales. 

| to handle advertising for its newly | 

acquired Solarcaine sunburn relief Will Joins Ad Campaigns 


| CBS-TV Adds George Rapp 
George J. Rapp, formerly with 
John Blair & Co., radio station 
| representative, has joined the Chi- 


| Ralph Will has been named di- 
|rector of creative services of Ad- 
vertising Campaigns Inc., Para- 


since 1955 for Guild Films, New| McCann-Erickson, New York. 
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GLEN JOCELYN has been named cre- 
ative director of Spitzer & Mills, 
Toronto. Mr. Jocelyn, with Mac- 
Farland, Aveyard & Co., Chicago, 
until last December, also has held 


executive posts with Earle Ludgin 
& Co., Dancer-Fitzgerald-Sample 
and Foote, Cone & Belding. 


Parking Lot Claim 
Checks Offered as 
Advertising Medium 

New York, May 27—A new ad 
medium offering space on both 
sides of oversize parking claim 
checks was introduced here last 
week at the convention of the Na- 
tional Parking Assn. 

Tagged Par-Ad, the combination 
ad and parking lot check will be 
distributed by the NPA, whose op- 
erators reportedly control 80% of 
all off-street parking in lots and 
garages. Rates for the 9x3” ads will 
be $7.50 per 1,000, color extra. 

According to Project Marketing 
Co., New York sales agent, first 
users of the medium are The Sat- 
urday Evening Post, Sports Afield, 
Wall Street Journal and the Din- 
ers’ Club. 

Created and patented by Da- 
vidson-Richards Co., Washington, 
D. C., Par-Ad will be sold on a per- 
city, per-parking lot basis in the 
| U. S. and Canada. Total circulation 

is estimated at more than 250,000,- 
| 000 yearly. + 


| Bolling Billboard Debuts 

| Bolling Billboard Inc., a new 
agency offering general advertis- 
ing services, has opened shop at 
| 94 Sylvan St., Springfield, Mass. 
President of the company is 
Thomas M. Joseph, of East Long- 
meadow, Mass. The treasurer is 
Hyman Heigher, of Springfield. 


TWO 
ABOVE-AVERAGE- 
INCOME 
poder MARKETS 
KELLY-SMITH . . FARGO, 
Representative N. DAK. 
AND 
MOORHEAD, 
MINN.... 
YOURS 
WITH 
IMPACT 
COVERAGE 
THROUGH 
THE 
PAGES 
OF 


THE FARGO 
FORUM 
and Moorhead Daily News 
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| Advertisers Don’t 
Tamper with News, 
Ad, PR Panel Says 


| MINNEAPOLIS, May 27—Four 
| panelists generally agreed at a 
|public relations forum here that 
|the press is doing an acceptable 


The machines were right 
the first tame. doctor! 


Everyone in KMAland knows Frank Field. 
His name is legend in the Corn Belt area em- 
bracing parts of the four states served by Radio 
KMA. For almost 18 years now, Frank Field 
has been dishing it out for a quarter-hour every 


audience. Dr. Sidney thought his tabulating 
machines were playing tricks on him and or- 
dered the data re-tabulated. The machines were job of preventing advertisers’ 
right the first time. Now, Dr. Sidney knows viewpoints from creeping into the 
about Frank, too. news columns. 
morning at 7:15. He can also tell you lots more about other , me peo 1 a _ Sagetnas 
Imagine the consternation Frank caused Dr. KMA personalities who inspired Homer Croy nny ye woe page hay 
Sidney Roslow when he made his first area to tab KMA “The Heart Beat of the public B. s-sece ond vatis — 
Pulse for KMA. Frank’s 7:15 show came up Corn Country” in his famous book, “Corn 


: : DI television to discuss “Who Pres- 
with a 16.6 rating and a 48% share of the Country. /sures the Press?” 


| The forum was sponsored by the 
'Minnesota chapter of the Public 
Relations Society of America. It 
| was moderated by Ira William 
Cole, dean of the Medill school of 
|journalism at Northwestern Uni- 
versity, Evanston, III. 


THE HEART BEAT OF THE CORN COUNTRY 


SHENANDOAH, IOWA 


5000 WATTS. 960 KC ABN CMANNEL 


AFFILIATED WITH 
Represented by 
EDWARD PETRY & CO... INC OmMAHS 


Homer Croy might have been a little biased, 
but you can rely on any Petry man 

to give you just the KMA facts. 

Why not give him a buzz? 


|@ William I. Nichols, editor and 
publisher of This Week Magazine, 


of its circulation in the Corn Belt— 

‘ ' ‘sells top farm families, with a 1957 
imat 1 average cash farm income of $10,870! 
oe" And SF delivers an influence 
_ earned by 56 years of family service 


unmatched by any other medium. — 


bi 


1 


To balance national schedules, to sell more 


: in 1958... call any SF office—now! 


Successful Farming. ..es Moines, New York, Chicago, Dts, 
- Philadelphia, Cleveland, Atlanta, San Francisco, Los Angeles. 


Advertising Age, June 2, 1958 


New York, representing publica- 
tions, said he sees no “sinister 
faces trying to undermine or cor- 
rupt the press.” 

Rather, he pointed to what he 
called the “creeping, sleeping sick- 
ness of confusion” that advertisers 
have brought upon readers and 
thereby imposed a threat to press 
freedom. 

Mr. Nichols charged “sneaky 
Pete” ads displaying type faces 
and layouts similar to news pages 
are deliberately misleading read- 
ers into believing the ads are edi- 
torial matter. 

The editor called on ad agencies 
to build “trust and confidence” in 
newspapers and magazines as 
news publications by printing the 
word “advertisement” larger on 
editorial-style ads and refraining 
from using news type and layouts. 


s Leo Burnett, board chairman 
and founder of Leo Burnett Co., 
Chicago, did not comment direct- 
|ly on Mr. Nichols’ remarks. 

| But the advertising executive 
|concurred that the old adage, “He 
|who pays the piper calls the tune,” 
‘is not true in the communications 
|industry. 

| “Never in my experience have 
I been called on by a client to ex- 
ert any influence or pressure on 
an editor,’ Mr. Burnett said, but 
he added: 

“On my own volition I occa- 
sionally have gone to a publisher 
and told him I thought a certain 
story was worth further study.” 

Mr. Burnett contended no news 
medium “has a right to close its 
columns to a story just because it 
carries a trade name with it.” 


= James P. Selvage, president of 
Selvage & Lee, New York public 
relations counselor, backed Mr. 
Burnett in saying he never had 
known an advertiser to “sit down 
deliberately and try to throttle the 
press.” 

“IT suggest the greatest contri- 
bution of news media is to help 
the public relations industry get 
lrid of those who would seek to 
'misuse its power,” he declared. 

Stockton Helffrich, director of 
continuity and acceptance for NBC 
in New York, cited as the greatest 
source of agitation in broadcast- 
ing “marketing counselors and 
public relations outfits.” 

They represent special interest 
groups which unfortunately read 
into scripts incidents which they 
think “isolate them from universal 
love and admiration,” he said. 


Danny Thomas Buys KGEE 
Danny Thomas, tv performer, 
has purchased KGEE, Bakersfield, 
Cal., a 250-watt, 24-hour station, 
for a sum reported in excess of 


| $75,000. Under the terms of the 


sale, Mr. Thomas’ Materto Pro- 
ductions Inc. acquires 90% of the 
stock, and Eli Parker, president of 
Seer Inc., and business manager 
for Mr. Thomas, gets 10%. C. 
Dexter Haymond, former majority 
stockholder, remains as the sta- 
tion’s general manager. 


MGM.-TV Adds Del Negro 

Peter Del Negro, previously 
with UPA Pictures, has been ap- 
pointed midwestern sales repre- 
sentative of MGM-TV, New York, 
tv film producer-distributor. 
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On the record: 


MISSILERY NEWS 


(and advertising) 


HEADQUARTERS 


NEWSWEEK was the first national 
publication to: 


1. Spell out the facts and significance 
of Sputnik I. 


2. Announce continuing coverage 
in a special new department, 
Space and The Atom. 


3. Relate the news and 
meaning of our Jupiter-C. 


Advertisers in the missilery 
and aviation field have 
recognized NEWSWEEK’s 
editorial alertness and 
speed. During last-half, 
1957, NEWSWEEK ranked 
first in the news 
field in missilery 
advertising — 
first for the full 
year among all 
magazines in 
aviation 
pages. 


PLUS— 


a super-speed service of 
special vaiue to advertisers 
in the missilery field... 


“Fast Break” 
Page 


—makes it possible for your advertisement, 
only five days out of the typewriter, to be in 
the hands of NEwswEeEk’s national audience. 

For details, consult Standard Rate & Data, 

or call your NEWSWEEK representative. 


NEWSWEEK...the magazine for communicative people 


- fos’. ie oe Se ty ats t sae ae Bsc ee eee rf . ae Gciabe Pe eae e ie peti) SE fe . - 7 eis ca a ns ao Pes up. wg oa 35 
# ‘ i We a. be PS ch Be ere it Wa tad Awe ee > ” ee = at Jes ay Seema. aes een a A 
Se ae ie HN ee tS Mee fc em yr et eee gee ees ae a ae ; ‘ ‘ ae ; 
sau ae eae a - eo eieeene ss oa ae ae = an : ee a : se * 
oo ae V6 ahs oF ‘4 os a a une tae sig Sa F oe er et Fae OR oes . y sais 
ae a ee mena ae eer ee Scie : ; : ae ae Pam mt 
Say ok Le er eae Se ee te Be Oh aes m * 
—_ — ST 1 
.§ 
{ 
} 
4 : t ‘ ; ’ ‘ l - : ' 
i er, : # 
; ; - ' 
: (pee! 
oe. 
Beles 
; ges 
no ae ce 
4 * Or ke 
os marci 
. is tgs ca 
aye Sets es 
eS: Fae, 
¥ ae <<a 
5 ee epeeimncats 5 
5 ai ‘aaa ap 
Ss st 5 ae J 
7 By ; 
ip eR 8) ee a eae ye €:)) ie 
ap NG 2 ct MNEs hats aS ea > ce 
; PRR Meet ee a een eines Saat Sag <. 7 
pL CEE Ot Pere en eA: tne eset nates gia Se ed ee Pee ee 9) 
Pree yf. kc) Dawe 2s Soa aa aids Os Sm 
ie Sa rae Da Freda Sie S's on Ores a cole a 
car ar y ay la iba ewe an a Ee 8 es be eae 
a ee ee cS aes Seer S ee = ee ie er a 
: Ret os Ps ud ty eee enc ERIN eel Rae > wh 
“(ieee Ms POR See 7 eae center ae es 
i : Ek, oe OMEN tg ik eo teat aii, Pic ns aes oe Saree ee 
| a uae PS a a: 
ibe ie eae ee ea: 2 ames a Poe 
a : OEE : ip a Oe el fi : ae ‘4 a ahs Be 
eee, ae tis eaten . sO ie ifr 
| : > ee bane a 
sap, ae | aS oT a ~ $25 
| eee oe oA a nae se) 
me ee eh o Daselg Sie ee bk ah 
eee tay cipyig ah; Saeco sp we pa eye ead 
i Stole ot aaa Sera, «Sa Ue tise ae re as ee ek a 
7 eal se sk ea ae Sere plat eg NS Sigs ps res 
Se 4 he ts ees a ees = ee Be fh Rn Bake Sp ag 
; BR eS ea et G pent Rene seater 
: Ba awe ae pee oe eit ee ma fo ira Es Cm aah 7 
5 et ATP IRIE p< SS a 9S 6 aR eR a, 3g pore ee ane ps ie ss 
; Be og Bera eRe 2 a je Pe, Ne os * ee ere ees ee 
iors ei i hie: Pie oe Peet 7 Oe Seg ee., erate eee et Tae tee 
Se Si ese So aa Ee rs eee mes 
ql < 5 ich cea We el io? eee ee ee Bot " 
il ¥ . eer ogee es fe Wa ae uae ee A o 
HER PAM oy MR aii tn Oe ae roe ct [eee eR ee a amie A 
H oF STE SS ARN oa e. aan, La, et een ae Far ae or eee sea / - ed 
i an a Cee ash a ie ers (Alea RnR shaky Lass aan ‘ 
Cae Se ee Re ee ee Kom i am ee ed ee 
} steal P ie Gl eee a ee CO ea Bere ay cs Bey, oh ees coytscihan 
3 D> sc peel Ace NOR hile Ue ena RRM Sie ll ae 3 =e Sa Bone ye 
i nae Dyn nae a ere OS | es eee ss ee) 
! os Spee i eee hi es —AecMraed eee 25" : Bes k 
oo ee ee bridge of ih send bead 2 a a? oo : See 
Stee a ate eyes ey Sead i ee ne |e * eh sega oo a ‘ aa 
A ; Dae tind es ss a hie Serer at he f hoi te . aia rite ities tae aa : dg eee 
JE rr Bee, Pinel ae Sc ea ' z Pee 8. hi Tk, eke 
7 aetle | Pee ae . 2 Bae dts Sou: Be oe ‘ - te Gee 4 Bees 
! ee oe uchiha ae A Re Peet © aly Bee 
ce ui eee ae ee im Ee. von? yy i ilies 
i aera ae ae 5 eee = a Sask ae ee “ee 
| bing oa ce gies... Beis ast karts 4. ugh ioe atten taco ee 
Ms Sa Paces ae Seip tad liek Se ee enh Ce eee BSL i 
3 eee A ie: oe ee Bret ss) Penk fat iat Prec a eN saeae ea : . 
Pete Wie aa aes Bee nw - Ree. aie Ree hioe, + Seenenes ener MA MEA Se to AR aaee x eee 
te eo Sic i” Penne 62) eee, | as ee tee oes) ae ee. Sie sane 
K pamela © 58 CURR ai Se Ben tt te ae ee 45) ish 2 5 Peat ss aie ar oer ge 
t eae ae BB EG oe gia Dee a et a hen eet aoe on DENS (eae ae, 
; ee =e 2 ° ee rere aaa Sheva Phe ce: - ss oa TE a oo ed ae ‘e 
4 om ea coe ee ce ie aoe eiir Shee : ie eg Ets - 
eer. ova Z ee eet eae teaser Bees ° ea Be. 5.88 ace aie eee a Sh: : 
\ rey ae kis Ete ee ie Eilat Bie ack 2 : ; , 
3 Sa ae Sa ee ae a MET eres . “aise \ 
i : : heal Sper Ar Te A Ley : a a a ‘nee ear 4 PE oe ae ei he < 
| Cee OM fee 2h Oe Fie nn ae eee 5": Rete ES a : 
j Pe ism Seah, eet hata Bet ee A ae Se ; s 
ave Ree, ce, Peer a oy ee Bae, > aaa (Yep eee 2 4 
gt nas ees 5 ete ee eet: it Suen PRE it 5 ; nea Sea ie aha anne Saeteg eka 04 aes 
—— See a | aE DW TAAe Se ig ee een eae FFE cs ‘laa easy ak ee saa Rinaese eo 6) oe ia SERN ee GE Nie Lr ee hope 
223 sip re aaa on Sp Roe pe Ne Hoch BES Boyt (as wp oa hace bie se" 
’ syd nb ay, Eh Fa Ia ea Sree og aie eS es ae BO tact | taps i] Act i> Sete ors 
A Csi hate eats og en bee e tare Dep ayree iy Bal ome : kee) ee é Lug Sowa rane, d ie Si ee 
hose ap. hs ootonet ge see "saan mS - gra, ee ie Rag ok Sa OEE ce a ea no Spe 
3 Elis gs eames Rae Sos Sar ta oa Sao oe sae HO ne: Beat eg Poet: evi tary Deer 
ia airrmeinneenee eye 07? ee ag Y és vee Diets. Seema We) ae Cai a i le F 
> as de iy ad t e j Sayles notes is ee ves, sete ms st ent 
‘ “od ava ee , ft ahah Pratt bers Awe SOS, oi Sy ; 
K aavfen<: e fog ease = re ay Dee eee ‘ea aa ae aie Hass a exe : ; 
iesueesLs Beries s (s Were eee oak 0 i sab ta rae ace if he ; 
: ee ‘ : ie : ia : i alas pana? : . Bee, Ae ; : i 
ae Se ae 5 Pies ca Bee cs cali oes - . cate ae . 5 
: se Wee etl g wae mA eS ie act, ? iar lig a ae eae tes eat 
i" 2 ain on Timers By eat rk ete ee ; 0) sgh Shaw pice tg Sag MR mt ne 
F . SS a ail i Ra ear Sib a a RR Be eee ‘Se Ru il, ork ecg aM go th, he ON are « 
Sige si eal ea ii Roa gt gh pa a a: °° eee «dae deme a Fo ae sh 
saver 12: ea aE CAR MNBL eK vn | pee! Popes ck a Aileen sean = Ramm 1, Sr se eh 
% tae 53 i Nie NR Lt, 7 te ap ee Mee aa) rt Sate et ai) eee as mre: 
ie Seawater eames | ila 7 oc ats ne Sala ana a fae: = Maar rerbiecas ages. icra eteeegantie Peace a 
aE Ca lk ul a aes Pati) 8 ae nig é ocean :: f be RUNS eee ag EN Bas ey 
eee? : ee Nee Tacha © zs : : ag me ees Rtas po eS eis ae Noa Meret = g ATS fe 
eg oe Se hart eae eS a 2a q . ee ot se nas eae? et 3) geet os G'S «eee eee pita 
; : Soe, eae eee tats wee Se ae ne sa eee ; it oy aaah Ce aes Diz ‘ j 
ee Pe Ee ia i a Se Pits = a es 4 cs ej ‘ * Z 
‘ ee coe ea las, : nee von ic ec pee ree 
i 3 pte gan Seep ear ‘ * Bees a eee et . ah 7 
| a : rates heh PT Oe a ee 2 ae iat aoe , 
’ ‘ r 
| 
| : 
' 
9 a, : gi ae: e é = eo. on ay eee cae seis ie idigiai 
2 iil clr fa i RR a a ae ‘ : Se ay (2h s Ciera aia ina peas 
' es PREM ON ok oe Wi Bae Leas Reger ees Sy orton 
| el ae eee See ee x oe Pe, GOS BST Sa aa) ie eae 
| ae RA rede trea eas a ae Ss ORR em, eee Borie Skt 
| oon et EOP SESS Ugg Oa RE ia Ree a ‘ 2 : : en Br ar ate ea ee ay a_i a a a Ae pte 
nA CAT ena ace a a See ie ee ee Bese sh copia 
te Lane Pi fins pieces Bs Sh BR ae as, cute 5 a aa § i Sean Caw Bere Nea egies" ae abi 1 
ae: BO ik Sealer oe Oran ee a » bas a SER a Po gieieaiey, 
) oa Pete. ke PC im eesst an a Che wi. Nery BE el 5 emp es hace Sie 
cS eee ce ! Se ee ee: 
i f SAN IC oo ea PO Sac ci ar, : i < Sa epee ot. SF ranma ee is aya 
| Re Le Soe ieee ae ae eee yt s, eae” 
; # Spe Mea Cae Ete P ae occa SSNS CY eae ane ee one 
: eae ER Se Ps : ; 
‘ bh: bo ng ha ae = D 
f ey Re i i - 
Sf ‘ SA 4 ‘ ANGE a rs eaite aie A. oi eee | 
ae ee ae ophae ee oe os ee 
hes . =et ae a 5 Se ae ee vgpice E 
| : oe ie iS mee: ————— > = ae f Bene p 
z ee 2 Newsweek |i pone 
ate 0 SSS ie oe a zi PSs | coh Bia ee ale aa re 5 
mea ESE ee ar i se eae oad Sy ey eee De pa aeeeg emee. Disks me 
nee. ES Pe a Rapist Rag? = oa Epes’ ao a es 
{ | oe cs eh a Satire career Sia ice ee i 2 
: ? ! . area 
, nr ae ee HI ” *. 
} — i wae % 
ee aes iH : Base 
~S 4 pin MW =) . ey 3 
‘i Pen emer th a i) eS : eG 
ie Sees | tg AN dt pee 
j ae hy aneene I aie eae & 
Reis ee ea | are eee | 
: ‘ SO ca aeons Sor aa Sf enue poms i 
t via Sense Mieciies fae ; = | a Ae i 
ae : sleneaeie ras i odes SO Se Bae 
ek US. ARMY PHO! Rests bs aes 
agent “US. ARMY PHOTO aa eon 
Maier oA ae ns a foam 
Eg whet ae Menor gh se She Tg 
RAS ane Ss Pe 6 eI ve ie 
” Ra Ue et cae i 7% 4 
: arg: Se 
Ss ee es aa ye ae 
et ie tin eea ee oe 
: Are Lina a 
3 wre en " 
| Neg oe yee 
eae nao 
ae Bie 
Pea Sallis hie 
ey ei Sean GS 
) as Bae AE, 
pitt aa 
i oie aes laren 
ee Ae Tee 
| | - 
ee ae, ie 
| 3 brent © 
} eee < - ae 
| rai ag 
cee 7 AB 
, ae te me A a 
seen cou <s * 
; a al Papa 
| One es . ebay, 
. . ep Pi ’ 
, a eh ake 
} Pe 3 5 d hi a ene hs dies : scene ie sol Lanter 7 ga i 5 ie i 
i er, be cee Worsbetae xs Beans See oi Mice he Meat Me ee oy oe ain tat 5a wae eo 3 2 Spey ¢ a ; Fe ie Oke ke eee (reer ai 
i iS 3 pee ’ 5 bata Ridoe ae acs a a aaa a oa ie aie : See ea hae i Dar ae EA ge hese eee yy Sens 
i] (tate Be Si nO mae) se Neap estes 5 if ST UT ise. Nite ria aia ee ; Space BECP Po RS unten: ae ae ‘ ere. Ue See ae ; pee ! 
i . ; . ee 2 
if ie et 
ges 
ae 
4 er 
} Ea ee EN 2 
I a ps Joe 
; : L Cia bate 
ede 2 a 3 is ee Sante as hee Sa hoe a re ee ah As ea oe i ene eee ee Ae df oe Pam ens TE TN Pe ea An Meer ek viet oh ON Bara geet, aie a ee ot Gaeta oe 
Meee Sac Ie orci e et es ae Ba Aesth eam aM LOE woh Bicnr ns OaSS. ts ARLE cr. a SpE aa ety Weis es ra OREO UG te onh DS, en el ee Cae Sa Peek) >. hy ama aa oe eae SESS aaig ec eae aia aa gee pry ha - ? ae Pa ee ks em eT. Si et ‘ 
Toe MR As ST SN ty Ma aah ay VI PN Oi Rey ge ge eee ae LS: pocare (oR abe ea rahe ge atrial sear een BL anegees age neat ee Lge @ Seca or ey Acne bt Be pie eee oe oe eect aN ea th Rese ene, ae Lb el Sok ie ae eg aaa aks eas See 
ee aa eee Pom Ae ease Ae Mee Co ee a a i) Fe ee ee et ee Pe ace Bea eam bee et 
Rip Weak ae a Me pene a et le ee a Ass ree et gg Ca iicepap tie Wika. Nea spare se: Soi Ue ee ne tas. ih eae ee ieee ae a tee SS a A ; Pr eh ge eI i Ne et es Ret gre Been is Fs eae 
fey ee gai Rael Scag Att he tA emit We age eer Eig Se Sy eee trek Se et ae ee apie: Soa as egret P +» Sy Raia ae e fet me aes tea an eee ee, ie 


‘There are times when you can’t 
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advertising dollars... 
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CBS Radio Network gives you a 
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wall 
, 


..on the CBS Radio Network. 
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THE WORD’S GETTING AROUND... 


you can’t buy better service than 


CENTURY! 


Careful control over every detail is a 
trademark of Century service that 
guarantees the results you want 
when you want them... 
detail supervised with exactness and care unmatched anywhere! 
Next time, try Chicago’s most 
modernly equipped electrotype service. 


CENTURY 
ELECTROTYPE 
COMPANY 


160 East IMlinois Street 
Chicago 11, Illinois 
DElaware 7-154) 
42weN 
Cas rm, 
X |} .~y 


|Clement Buys Colortype Plant 
J. W. Clement Co., Buffalo, na- 
tional printing company, has ac- 
quired its fifth plant with the pur- 
chase, for an undisclosed price, of 
| the Chicago plant of American Col- 
ortype Co., a printer of national 
publications and other commercial 
|letterpress and lithography print- 
| ing. The enterprise will operate as 
a Clement subsidiary under the 
name of Clement Colortype Inc. 
Baldwin, Bowers & Strachan, Buf- 
| falo, is Clement’s agency. 
New England NIAA Elects 
John A. Horton, president, Hor- 
ton, Church, Goff, Providence, R.lI., 
has been elected president of the 
|New England chapter of the Na- 
tional Industrial Advertisers Assn. 


Other new officers are Stanley) 


Tippett, vp of Tippett & Co., Wel- 
lesley Hills, Mass., vp; Moris Sil- 
lverman, ad manager of Barry 
Controls, Watertown, secretary, 
land Malcolm C. Choate, media 
\director, Corey Snow Inc., Boston, 
| treasurer. 


ABC Publi 


Watch the women go buy drugs and 
toiletries——The Oregonian leads 
Portiand’s 2nd paper by 67%, because 
retailers know there’s more buying when 
the selling is done in the newspaper 


_ How big is the Oregon drug market? 
$66.9 million annually! That's bigger 
than the Washington, D.C. market... 


Largest Circulation Newspaper in the Northwest 
231,829 Daily; 295,740 Sunday 
REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT, INC. 


Sources: Sales Management Survey of Buying Power, May 10, 1958; 


WATCH 


THE WOMEN GO BUY. WATCH 


THE 


WOMEN GO BUY. WATCH THE 


WOME 


GO BUY. WATCH THE WOMEN 


GO 


BUY. WATCH THE WOMEN GO 


that’s as big as all Oregon! 


and doubles Milwaukee. 


* Stat t, 6 months ending Mar. 31, 1958 Ree ce OF 
1947 1957 1947 
Daily Circulation Total Advertising 


1957 


Advertising Age, June 2, 1958 


Auto Americana Sets 
Tie-in ‘Post’ Ads 


Detroit, May 27—Automobile 
Americana, a new advertising 
service organization, will use an- 
cient automobiles as a_ central 
theme in a series of spreads to be 
run in The Saturday Evening Post, 
starting in September. 

Automobile Americana will run 
ads of ten non-competitive auto- 
motive products or services in each 
of the color spreads which will be- 
gin in the Sept. 27 issue of the 
Post. 

The complete package price for 
participation in Automobile 
Americana is $8,200 on a six-time 
basis; $8,300 on a three-time basis, 
and $8,400 for single insertions. 
The prices include all costs of art 
work and copy, plates and han- 
dling of coupon returns and a 
readership report for each adver- 
tiser from Danie] Starch & Staff. 
Agencies will receive the regular 
| 15% commission. 


\® Authentic old cars will be fea- 
tured in each spread. Copy will 
“romance the auto down through 
the years and point out that today, 
‘Products of Progress,’ featured by 
| the advertisers participating in the 
\spread, have made motoring a 
| truly more-fun, safe, carefree and 
|satisfying experience than the 
early automobile pioneers ever 
|dreamed possible,” according to 
| Automobile Americana. 

| Automobile Americana, which is 
| pendind by W. D. Nicholls, publish- 
ing director, is located at 19818 
'Mack Ave., Detroit. The organiza- 
| tion will advertise its service with 
| spreads in the September and Oct- 
ober issues of Jobber Product 
News and Motor Age. 

| Mr. Nicholls told ApvEeRTISING 
| Ace that the organization has 
|mailed out brochures to 1,400 
|prospects (agencies and advertis- 
/ers), and he reported that the re- 
| Sponse has been excellent. The 
| company plans to hire a sales staff 
|in the near future, he said. Perfect 
|Circle Corp., Hagerstown, Ind., 
|manufacturer of piston rings, is 
the first advertiser to sign for the 
promotion, according to Mr. 
Nicholls. 

Automobile Americana will fol- 
low the initial September spread 
with a spread in the Oct. 25 Post, 
and six spreads in 1959. All copy 
;and art work for the spreads will 
'be prepared by the organiza- 
inion: # 


WGN-TV, Chicago, Names Two 

Joseph A. Flahive has been ap- 
pointed manager of WGN-TV’s 
national sales staff in its New 
| York office while Ben Berentson 
;continues as manager of national 
|sales for WGN-Radio. With this 
|move, the Chicago stations’ New 
| York office will be under separate 
|management for tv and radio. Mr. 
|Flahive joined WGN-TV’s New 
| York sales staff in 1957. At the 
| same time, Harry Miller, who has 
been with WGN-TV for more than 
three years, was named national 
tv sales coordinator in Chicago, as- 
sistant to Bradley R. Eidmann, 
general sales manager of WGN- 
| TV. 


| 
Top Value Promotes Turner 
Top Value Enterprises, Dayton, 
‘has promoted D. T. Turner, its 
\northeast division manager, to 
|general sales manager. The new 
|northenet division manager is R. 
|W. Higgins, formerly Top Value’s 
zone manager operating out of 
| Atlanta. 


Economics Laboratory 
Expands to Sweden 

| Economics Laboratory, St. Paul 
manufacturer of Soilax, Soiloff, 
Electra-sol and Finish, has estab- 
lished a subsidiary in Sweden and 
is distributing its products there. 
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A patented Einson-Freeman construction 
that embodies many improvements 
in a jumble floor display. 


@ EASY TO SET UP — packed flat, it can be assembled 
in just four motions, in less than a minute. 


@ INHERENTLY STABLE — weight of merchandise 
works toward center as products are sold and prevents 
tipping — even if bumped by shopping cart. 


@ LARGE CAPACITY — supports over 75 pounds 
since weight is scientifically distributed around 
circle of cylinder. 


@ EASY TO MOVE WHEN SET UP — two handles 
come through the tray to permit moving when filled. 


@ COMPACT — folds to parcel post size. Can be packed 
within many standard merchandise shipping cartons. 


@ LITHOGRAPHED IN FULL COLOR — the base and 
top have the appeal of fine quality color reproduction. 
Made of mount board — not corrugated. 


@ DUAL PURPOSE — may also be used as a window 
display because of its form and pictorial interest. 


Sales Offices in Detroit (2075 Penobscot Bldg.), Chicago (166 E. Superior St.), and Los Angeles (470 S, San Vicente Blvd.) 


| A tisket, a tasket, 
a better jumble basket 


‘DWLAPRON § 


¢ 'OWEL STITCHED TO APRON 


INESTLES 


Jumble displays suggest a special value and prompt buying. In a 
recent survey of 24,000 food stores, conducted by the makers of 
Johnson’s Wax, this type of display was one of the three “most 
accepted . . . rated best”. 


It is no accident that the most advanced jumble basket comes from 
the unique creative department of Einson-Freeman. Our repre- 
sentative will be glad to demonstrate it. 


| EINSON-FREEMAN CO. 


STARR & BORDEN AVENUES, LONG ISLAND CITY, N.Y. 
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Willie Lamb 


HE’S GLAD; SHE’S GLADYS—The Saturday Evening Post awarded a 1925 
Stutz touring car this week to the winner of its contest to guess the 
“bonus” circulation for the Post during the first quarter of 1958. The 
winner, Walter Willie, sales vp of the Toni Co., Chicago, was pre- 


Perkins 


Everybody who is Anybody 
in Japan reads 


= limes 


sy e bi pas 


NIPPON SWITCH—Miss Eileen Brown, account group member at El- Guard 
lington & Co., New York, displays poster she discovered on a recent 
visit to Japan. The Japanese admen obviously think a lot of a well- 


known slogan used by a Philadelphia newspaper. 


FOR THE BiRDS—Shortly after this 
poster went up, Texas Co. started 
getting letters saying that the clar- 
inet mouthpiece is upside down. A 
Marine bandmaster in San Diego, 
however, pointed out that the uwp- 
side down position is an old Italian 
custom and can work. Cunningham 
& Walsh is the agency. 


“SWING INTO SPRING“ . 
2 


geta 
TEXACO 


SAFE-T check-up 


settled in the new spot, says he may incorporate 
some of these ideas in business paper advertising. 
The sketches were designed by Central Public Re- 
lations, executed by Strimban Studios. 


INSPIRATION—Its first “advertising” appears on the 
fence around the to-be salesroom of the House of 
Henschel, New York floor coverings distributor. 
Victor Henschel, who plans to start advertising when 


PRECcIOUS—When Schram Advertising Co., Chicago, 
moved to new offices at 170 W. Washington St., spe- 
cial care was taken to deliver safely the agency’s 
Here, 


most valuable possessions—its executives. 


Gladys 


sented with his car by Dennis Perkins, SEP advertising manager, 
and Frederick Lamb, Chicago manager of the Post. Last week the 
Post got Advertising Age’s Gladys the Beautiful Receptionist to help 
out with promotion of the contest in Chicago. (Story on Page 3.) 


Jasinski Solomon Brody Guard 


with guards and armored car, are Ira P. Weinstein, 
president; Wallace Mason, comptroller; Hillard Jas- 
inski, art director; Bob Solomon, copy chief; Fred 
Brody, pr director, and Ray Henning, vp. 


Weinstein Mason Henning 


en a as ity 


Glaeske Eisenbeiss 


MAJESTIC—Gambrinus, legendary Flemish king credited with being 
patron of the ancient art of brewing, is guided into position at 
G. Krueger Brewing Co., Newark. The helpers are William C. Krue- 
ger, company chairman; Heinz M. Glaeske, president, and John Ei- 
senbeiss, chairman of the executive committee. The 9 figure was 
presented to Krueger by the Holsten Brewery, Hamburg, Germany. 
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1 You Reach MORE Buyers 
in 


THE SEATTLE TIMES 


ard selling begins with The 

Seattle Times—the news- 
paper that reaches 7 out of 9 ~~ : 
newspaper-reading homes in 
Seattle. 


Only The Seattle Times gives you both mass and class ; 


coverage of the Pacific Northwest's largest market 


...wWhere business is good and employment is high. 
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Spot TV Expenditures 


First Quarter, 1958 


By Time of Day, 
Type of Spot Activity 


The following table shows the} 


amount of money broken down by iotmatad Gren Gepmeted Grom 
Time Costs Time Costs 
the types of spots used and day P 
parts. Source: TvB from N. C. Ror- PREMIO occ csnccccscscavcanases $ 388,000) Miscellaneous ..........cc0c0-00- 10,000 
abaugh data. SNE MIEN, <.cdenssvaiweseecctotiie 188,000 | 
Miscellaneous ...............00- 200,000 CONFECTIONS & SOFT DRINKS 6,278,000 
(000 omitted) | Confections nner 3,249,000 | 
OF dhiacinsncstinlte $ 39,543 33.2% ALE, BEER & WINE ................ 9,399,000 | | ee 8 a 3,029,000 
TERE 67,798 56.9 SD Sh TEE. setensocsmcinctlaanes 8,490,000 
Late might ccc... 11,721 99 TODS ticinsanssianiccdma tts eens 909,000 | CONSUMER SERVICES sesernnnene 3,481,000 
RRS $119,062 100.0% Dry Cleaning & Loundries .. 25,000 
AMUSEMENTS, ENTERTAINMENT 84,000 cn ae od Spa 419,000 
| ES 632,000 
A ts* 83,760 70.3% ’ 
a <a 8 «1s een... 2,089,000| Medical & Dental 48,000 
PROGFOMS ccccccccses..-n 21.265 17.9 Anti Freeze Koch aiid hiesuine pti Moving, Hauling, Storage .. 121,000 
, oe $119,062 100.0% ITE coinssasscisnsbiorinneonmnsese 15,000 | Public Utilities _tevennesenes wesenee 1,847,000 
*incledes participations. SIEGE Nehdinsssichinceadstpadelia bei 1,536,000 | Religious, Political, Unions 242,000 
Tene & Vebos jit 225,000 Schools & Colleges .............. 35,000 
Trucks & Trailers ................ 17,000 Miscellaneous Services ........ 112,000 


Miscellaneous Accessories 


First Quarter, 1958 


@ Semple haseccsccsessesss..-... 293,000 | COSMETICS & TOILETRIES .... 11,544,000 
The most CII. civcctadeieccvcccnscerssnce 2,300,000 
BUILDING MATERIAL, EQUIPMENT, ee ee 790,000 
LO O K E D A T FIXTURES, PAINTS .............. 514,000| Depilatories ...........s.0-ssss-= 51,000 
Fixtures, Plumbing, Supplies 143,000 Hair Tonics & Shampoos .... 2,159,000 
tv station ES TIS 165,000 Hand & Face Creams, Lotions 932,000 
in IED nagukpntipticisas 111,000' Home Permanents & Coloring 1,464,000 
Power Tools : 10,000; Perfumes, Toilet Waters, etc. 135,000 
Dallas! Miscellaneous ....................-. 85,000; Razors, Blades ..............00 25,000 
| Shaving Creams, Lotions, etc. 481,000 
CLOTHING, FURNISHINGS, fk er 3,000,000 
PIED cccvscceccssessncees 2,879,000 | Miscellaneous ......... ; 207,000 
SE vetssicevscoovessssoseese 2,489,000 | 
ES 286,000 DENTAL PRODUCTS ................ 3,263,000 
RE ih acccscascsncvessvesceeeses 94,000 EE or 2,996,000 


eh ie fo 


ba wants to oleae 


HERBERT A. BENSON 
Vice-President, Gen. Mgr. 
Plasti-Craft Corp. 

San Gabriel, Calif. 


Mr. Benson’s letter is a model of 
brevity, but what he says is mighty 
gratifying to us here at Advertising 
Age: “I read Advertising Age be- 
cause it tells me what I want to 
know about the industry com- 
pletely and thoroughly. In order 
to gain the most benefit I find it 
necessary to do more than hurriedly 
scan the pages, so I have Ad Age 
sent to my home so I will have time 
to gain the most benefit from its 
completeness.” 


MAIL THIS 
COUPON FOR 


' Advertising Age. 


200 East Illinois Street, Chicago 11, Illinois 


Here is my order for a year’s (52 issues) service of Advertising 
Age. Anytime I am not satisfied, my money will be refunded. 


Read Ad Age at home 


Is hurried office scanning robbing 
you of Ad Age’s completeness? 
Why don’t you, like Mr. Benson, 
read AA at home—away from office 
hurry-scurry? For a ‘mere $3 you 
may have 52 idea-packed issues— 
which comes to /ess than six pen- 
nies a week! Mail the coupon 
NOW for guaranteed satisfaction. 
You must be delighted or your 
money back. 


My Name Title. 
TRIAL | cmean 
Nature of b 
SUBSCRIPTION Te 
City. Zone_._ State. 
1 $3 enclosed (C) Bill firm (0 Bill me 


| 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
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Spot TV Advertisers by Product Classification 


Source: Television Bureau of Advertising from N. C. Rorabaugh Data 


Advertising Age, June 2, 1958 


Estimated Gross 


Time Costs 
RING scntinnsictinarcdabnctiiaiie 83,000 
pF 262,000 
Miscellaneous ................0000 409,000 
HOUSEHOLD, GENERAL ......... 1,058,000 
Estimated Gross| Brooms, Brushes, Mops, etc. 159,000 
Time Costs} China, Glassware, Crockery, 
Mouthwashes ..............c00000 90,000 Containers .... 7,000 
Miscellaneous  .............c00000 207,000} Disinfectants, Deodorizers .... 359,000 
Fuels (heating, etc.) 152,000 
DRUG PRODUCTS ........0......cceee 11,560,000 Insecticides, Rodenticides .... 42,000 
Cold Remedies .................... 2,712,000 Kitchen Utensils .................. 33,000 
Headache Remedies ............ 2,063,000; Miscell 306,000 
Indigesti Remedies ........ 2,566,000 
ee EEE =. 5. 846,000 | NOTIONS 65,000 
III a .caitcenskse edhubaiaccsoune 969,000 
NN PMID sechosdccsccarsieoveieses 303,000 | PET PRODUCTS ..0.........cccccceseeee 1,477,000 
Miscellaneous Drug Products 1,916,000 
EA ae OR 185,000 | PUBLICATIONS  .......cccccceseseees 300,000 
FOOD & GROCERY PRODUCTS 33,331,000 | SPORTING GOODS, BICYCLES, 
Baked Goods ............ccccceeeees 7,031,000; TOYS 260,000 
a Ra iperieee 2,254,000| Bicycles & Supplies ............ 
Coffee, Tea & Food Drinks 8,778,000; General Sporting Goods .... 10,000 
Condiments, Sauces, Appetizers 1,128,000 Toys & Games 216,000 
Daley Prebeeds .nciccsccccssicsees 1,539,000 Miscellaneous 34,000 
IE sticnlcaounpacuuisscomenes 1,009,000 
ry Foods (Flour, Mixes, STATIONERY, OFFICE 
SEE eiicncntcesbiicotenns 1,819,000 SIO NINE Sncnicnscseccnxennsiviic 36,000 
Fruits & Vegetables, Juices 1,466,000 
Macaroni, Noodles, Chili, etc. 515,000 | TELEVISION, RADIO, PHONOGRAPH, 
Margarine, Shortenings .... 2,440,000 MUSICAL INSTRUMENTS .... 342,000 
Meat, Poultry & Fish ............ 1,440,000 | Antennas  .........cscsccsecseesesees 77,000 
I incaxicctensensioeticgsesonescssece 115,000 Radio & Television Sets ...... 49,000 
Miscellaneous Foods ............ 1,478,000 REST SE RE 207,000 
Miscellaneous Frozen Foods 290,000| Miscellaneous .................... 9,000 
IN oa sseacasedense sen 2,029,000 
TOBACCO PRODUCTS & 
GARDEN SUPPLIES & EAT I SE 8,072,000 
EQUIPMENT .......c..cecseeessee00s 251,000 | Cigcrrets .........-scsssescseccnseesees 7,400,000 
Cigars, Pipe Tobacco .......... 603,000 
GASOLINE & LUBRICANTS .... 5,177,000 Miscellaneous ..................00+ 69,000 
Gasoline & Oil... 4,905,000 | 
III ccncssnsscicsesabiiets 227,000 TRANSPORTATION & TRAVEL 666,000 
Miscellaneous ...............00006 45,000, Air... 268,000 
po Seemiamernctewong 168,000 
| HOTELS, RESORTS, | Rail * 220,000 
FO MRAIITS hes sccvevsesccstecs 84,000 ttseeleneens dhnteceigueseilipinlicleies 10,000 
HOUSEHOLD CLEANERS, CLEANSERS, WATCHES, JEWELRY, CAMERAS 1,362,000 
POLISHES, WAXES ............. 1,987,000 | Cameras, Accessories, Supplies 77,000 
Cleaners, Cleansers ............ 1,365,000 Clocks & Watches ................ 1,044,000 
Floor & Furniture Polishes, Jewelry 21,000 
IT sahsadcencossncocbeainnsens 314,000 Pans & Pemedls o.......ccccccessse 211,000 
Glass Cleaners ...............:000 93,000 Miscellaneous ..............0se000 9,000 
Home Dry Cleaners ... 97,000 
SEO TIN Msitttnccnesiccedecess 21,000 | MISCELLANEOUS .................... 1,444,000 
Miscellaneous Cleaners ........ 97,000 | Trading Stamps .............0000 162,000 
Miscellaneous Products ...... 527,000 
| HOUSEHOLD EQUIPMENT— Miscellaneous Stores .......... 755,000 
RPP Spvictciscnescsiesisnnse 1,083,000 bn. eee SI $119,062,000 
HOUSEHOLD FURNISHINGS. 661,000 | New York tf Club Elects 
Beds, Mattresses, Springs .... 497,000 


Furniture & Other Furnishings 164,000 


HOUSEHOLD LAUNDRY 
8 ot ee ST 8,643,000 
Bleaches, Starches .............. 1,029,000 
Packaged Soaps, Detergents 7,149,000 
Miscellaneous .........ccccccceee 465,000 


HOUSEHOLD PAPER PRODUCTS 1,284,000 
Cleansing Tissues .............. 335,000 
Cate THOME < ceitn sca tnesceerccsvocom 195,000 


The new president of the East- 
ern tf club, New York, is Charles 
A. Wardley, of Hardware Age, 
succeeding George M. Bernard, of 
Penton Publishing. The club is 
composed of space salesmen of 
audited business publications. 
Other new officers are Robert L. 
Bassinette, of Progressive Archi- 
tecture, Ist vp, and Randy Brown 
Jr., of Sales Management and 
Tide, 2nd vp. 


KNOW-HOW is no catch 
word at SERVICE. It is 
your assurance of 
competence and reliability 
in every job where 

you specify SERVICE. 


“Where typesetting is stil/ an art” 


SERVICE typographers, inc. 


723 S. Wells Street + Chicago 7, lll. » HArrison 7-8560 
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signments are responsibility for|set up a marketing department 
expanding the sales operations of and has appointed W. Howard 
ithe Britannica Great Books and Winters as marketing manager. 
the activities of the newly formed|Mr. Winters was formerly sales 
Britannica Press, which will pub-|manager of the southern division 


|Encyclopaedia Britannica 
Forms Acquisitions Unit 

| The Encyclopaedia Britannica, 
|Chicago, which is observing its| 
/190th year of continuous publica- 


Top 25 Network TV 


Advertised Brands 


First Quarter, 1958 That’s What Advertisers Reach in 


Source: TvB figures from Leading 
National Advertisers and Broad- 


‘tion, is forming a new division| 


which will have responsibility for | 


lish books in the trade and mail 
order fields under the supervision 


of George Collins as general man- | 


of Cryovac Co., a division of W. R. 
Grace & Co. 


Che Sporting News 


National Baseball Weekly —St. Louis, Mo. 


acquiring new products and de- 
veloping and acquiring new busi- 

nesses. Robert A. Conger, vp, has 
eeaapeucieeages appointed head of the new | National Can Names Winters gio station, has begun broadcast- 


cast Advertisers Reports 


som. | WIN Has New Facilities | __ 280,000 Copies Weekly — 
WINF, Manchester, Conn., ra- _ With 98% Male Readership 
Lorgest Newsstand Sale of Any Sports Weekly 


; Time Costs | division. to Head New Department ‘ing from its new facilities at the | SGgsmmmmsissasaensisniameaasiimaa—ialld 
VOD novtresreeorecorereorenene $2,325,404, Included in the division’s as-| National Can Corp., Chicago, has Manchester Shopping Parkade. 
OEE 2,152,418 

PAID Sitinasecntnsorensoctsegens 

ey See 


. Winston Cigarets ............ 
. Chevrolet Cars .............. 
- Plymouth Cars .........0000 
« Dodge Cals... 
. Viceroy Cigarets ............ 
10. L & M Cigarets ................ 


WC ONAWAWN = 


11. Colgate Dental Cream .... 1,157,837 
12. Wisk Liquid Detergent .. 1,112,979 
13. Gleem Tooth Paste ........ 1,083,972 
14. Kent Cigarets ................ 1,058,175 
a Oe ee 1,036,916 
16. Prudential Insurance .... 1,026,170 
17. Chesterfield Cigarets .... 1,015,086 | 
BR, AOE setintneicnastinnestcbest sit 989,356 
19. Camel Cigarets .............. 970,956 | | 
20. Pall Mall Cigarets .......... 966,255 
BU GE diadscsdsdsctibemdiccess 964,497 
22. Hit Parade Cigarets ...... 906,880 
23. Eastman Kodak Cameras 895,487 
24. Mercury Cars ......cc 888,381 
25. Bell Telephone Systems .. 858,387 | 


Bradley, Venning 
& Hilton Doubles 
Billings in 14 Months | 


Toronto, May 27—Although) 
large agencies account for an over- | 
whelming proportion of the na-| 
tion’s ad billings, there is no lack 
of opportunity for medium-size 
shops in Canada. 

This is exemplified in the rapid | 
growth of Bradley, Venning & Hil- 
ton Ltd., which opened in March, 
1957. It hung up its shingle with 


13 County Market 
of Half-a-Million People 


One media (newspapers) will give you complete coverage of the 


half million people living in Remarkable Rockford, Illinois 


and the surrounding 13 county area. And, it is one of the most 


Hedleigh Venning John Bradley 


important markets in America. Total retail sales in 1957 
12 clients and billings of $500,000 


a Year, 1t hes dines tecked én 38! (for the city alone) were $232,637,000. Buying income came to 


new accounts and brought billings At the : : 
carte a Sate of G2RNRSET 0 Stee. phere $270,844,000. Rockford is the second largest machine tool center 
Mlinois 


5 in the world, yet is located in the middle of an exceptionally rich 
@ The increase has been largely 


achieved by expanded budgets of 
the 12 original accounts. Full im- 
plementation of plans for the 13 
new clients could give the agency 
billings a further upward boost. 
The operation is conducted with 
a roster of 11 people, including the 
two Toronto partners—John Brad- 
ley and Hedleigh Venning. The 
agency alSo uses three free-lancers 
for writing, research and design 
work. Billings per employe are 
substantially higher than the $60,- 
000 to $65,000 per employe average 
which prevails in some operations. 


agricultural area. This well balanced economy can mean sales and 
profits for you. You reach it best and most economically through the 
Rockford Morning Star and Rockford Register-Republic. 

Write for facts book about Remarkable Rockford, today. 


FOTAL RETAIL SALES 
= The ownership pattern of the re OE 
agency is unique. Messrs. Bradley 
and Venning each own 40%; the 
other 20% is owned by Peter Hil- 
ton, of Hilton & Riggio, New York, 
which just recently became part of 
Kastor, Hilton, Chesley & Clifford 
(AA, May 19). 

Billings of the young Canadian 
shop run about two-thirds in print 
and one-third in other media. Ac- 
counts are largely in consumer 
fields, mainly in package goods. In- 
dividual accounts run as high as 
$165,000. There is very little con- 
flict between accounts, and the 
agency is aiming for continued di- 
versification in order to consoli- 
date its position, + 


EMPLOYMENT 


NUMBER OF HOUSEHOLDS 


AND GROWING! 


ey ponte ROCKFORD MORNING STAR 


Rockford Register-Republic 
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Donahue Named Libby S.M. Duquesne Suit Dismissed | Myers Joins New Trade Paper | Slocum Elected President 
Raymond P. Donahue has been | Judge Roszel C. Thomsen of the Landon W. Myers has joined the} T. Bateman Slocum, vp of Seg- 
named genera] sales manager of|U. S. district court in Baltimore) advertising sales staff of Actual| german-Slocum, New Haven, has | 
Libby, McNeill & Libby, Chicago,|has dismissed a suit brought by | Specifying Engineer and will rep-| been elected president of the Sales | 
succeeding John W. Rose, who has|Duquesne Brewing Co., Pitts-| resent the new publication in por-| Executives Club of New Haven. | 
been elected a vp of the food com-|burgh, alleging that American tions of western Pennsylvania,| New directors of the club are El- 
pany. Mr. Donahue, who joined| Brewery Inc., Baltimore, violated| West Virginia and western New/lis T. Stearman, American Sup- 
Libby in 1935, will have charge of | trademark laws by copying Du-| York state. The first issue of Ac-| ply Co.; William T. Van Buren, 
all domestic sales of canned foods,|quesne’s diamond shape beer la-|tual Specifying Engineer, to be/ electric typewriter division, Inter- 
and will direct the operations of|bels. The judge said there is no} published by Domestic Engineer- | national Business Machines Corp., 
29 sales branches throughout the confusion between the labels and/ing Co., Chicago, will appear in|and John B. Morgan, Dictaphone 

U.S. |no violation of trademark laws. | September. Corp. 
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T. L. Woodard, 38, 
President of Albany 
Agency, Dies in Fall 


New York, May 27—Tedford L. 
Woodard, 38, president of Wood- 
ard, Voss & Hevenor, Albany, 
N. Y., plunged 18 floors to his 
death in an elevator shaft in an 
apartment building here last 
night. Police described his death 
as apparently an accident. 

Mr. Woodard was on a husiness 
trip to New York and had been 
visiting the penthouse apartment 
of a friend, Tedd Joseph, a vp of 
Foote, Cone & Belding. 

Born here, Mr. Woodard ma- 
jored in advertising at New York 
University, from which he was 
graduated in 1939. He then joined 
the advertising department of 
Macy’s department store. Later he 
worked in the combined research 
department of Life, Time and 
Fortune and was associated with 
two New York agencies, William 
H. Wise & Co. and Edward Cave 
Advertising Agency. 


@ In 1942 he went to Albany as 
advertising manager of McManus 
& Riley, a clothing store. In 1947 
he opened his own agency in Al- 
bany. It became Woodard & 
Voss in 1951 and, in 1956, Wood- 
ard, Voss & Hevenor. 

Mr. Woodard lived at Loudon- 
ville, N. Y., and was active in local 
civic affairs. 


EDMUND D. SCHORR 

St. Pau, May 27—Edmund D. 
Schorr, 44, formerly manager of 
marketing for the General Elec- 
tric Co.’s ballast department, Dan- 
ville, Ill., died May 18. He served 
as manager of marketing for the 
department from 1953 until April, 
1957, when he took a leave of 
absence due to illness. He joined 
GE in 1940 as a sales trainee. 


LOUIS KRAVITZ 

Cuicaco, May 27—Louis Krav- 
itz, 35, vp and sales manager of 
Fred A. Niles Productions, tv film 
producer, died May 25 of a heart 
attack. He had been with Niles 
since June, 1956, and had been 
a vp since May, 1957. 

Born in Brooklyn, Mr. Kravitz 
had been a salesman with Na- 
tional Screen Co., New York, and 
a vp of Lewis & Martin Films and 
Filmack Studios, Chicago, before 
joining Niles. He and his family 
resided in suburban Park Forest, 
where he was active in civic or- 
ganizations. 


Schneider Joins Electrical Info 


Jack E. Schneider, formerly ac- 
count supervisor and assistant to 
the president of W. B. Doner & Co., 
Chicago, has been appointed man- 
ager of the new Chicago office of 
Electrical Information Publica- 
tions. The company publishes 
Electric Heating & Cooling, Elec- 
tricity in Building, Food Service, 
Modern Schools and Retailer’s Re- 
view. 


Washburn Names Badger 
Washburn Co., Worcester, Mass., 
has appointed Badger & Browning 
& Parcher, Boston, to handle its 
advertising. Washburn makes 
housewares and hardware prod- 
ucts. C. Jerry Spaulding Inc., 
Worcester, is the former agency. 
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OOH, LE, LE—Hilton Hotels and its | 
agency, Needham & Grohman, 
have been busy pointing out to 
French “students” that the “le” in| 
this ad isn’t a blooper. Though | 
“reine” and “Elizabeth” are fem-| 

inine, “hotel” is masculine. | 


} 


| 
| 
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Coming 
Conventions 


*Indicates first listing in this column. 

*June 3. Point-of-Purchase Advertising | 
Institute seminar, Barbizon Plaza Hotel, 
New York. 

June 3-6. National Industrial Advertis- | 
ers Assn., annual convention, Chase-Park | 
Plaza Hotel, St. Louis. 

June 4. Assn. of National Advertisers, | 
2nd annual workshop on cooperative ad- | 
vertising, Hotel Sheraton East (formerly | 
Ambassador), New York. 

June 8-11. Advertising Federation of. 
Amer:ca, 54th annual convention, Hilton- | 
Statler Hotel, Dallas, | 

June 15-18. Poster Advertising Assn. of 
Canada, Minaki Lodge, Minaki, Ont. 

June 16-19. Assn. of Newspaper Classi- 
fied Advertising Managers, annual con- 
vention, Lord Baltimore Hotel, Baltimore. 

June 22-24. New England Newspaper | 
Advertising Executives Assn., summer | 
meeting, the Eastover, Lenox, Mass. | 

June 22-26. Advertising Assn. of the. 
West, 55th annual convention, Vancouver, 
B.C 


June 24-26. American Marketing Assn., | 
annual convention, Harvard School of 
Business Administration, Boston. 

June 27-28. Mutual Advertising Agency 
Network, quarterly meeting and annual 
awards competition, Bismark Hotel, Chi- 
cago, 

June 27-29. Northwest Daily Press Assn., 
annual summer meeting, Madden Lodge, 
Gull Lake, Brainerd, Minn. 

June 29-July 2. Newspaper Advertising 
Executives Assn., summer meeting, The 
Broadmoor, Colorado Springs, Colo. 

July 23-26. Advertising Age workshop 
on creativity in advertising. Edgewater 
Beach Hotel, Chicago. 

Aug. 13-14. 3rd Annual Circulation Sem- 
inar for Business Publications, Edgewater 
Beach Hotel, Chicago. | 

Aug. 13-16. Affiliated Advertising Agen- | 
cies Network, annual international meet- | 
ing, Lord Baltimore Hotel, Baltimore. } 

Sept. 5-8. Mail Advertising Service 
Assn., 37th annual convention, Chase- 
Park Plaza, St. Louis. 

Sept, 10-12. Direct Mail Advertising | 
Assn., 4lst annual convention, Chase-Park | 
Plaza, St. Louis. | 

Sept. 15-17. 3rd Annual Newspaper | 
R.O.P. Color Conference, Waldorf-Astoria | 
Hotel, New York. } 

Sept. 22-23. National Business Publica- | 
tions, New York regional conference, 
Ambassador Hotel. 

Oct. 5-9. Outdoor Advertising Assn. of 
America, Hotel Sherman, Chicago. } 

Oct. 9-11. Pennsylvania Newspaper | 
Publishers’ Assn., annual convention, | 
Hotel Roosevelt, Pittsburgh. | 

Oct. 15-17. Point-of-Purchase Adver- 
tising Institute, first national members 
meeting, Hotel Claridge, Atlantic City. 

Oct. 19-21. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. | 

Oct. 20-21. Agricultural Publishers, 
Assn., annual meeting, Chicago Athletic | 
Assn. i 

Oct. 20-21. Boston Conference on Distri- | 
bution, Hotel Statler, Boston. 

Oct. 22-24. Life Advertisers Assn., an- 
nual meeting, Queen Elizabeth Hotel, | 
Montreal, Can. | 

Oct. 23-24. Audit Bureau of Circula- | 
tions, 44th annual meeting, Drake Hotel, | 
Chicago. 

Nov. 16-19. Broadcasters’ Promotion 
Assn., annual seminar, Chase Hotel, St. | 
Louis. 

Nov. 17-19. Southern Newspaper Pub- | 
lishers Assn., annual convention, Boca | 
Raton Hotel and Club, Boca Raton, Fla. 

Nov. 20. Business Publications Audit of | 
Circulation, annual meeting, Hotel Bilt-| 
more, New York. 

Nov. 20-21. National Business Publica- 
tions, Chicago regional conference, Drake | 
Hotel, Chicago. 


Plen Atlanta Merchandise Mart | 


Plans for a multi-million-dollar 
merchandise mart to be built near 
Atlanta has been announced by 
Southeastern Merchandise Mart 
Inc., an organization § recently 
formed by Georgia business men. 
The cost of the market is esti- 
mated at more than $15,000,000. 
Construction is expected to start 
in the fall and will be completed 
in about two years. The new fa- 


i|cility, to be known as the South- 


eastern Merchandise Mart, will 
consist of an 1l-story main build- 
ing and an adjoining exposition 
hall. 


B-I-F Names Meader, Brex 


Charles J. Brex Jr., formerly 


B-I-F Industries, Providence, R.I., 
has been appointed advertising 
manager. He succeeds Davol M. 
Meader, who has been named ad- 
ministrative assistant to G. W. 
Kelsey, vp. B-I-F is a manufac- 
turer of “process instrumentation 
and equipment for the positive 
|control of materials in motion.” 


‘Guide to Directories’ Out 
| A revised, third edition of the 


“Guide to American Directories for | 
|Compiling Mailing Lists” has been| 
published by B. Klein & Co., 23} 
E. 22nd St., New York 10. Klein! 
|has also published a third edition! 
of “Mail Order Business Direc- 
'tory,” which lists 2,700 companies 
seeking products to sell by mail. | 


assistant advertising manager of} The volumes are $15 each. 


EL PASO, TEXAS 
The hub of the Fabulous 
Southwest with retail sales 
for 1957 of 
$724,863,000 
A good place to do business. 


The €1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCKIPPS-HOWARD NEWSPAPER 
EV NG 


It’s easier to forget than to remember. 


That’s why it takes continuity to make your 


advertising memorable. 


The medium most likely to “burn in” your 


millions of sales exposures every day. 
No wonder TV GUIDE gets the aye of 
so many (1007) advertisers. 


CIRCULATION NOW OVER 6,400,000 


sales message is the one that meets the eye most 
often. That’s TV GUIDE. Each copy of TV GUIDE 
gets to 3.8 readers. Each reader picks up 

TV GUIDE more than five times a day all week 
long. The impressive advantage of this 

repeated readership: an opportunity to exploit 


Source: Magazine Reading Trends, Sindlinger & Co., 1957 
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Agency-Client Relations Are 
Explored in ANA Manual 


(Continued from Page 1) 
between advertisers and agencies 
will be included in the book, in- 
cluding the pioneering Reynolds 
Metals contract (AA, Aug. 29, ’55). 

Of the job description phase, the 
basic question is considered to 
be: “Is there a clear understand- 
ing between the advertiser and 
the agency on what advertising is 
called upon to do in the compa- 
ny? ... Do the various people 
who compose the agency team 
and the various people within 
the advertiser organization have 
a common understanding of what 
the company seeks to accomplish 
through its advertising?” 

Other parts of the description 
call for detailing of elements of 
advertising work to be done, and 
what parts of the job will be done 
by advertiser _gnd agency. And a 
rather chilling recommendation 
for the job description principle is 
that it improves understanding 
with the present agency, and acts 
as the first step in the selection of 
an agency, offers a basis for eval- 
uating present agency service, and 
offers a sound approach to deter- 
mining a fair means of agency 
compensation. 


® The methods of General Elec- 
tric Co.—which in May of 1957 
had 50 advertising managers and 
30 agencies—are examined, with 
the responsibilities of agencies 
and the company clearly set 
forth. The GE “suggested guide” 
contains the reassuring note that 
“the advertiser will not engage 
the services of any other ad- 
vertising agency—without' the 
knowledge and consent of the 
agency.” Agencies are adjured to 
“refrain from undertaking adver- 
tising services directly related to 
products similar to or competitive 
with the advertiser’s.” The agen- 
cies are also under instructions not 
to “contact management, market- 
ing or sales personnel of the ad- 
vertiser without the knowledge 
and approval of the manager of 
advertising and sales promotion” 
who, on the other hand, is charged 
with arranging for agency men to 
see the people they want and need 
to see, and he is charged with 
avoiding an “iron curtain” between 
management and the agency’s 
funct.onal people. 

A sample of the GE guide is 
enclosed, as are case histories from 
Olin Mathieson Chemical Co., Na- 
tional Biscuit Co., Cannon Mills 
and Monsanto, as well as an anon- 
ymous company, all tending to 
show how division of advertising 
jobs was accomplished, how the 
agency’s work was laid out, and 
how it was to be evaluated. There 
are words of wit and wisdom from 
Clarence Eldridge, Marion Harper 
Jr. and Charles Brower. 


The guidebook suggests that 
evaluation of agency performance 
begin with a series of questions 
centering on communication: Does 
the information needed to do su- 
perior advertising get through to 
the proper people? 

Later evaluation questions have 
to do with people working on the 
account (are they qualified? do 
they get the information they 
need? etc.); cost control—(does 
the agency stay within the budg- 
et?); quality control (are there 
wide variations in the quality of 
the advertising caused by fre- 
quent shifts of ... agency per- 
sonnel?). 

As examples of agency evalua- 
tion, the guidebook cites a case 
study from General Mills, with a 
sample of the personnel appraisal 
made by General Mills on agency 
contact people (criteria: man- 
agement appraisal, advertising 


leadership, creative appraisement, | 


, technical services and personnel, 
| resources [financial] ). 

| Lever Bros. “Evaluation of 
Agency Service and Performance,” 
which involves formidable check- 
| lists, and delves into agency or- 
\ganization and service, creative 
'and media operations, marketing 
| operations, agency attitudes and 
work habits, personnel and their 
experience is also presented. 

Also included is the opinion of 
jan agency man—Robert D. Hol- 
|brook, chairman of Compton Ad- 
| vertising—on how an agency man- 
jagement evaluates the job it does 
for a client. 


How to Pick an Agency 


The guidebook takes the general 
position that picking a new agency 
is a vital process, and its advice 
is given gingerly—“this chapter is 
not meant to influence the indi- 
vidual advertiser in making his 
selection in any way.” 

New agencies are sought when 
(1) a new advertiser finds he 
needs an agency, (2) an advertiser 
wants an additional agency and 
(3) when he has to replace the 
present agency. 

In fact, under the title of “Is 
This Shift Necessary?” the guide- 
book goes to some length to pre- 
sent questions which should be 
‘asked before additional agencies 
‘are taken on, or an agency is re- 
placed. 

Stress is placed on discussion 
with present agencies. Before an 
jagency is added, for instance, 
“Have we discussed the problem 
\frankly with them (present agen- 
ley) and do we understand how 
| they would handle such an ex- 
pansion?” Again, “Have we re- 
viewed with our present agency 
or agencies their thoughts on 
which outside agencies we might 
consider?” 


= The guidebook is even more 
stern on the subject of replace- 
ment. “To the advertiser who has 
|decided to bring in a new agency 
| to replace his present agency, an 
;even more thorough soul-search- 
ing is in order.” He is warned to 
consider the time and money spent 
in educating agency people to his 
problem. 

The advertiser is urged to list 
his real reasons for replacing the 
agency; to ask himself whether 
these reasons have been reviewed 
with the agency—when and how 
often; to consider whether the 
agency has taken measures to rec- 
tify any undesirable situations; to 
consider whether the agency or 
individuals are at fault; to look at 
how the agency functions on other 
accounts, and see if a lesson can 
be learned from performance else- 
where; and to examine the adver- 
tiser’s responsibility, and whether 
the fault is wholly the agency’s. 


= However, for those hard-bitten 
advertisers determined to proceed 
with the switch, the guidebook 
suggests 17 check-points, rated on 
a “primary need,” “secondary 
need” and “not required” basis, 
ranging from Over-All Business 
Planning and Strategy, through 
Copy Excellence, through Pack- 
age Design Assistance, to the last 
—Domestic and Overseas Branch 
Office Requirements. 

The procedure prescribed for 
choosing an agency is simple: A 
check of agency registers and Ap- 
VERTISING AGE’s billings’ listings, 
then three questions: 

1. What size agency is needed? 

2. What about geographic loca- 
tion? 

3. Should “we automatically rule 
out some of the prospective agen- 
cies because they now handle com- 
petitive products? (Or should we 
ask them anyhow?)” 


But the advice of the guidebook number of 
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agencies—10—made |Contracts should say which or- 


lis simple: Take the clients’ word|scheduling and coordinating diffi-| ganization is liable to suppliers; 
\for the strength of an agency and/cult. It resulted in loading some|in the case of media, it is wise to 


(where possible) talk to two for-| 
mer clients of the agency and find 
out why they are former. 


® The guidebook gives plenty of 
direct advice on presentations, and 
it boils down to (1) give the agen- 
cies all the information they need; 
(2) tell them what the account is 
looking for, and (3) be sure they 
are treated fairly in all respects. 

After the presentations are over, 
the guidebook says evaluation 
should be made on a _ personal 
basis: What kind of people are in 
an agency and do they seem right 
for the advertiser; who will work 
on the account; does the agency 
seem businesslike; do they grasp 
the problem; what was the over- 
all impression? 

When the decision is being 
reached two points are important: 

1. It should be made as soon as 
possible. 

2. It should rest importantly on 
those who will work most closely 
with the new agency. 

Finally, advertisers are advised 
to write to agencies which did not 
get the account and to explain why. 


s As for methods of agency se- 
lection, the guidebook includes the 
case history of Hamilton Watch Co. 
(surely one of the most amicable 
partings on record), and an anon- 
ymous analysis of the basis and 
procedure of an account switch. 

In the same section, the case for 
and against multi-agency arrange- 
ments is summarized. 

The single agency case is sus- 
pended on about three points: 

1. The importance of the ac- 
count within the agency. Many 
advertisers believe that the pro- 
portion of total agency billing they 
represent has an important bear- 
ing on the quality of service they 
get. 

2. Simplicity of operation. The 
budget control, estimating and 
billing procedures are easier to 
achieve, standardize and under- 
stand, and personnel complexities 
are felt to be minimized. 

3. Closer working relationship. 

The fourth point is usually con- 
sidered to be the strong point of 
a multi-agency arrangement— 
avoidance of inter-agency compe- 
tition. In other words, some ad- 
vertisers avoid competition among 
their agencies, and some cultivate 
it. 


= Multi-agency arrangements 
have these advantages: 

1. Availability of broader agen- 
cy experience. 

2. Opportunity for specialization. 

3. It makes the problem of plac- 
ing competitive products made by 
one advertiser much easier—and 
many- advertisers dislike having a 
single agency place competitive 
brand advertising. 

4. The advertisers listed as case 
histories have widely-differing 
views: 


e International Harvester cut 
from four agencies to two, and 
thinks one agency is desirable. It 
thinks competition between agen- 
cies is meaningless. It believes it’s 
better to concentrate in an agency 
and then divisionalize the agency 
—and it believes in an agency 
topped by a creative man. And it 
thinks all agencies become com- 
placent and have a tendency to 
“milk” accounts with the passage 
of time. 


e Quaker Oats likes multiple 
agencies. It had ten at the time of 
the case history, and thought it 
should have fewer in the future. 
It considers competition a good 
thing, and it regards an agency 
with 60-70% of its billing in one 
account as unhealthy. 


e An anonymous company re- 
ported that it had too many agen- 
cies—and some were losing money 
on advertising for the various di- 


visions. It was felt that the large 


issues of magazines, yet quantity 
page rate discounts were being 
missed. 


e Another anonymous account 
said briefly it believes in multi- 
agencies, so long as each has a 
substantial share of business. The 
addition to the coordinating and 
contact load is offset by more good 
counsel, more viewpoints, and the 
chance to check agency perform- 
ance against other agencies. 


Agency Contracts: 
To Have or Have Not 


The guidebook never says flatly 
that a contract is a good idea, but 
it is implicit in the advice it gives 
to advertiser executives. In the 
first place, it makes clear that a 
contractual agreement may exist 
without the existence of a written 
contract. Second, that termination 
is the time when the wisdom of a 
written agreement is apparent. 
Third, that a written understand- 
ing simplifies a great deal. Fourth, 
that if an advertiser and agency 
cannot reach an understanding in 
a contract, it is a fact better dis- 
covered soon than late. Fifth, that 
periodic review of the contract is 
a good idea. 

Contracts (1) establish ground 
rules of the relationship and (2) 
provide a legal basis for financial 
arrangements, termination or oth- 
er obligations which need precise 
definition. 


s The guidebook lays considerable 
stress on the termination, pointing 
out the questions of how long com- 
missions shall be collected, and 
property rights in material created 
by the agency. 

It also warns that an advertiser 
should be cognizant of liabilities 
he may incur through acts of the 
agency. “Confusion exists between 
the word ‘agent’ in the legal sense 
and ‘agency’ as used in advertis- 
ing parlance,” it warns, and an 
advertiser should examine care- 
fully areas in which it is intended 
that the agency shall act legally 
in his behalf. 

The guidebook also says firmly 
that “it is meaningless to nego- 
tiate fees to be paid an agency 
without determining and stipulat- 
ing the services to be performed.” 

And it says—in direct and un- 
mistakable language—‘‘The 1956 
anti-trust consent decree have de- 
stroyed all necessity for consider- 
ing the 15% agency commission as 
an inviolate method of compensa- 
tion.” 

Its advice on termination is: A 
relatively short time is better than 
a long one once parties deem ter- 
mination advisable. 


= It sheds no light at all on the 
question of unused materials, 
merely acknowledging that one 
extreme holds that everything 


prepared for a client belongs to} 


the client, and the other would 
hold that all preparatory work is 
speculative, and that it is uncom- 
pensated until actually used—and 
that, at its ultimate interpretation, 
it might be said that every use of 
materials made by an advertiser, 
before or after termination, of ma- 
terial prepared by an agency ought 
to be paid for. 

“The availability of so many 
different, and incompatible, posi- 
tions which might be taken on 
this subject, each with good sub- 
stance to support it, provides a 
fruitful source for controversy 
which frequently cannot be re- 
solved short of litigation,” it says 
in summary, adding that contrac- 
tual delineation of what will be- 
long to an advertiser and what to 
an agency on termination may pre- 
vent such problems. 


a When it gets around to legal 
liability of advertisers and agen- 
cies, the guidebook takes a fairly 
firm line on suppliers and media: 


recall that not all media attach 
an affirmative disclaimer to their 
contracts which make the agency 
solely liable for media payments. 
Those that do not evidently hold 
the advertiser liable for payment. 
Public liability is usually cov- 
ered by insurance policies. Lia- 
bility for legal action of competi- 
tors is more likely to fall into the 
advertiser area—although it is well 
to allocate responsibility for de- 
fending claims in the contract. 
Cases involving trademark in- 
fringement, unfair competition, 
and false competitive advertising 
usually fall to the advertiser. 


= In areas of potential govern- 
mental action, the guidebook sug- 
gests that an agreement might 
well cover such responsibilities as 
(1) securing evidence necessary 
to support an advertising claim; 
(2) making the decision as to 
whether such evidence is ade- 
quate, and whether to run adver- 
tising based on what evidence is 
available, and (3) defending the 
claim if the government objects 
to it. 

Besides the Reynolds Metals 
contract, sample contracts show 
specific ways of handling problems 
—cooperative advertising, copy 
and market research, an agree- 
ment by an agency to assign cer- 
tain specific individuals to an ac- 
count, termination arrangements 
(including arbitration in the event 
of disagreement), radio and tv 
programming payments, a_per- 
job-fee arrangement, and a com- 
pensation system—annual fee with 
commissions credited against it. 


Financial Arrangements 


This section of the book is pretty 
much how-to. George Farrand, 
treasurer of Young & Rubicam, 
reports on how the agency handles 
billing, client authorization, budg- 
et control procedure, tax aspects 
and auditing. Anderson & Cairns 
clients’ manual is included, and 
Harold Derr, manager of adver- 
tising budget control for P&G, re- 
ports on methods of determining 
the flow and timing of corporate 
funds for advertising. 

Ira Rubel summarizes proce- 
dures and forms which can help 
advertisers and agencies to save 
money by eliminating duplication 
of accounting effort and control 
and make more accurate super- 
vision of advertising expenditures. 

A more interesting exhibit is 
General Electric Co.’s contract spe- 
cifying payment for agency serv- 
ices and material. It shows, for 
instance, that GE pays 15% on 
space and production. 


= In clear and concise detail, GE 
goes on to explain that it doesn’t 
pay for preparation of copy or 
presentations; that it doesn’t usu- 
ally need comprehensives (if it 
does, it will pay for them plus 
15%); that it considers jingles and 
special efforts to be part of the 
agency’s creative service (where 
agreed in advance, it will pay out 
of pocket plus 15% commission) ; 
and that it will pay agency com- 
mission on overtime pay for pro- 
duction of print or broadcast ma- 
terial. 

It will pay a commission on out- 
of-pocket cost for collateral serv- 
ices which the agencies carry be- 
yond the “idea” stage. It will not 
pay for media or copy or motiva- 
tion research, or for test market 
advertising research, or for colla- 
tion or analysis of competitive me- 
dia and copy material. 

Where the agency works on re- 
search outside its assigned area, 
GE will pay a fee mutually agreed 
upon in advance. It will pay net 
costs but no commission on post- 


|age, express, forwarding, packing, 
\ete.; it pays cost but not commis- 


sion on sales taxes, talent payroll 
taxes and travel expenses, # 
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Marketing, too, is easier when the left hand and the right 
hand work together. More and more, in the modern market- 
ing concept, the advertising agency must be concerned with 
the total selling effort. The product talks. The package talks. 
The price talks. The retail channels talk. And the advertising 
talks. If they all talk together it can be a rousing chorus. If 


each goes its own way, even a large budget can seem feeble. 
That's why effective communication on all facets of marketing 
is an increasing part of an agency’s service to its clients. 


M°CANN-ERICKSON, INC. 


World-wide Creative Marketing 
through Better Communication with People 
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-— Total Advertising, in Pages—, 
May Jan.-May Jan.-May 


May 
1958 
Farm Magazines 
Capper’s Farmer .......... 51.9 


Farm & Ranch—Southern nee oe 
7. 


Southeastern Edition 


Southwestern Edition 40.9 
Average 2 Editions ...... 38.8 
Farm Journal: 
Central Edition ...... 93.5 
Eastern Edition ...... 79.8 
Southern Edition ...... 69.5 
Western Edition ...... 86.3 
Average 4 Editions ...... 82.3 
Progressive Farmer: 
#Carolina-Va. Edition 91.4 
#Ga.-Ala.-Fla. Edition .. 94.2 
#Ky.-Tenn.-W. Va. Edition 86.7 
#Miss.-La.-Ark. Edition 88.3 
Texas Edition ........ 93.0 
Average 5 Editions ..... 90.7 
Successful Farming ....... 84.1 
\ | RAR eee 347.8 
Z Not included in totals. 
Monthlies 


Agricultural Leaders’ Digest 
American Fruit Grower .... 
American Poultry Journal: 
Eastern Edition 
Midwest Edition ...... 
Southeastern Edition 
Southwestern Edition 
Pacific Edition 
Average 5 Editions ...... 
American Vegetable Grower . . 
Arkansas Farmer 
Better Farming Methods ... 
|||Breeder’s Gazette 
Broiler Growing 
California Citrograph 
California Farm Bureau Monthly 
The Cattleman 
Cooperative Digest 
County Agent & Vo-Ag Teacher 
Electricity on the Farm .... 
Everybodys Poultry Magazine 
Farm Management 
Farmer-Stockman: 


SNENeIERSSBRRERRERS Rw 
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Oklahoma Edition 32. 
atTexas Edition ........ 30. 
Average 2 Editions ...... 31. 
Florida Cattleman ........ 60. 
Florida Grower & Rancher .. 23.1 


Georgia Farmer .......... 10.7 
tIndiana Farmer's Guide ... 13.6 
Kentucky Farmer ........ 22.8 
tLivestock Breeder Journal: 
Eastern Section ...... 42.7 
Southern Section ........ 56.6 
Michigan Farm News ...... 2.4 
Minnesota Farmer ..... 12.3 
Mississippi Farmer ........ 9.9 
§Missouri Farmer 17.2 
National 4-H News ........ 20.3 
National Hog Farmer ...... 14.1 
National Live Stock Producer 17.6 
Nation’s Agriculture ...... 144 
New Jersey Farm & Garden 45.3 
Ohio Farm Bureau News .... 7.6 
Poultry Tribune: 
Eastern Edition ...... 30.8 
Midwest Edition ...... 30.8 
Pacific Edition ...... 44.1 
Southeast Edition 38.3 
Southwest Edition 36.4 
Average 5 Editions ...... 36.1 
Southern Planter ......... 20.0 
Tennessee Farmer & Homemaker 18.9 
Turkey World ............ 45.4 
Western Dairy Journal ..... 33.4 
Western Fruit Grower ..... 32.5 
Western Livestock Journal: 
Mts. & Plains Edition ... 30.9 
Pacific Slope Edition .... 68.3 
Wyoming Stockman-Farmer 43.1 


1957 


43.1 


17.8 
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286.5 


195.8 


Total Group 
2 Not included in totals. 


1957. ||| 


1,143.9 1,075.7 
+ Became a monthly with the April 1958 issue. 
the Breeder-Stockman and Southern Livestock Journal. 
Changed from a 450-line page to a 429-line page in February 1958. 


-——Total Advertising, in Lines——, 


May 
1958 


22,275 


16,079 
17,548 
16,652 


40,095 
34,232 
29,801 
37,024 
35,288 


62,168 
64,087 
58,968 
60,060 
63,233 
61,703 
_37,855 855 


13,197 
13.230 
18.935 
16.431 
15,595 
15,478 
14,011 
14,760 
19,462 
14,350 
13,650 


13,246 
29.316 
33,754 


6.625.4 6,172.4 579,237 


Newspaper Monthly Farm Sections 


tlowa Farm & Home Register 18.8 
Texas Ranch & Farm ...... 10.4 
Wil, vcs Caw ees <a 29.2 


17.3 
9.6 


26.9 


101.4 
84.2 


185.6 


101.8 18,831 17,663 


May Jan.-May 
1957 1958 
28,343 127,829 
16,447 90,652 
16,091 89,903 
16,308 90,359 
46,318 192,234 
46.246 171,396 
43,602 143,987 
48,250 182,095 
46,104 172,428 
70,445 311,417 
72,051 313,495 
67,198 286,459 
67,576 288,060 
72,011 296,220 
69,856 299,130 
41,375 177,818 

201,986 

6,174 26,717 
11,517 86,155 
11,418 63,360 
11,441 66,084 
12,377 65,054 
12,432 58,520 
12,616 60,502 
12,057 62,724 
10,560 75,009 
11,018 64,839 
15,874 73,048 
7,210 35,205 
18,494 79,419 
15,904 75,950 
11,361 49,084 
29.610 169,934 
2,646 14,327 
10,990 65,755 
5,355 17.145 
12,614 71,711 
10,129 52,359 
18,003 77.423 
16,792 74,516 
17,398 75,970 
24,693 139.572 
16,970 106,739 
10,074 49,225 
15,957 71,533 
21,014 100,303 
137.470 

157.188 

2.978 33.450 
10,956 49.539 
9.162 43 846 
8.494 29.623 
8.281 42.545 
7.250 64 430 
13.014 57.799 
2,814 21,087 
22.205 111.035 
4,210 22,790 
17,903 88,844 
17,549 87.681 
18799 100626 
18.629 98.019 
17.777 88 296 
18.171 92.676 
16.980 94.465 
13 505 71.261 
22.449 119.622 
12.348 86.292 
13,125 79,254 
10,448 101,919 
26,191 201,812 
33,106 160.132 


Jan.-May 
1957 


155,509 


95,081 
100,916 
89,152 


222,287 
227,423 
207,417 
232,305 
222,358 


371,507 
372,100 
347,419 
347,421 
360,734 
359,837 
227,071 


867,564 1,053,927 


31.327 
76,073 


76.854 
76.093 
76 863 
74.391 
75,469 
75,934 
68,854 
71,918 
80,102 
39.900 
90.537 
78,974 
62,062 
174.577 
14,406 
70,494 
20,727 
72,631 
50,368 


96 369 


130,228 
79 828 
75.348 


84,454 
190,919 
156,778 


Commercial Dis- 
play Excluding 


Poultry, Classified 


and Livestock, 
in Lines 


May 
1958 


21,279 


14,474 
16,104 
12,832 


39,066 
33,203 
28,772 
35,995 
34,259 


59,795 
61,951 
56,780 
58,195 
61,059 
59,556 
37,241 


26,306 


May 
1957 


165,167 


553,256 3,340,958 3,170,645 432,478 


101,459 
9,646 84,224 


103,881 
90,202 


447.140 


t Formed by merger in December 1957 of 
§ Changed from a 699-line page to a 420-line page in September 


+ Changed from a 1,020-line page to a 1,000-line page in August 1957. 


—Total Advertising, in Pages——. ————Total Advertising. in Lines———, 
April Jan.-Apr. Jan.-Aor. 
1957 


April 
1958 
Semi-Monthlies (April) 
American Agriculturist 39.9 
Colorado Rancher & Farmer 38.9 
Dakota Farmer .......... 62.3 
WO PONE Skee ced eceese 119.5 
Hoard’s Dairyman ........ 71.7 
Kansas Farmer ........... 42.3 
Michigan Farmer ........ 73.9 
Missouri Ruralist ........ 46.4 
Montana Farmer-Stockman .. 69.7 
Nebraska Farmer .......... 105.5 
New England Homestead .... 49.2 
Se EE acceceecsces 81.0 
Pennsylvania Farmer ...... 56.2 
Prairie Farmer: 
Hillinois Edition ....... 116.3 
ZIndiana Edition ...... 115.4 
Average 2 Editions ...... 115.8 
Rural New-Yorker ........ 31.3 
Wallaces’ Farmer ........ 115.6 
Washington Grange News ... 15.7 


1957 


110.9 
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1958 


April 
1958 


April = Jan.-Apr. 
1957 1958 
24.958 108.438 
31.226 107,102 
63.869 191,352 
86.976 314,122 
50.303 192,543 
41,436 130.861 
49,609 189.474 
42,801 144,689 
56.041 184,938 
80.641 290,939 
31,294 139,465 
63,117 227,931 
40,471 183,529 
82.081 295,966 
81.081 293.780 
81.581 294,873 
22.121 91,344 
88.999 328,809 
16,408 60,858 


Jan.-Apr. 
1957 


101,064 
118.252 
210,197 
325,953 
184,005 
146,724 
188,751 
174,575 
199,250 
307,163 
105,021 
231,070 
180,159 


316,118 
306,112 
311,115 
97,263 
345.385 
64,190 


-—Total Advertising, in Pages——. ———Total Advertising, in Lines———, 
Jan.-Apr. 


April April Jan.-Apr. 
1 1957 1958 
Western Farm Life: 
Reguiar Edition ...... 36.1 35.7 130.8 
Colorado Edition ...... 45.9 40.4 180.7 
Average 2 Editions ...... 41.0 38.0 155.7 
Wisconsin Agriculturist & Farmer 91.0 82.4 304.7 
Vet Cem inc eecsss 1,296.3 1,262.1 


= Not included in totals. 


Advertising Age, June 2, 1958 


‘May Pages and Linage in Farm Publications 


Current Figures for U. S. and Canadian Publications Reporting to Advertising Age 


April 
1957 


Jan.-Apr. April 
1957 1958 


135.5 


Farm Linage Trend. Fives in thousands 


1958 


dan.-Apr. 
1957 


106,265 
141,468 
123,866 
250,921 


3,664,924 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 

in Lines 
April April 
1958 1957 


907,747 875,271 


1958 


May 
are [196] 


1957 


may 


MAGAZINES 


1958 


MONTHLIES 


MAY | 579 


5 


APR.| 671 


1957 


mimes 


SEMI-MONTHLIES 
1958 


APR. | 970 


MAR.| 1,064 


1957 
APR. 


1 
Semi-Monthlies (May) 


Colorado Rancher & Farmer 
Dakota Farmer 
oe. gene eer 
Hoard’s Dairyman 
Michigan Farmer .......... 
Montana Farmer-Stockman .. 
Nebraska Farmer .......... 
New England Homestead .... 
Ghip Omehe ..ctsdansss:. 
Pennsylvania Fai mer 
Wallaces’ Farmer .......... 
Western Farm Life: 
Regular Edition 
Colorado Edition 
Average 2 Editions 
Wisconsin Agriculturist 
& Farmer 
Total Group 


+ Not included in totals. 


Bi-Weeklies (April) 


California Farmer: 
Northern Edition 
Southern Edition 
Average 2 Editions 

Dairymen’s League News .... 


Total Group 
# Not included in totals. 


Weeklies (April) 


tiGeorgia Poultry Times .... 
lowa Farm Bureau Spokesman 
The Poultryman: 
National Edition 
New Jersey Edition 
New England Edition .... 
Dixie Edition 
Weekly Star Farmer: 
Kansas Edition 
Missouri Edition ...... 
#O0kla.-Ark. Edition 
Average 3 Editions 
{Western Livestock Reporter . 


Total Group 


Dailies (April) 


Corn Belt Farm Dailies: 
Chicago Daily Drovers Journal 


-— Total Advertising, in Pages——, 


May 
958 


29.4 


-—Total Advertising, in Pages—, 


April 
1958 


43.2 


256.1 


29.4 


Omaha Daily Journal-Stockman 31.8 


Kansas City Daily 
Drovers Telegram 

St. Louis Daily 
Livestock Reporter 


Total Group 
Quarterlies 


Farm Quarterly 


Published quarterly; spring, summer, autumn and 


Canadian (April) 


Country Guide 
Family Herald ............ 
Farmer's Advocate & 

Canadian Countryman .... 
tFree Press Prairie Farmer . 
Le Bulletin des Agriculteurs . 
Western Producer 


Total Group 


31.7 


19.8 
112.7 


BI-WEEKLIES 


1958 


APR. 
mar. [153 ] 


1957 


May Jan.-May 
1957 1958 
39.6 171.5 
95.2 338.4 
89.0 478.9 
60.7 326.4 
52.8 300.3 
66.3 310.6 
85.1 466.7 
38.1 279.3 
59.0 354.9 
48.2 285.6 
91.9 507.9 
26.0 156.7 
31.4 214.2 
28.7 185.4 
62.1 365.5 
816.7 4,371.4 


April Jan.-Apr. 
1957 1958 
75.5 238.1 
69.1 228.4 
72.3 233.3 
15.9 58.5 
88.2 291.8 
22.5 108.5 
53.4 225.8 
17.4 69.3 
28.9 120.7 
20.9 84.3 
18.1 73.0 
18.8 73.1 
19.8 77.0 
17.8 66.0 
56.4 216.1 
26.4 477.6 


1958 


1957 
238 


Jan.-May 
1957 


May 
1958 


May 
1957 


22,741 29,976 
74,612 
69,776 
44,174 
40,592 
50,159 
64,360 
26,686 
45,320 
37,040 
72,067 


26,232 
23,248 


Jan.-Apr. 
1957 


April 
1958 


April 
1957 


47,537 
45,333 


57,093 
52,295 
54,694 
11,610 


66,304 


53,477 
55,814 
46,789 
52,026 


49,742 21, 098 


WEEKLIES 


are,[260 —] 
MAR. 


1958 


129,843 
265,258 
375,440 
237,600 
230,605 
234,788 
353,028 
195,523 
272,594 
219,346 
398,163 


122,858 


167,935 
145,396 


1958 


177,588 
158,627 


APR. 


-————Tota! Advertising, in Lines———_, 
dan.-May Jan.-May 


1957 


-——Total Advertising, in Lines——— 
dan.-Apr. 


dan.-Apr. 
1957 


191,615 
181,876 
186,746 

45,552 


CANADIAN 
1958 


are. [396] 
man. [a13 —] 


1957 


27,239 
73,410 
64,937 
39,181 
36,401 
44,345 
59,152 
21,180 
40,637 
33,272 
67,788 


17,137 
21,101 
19,119 


546,047 572,202 


April 
1958 


April 
1957 


232,298 


94,290 
217,391 


91,812 
168,011 
111,465 

86,183 


155,736 
169,688 
146,273 
157,232 
115,066 


9,205 6, 496 


244.0 1,375.3 1,030.7 259,931 238,374 1,058,059 1,041,450 156,415 166,771 


+ Changed from a 1,120-line page to a 1,065-line page in June 1957; five issues in April 1958 and four issues in April 1957. 
= Not included in totals. { Five issues in April 1958; four issues in April 1957. 


152.0 62,591 76,277 
166.7 67,662 71,207 


145.0 67,555 70,212 
105.7 42,137 49,442 


290,960 
330,026 


283,913 
200,476 


323,434 
354,662 


308,590 
224,906 


569.4 239,945 267,138 1,105,375 1,211,592 


92.5 


167.8 33,388 34,448 
315.0 80,137 82,747 


192.4 38,274 40,884 
402.7 127,565 114,323 
250.0 45,976 51,628 
225.4 71,155 65,040 


1,553.3 396,495 389,076 1,421,259 1,401,910 244,778 249,609 


35.8 136.7 
33.5 155.1 
33.0 133.4 
23.2 94.2 
125.5 519.4 
— 101.5 
winter. 
47.8 161.5 
84.8 318.4 
58.4 192.0 
108.9 409.8 
73.7 236.4 
60.8 247.6 
434.4 1,565.7 


46,893 


116,254 
310,453 


134,427 
430,338 
164,846 
264,941 


42,735 


120,837 
307,219 


134,679 
422,867 
175,164 
241,144 


60,339 61,283 


33,261 34,106 
62,925 66,077 
45,976 51,628 
40.277 36,515 


t Changed from a 1,050-line to a 1,260-line page in October 1957; five issues in April 1958 and four issues in April 1957. 
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it’s | hygienic» folks 


Everyone knows that you can treat a 
fabric so as to make it resistant to water 
(for instance Cravenetted), or resistant to 
shrinking (for instance Sanforized). But 


not everyone realizes that it can also be 
treated to resist germs, perspiration odors, 
mold and mildew. 

One such process is called Sanitized®. A 
Danish scientist developed it in World War 
I and later perfected it so that it would 
“make any fibroid material antiseptically 
and hygienically fresh.” The chemical used 
is colorless, odorless and doesn't affect fin- 
ishes. It withstands repeated washings and 
dry-cleanings and, today, is used on a wide 
variety of products from lingerie to auto 
upholstery, 


Americans Want and 
Can Afford Big Cars: 
Chrysler’s Nichols 


DETROIT, 


vp in charge of automotive sales, 
said here last week. 
“We have no apologies for the 


approximately 19,000,000 sales in 


keep the whole economy rolling! one of the small cars built for the 
in high gear,” Mr. Nichols said in lanes and by-ways of the European 
a talk before the National Assn. countryside,” Mr. Nichols said. # 


of Credit Men. 


\s He pointed out that an Ameri- 


| with wages from an hour’s work. 
| If Chrysler finds that public de- 
mand justifies producing a smaller 


| American needs and driving condi- 


| 


| 


| 
| 


type of automobile that rang up jcar, “it will be designed to meet | Tatnall Brown, Girard Trust Corn 


Poor Richard Club Elects 


Clyde R. Spitzner, commercial 


May 27—Americans' can car worker can travel nearly | manager of WFIL, Philadelphia, 
want today’s “long, low, fancy,| two and one-half times as far in| has been elected president of the 
big and powerful” cars and can|his American model on gasoline | Poor Richard Club, Philadelphia ad 
better afford them than Europeans | that he could buy for one hour’s/club. Other officers elected are 
can their small economy models, | work than his British counterpart |Edwin R. Cox, Atlantic Refining 
Byron J. Nichols, Chrysler group could travel on gasoline purchased | Co., Ist vp; A. Edward Morgan, 


Foley Advertising Agency, 2nd vp; 
Alfred C. McCrea, Reuben H. Don- 
nelley Corp., secretary, and H. 


Exchange Bank & Trust Co., treas- 


the last three years and helped |tions—not a slavish imitation of |urer. 


61 


it type 


Tens of thousands of artists, 
ad men, printers, editors and 
students have discovered the 
Haberule Visual Copy-Caster 
to be the simplest, fastest, most 
accurate copy-fitting tool ever 
devised. At art supply stores 
or order direct... only $7.50 


HABERULE 


BOX AA-245 + WILTON + CONN, 


We've just got in a new Sanitized prod- 
uct at Wallachs and that’s a terry wrap- 
around for Dad to wear in the bathroom 
or locker room. By means of snaps, one size 
fits any man and it’s just the thing for 
shaving. Big pocket in front. Ask for the 
Terro-Rapp, price 2.50, 


Ate Copriaht 195%, Wathahe 


“AD-VERTORIALS’—Wallachs, New 
York men’s clothing chain, marks 
the 10th year of its essay-style 
campaign with this June 21 ad. The 
newspaper series appears thrice 
weekly in two-column space and 
has built a “home away from 
home” image, Wallachs says. 


New ‘Confidential’ : 
Publisher Steirman 
Plans ‘2-Fisted’ Book 


New YorK, May 27—The new 
editor and publisher of Confiden- 
tial says he will publish “a sen- 
sational magazine that reflects | 
the best traditions of Joseph) 
Pulitzer and William Randolph} 
Hearst.” 

Hy Steirman, a 36-year-old | 
veteran of “the Bowery of the 
publishing business,” heads a 
group of investors that has pur-| 
chased Confidential and Whisper 
from Robert Harrison for an un-| 
disclosed price. Mr. Steirman de- 
clined to say who are his backers, 
or how many there are. 

In a “statement to the press,” | 
Mr. Steirman declared he wanted | 
“to achieve the role of public de- 
fender and stand out as a journal- 
istic gadfly” and that “Confidential 
will continue to make news every 
time it hits the stands. It will have 
a forthright, two-fisted policy in 
bringing stories to the attention of | 
the public—stories that might| 
never be told otherwise.” 


# Mr. Steirman said emphasis will | 
remain on 25¢ newsstand sales, 
with advertising and subscriptions 
a secondary factor in the maga-| 
zine’s operations. He hopes to be 
on a monthly basis within six | 
months. 

Whisper will continue to be pub- 
lished in its present format for 
the present, all attention being 
directed toward Confidential. The 
August, 1958, issue will be the last 
one under the Harrison helm. 

Mr. Harrison’s office reports 
that he is “very satisfied” with 
the sale price and intends to re- 
main in the magazine field. “He’s 
got many plans,” it was indicated. 

Mr. Steirman said he has edited 
pulps and comics for Street & 
Smith, was executive editor of 
Stearn Publications and publisher 
of Quick Digest, a monthly col- 
lection of newspaper columns. He 
has also served as an editor with 
Hillman Publications, including 
People Today, and has been a free- 
lance writer. 

Following its fine and settle- 
ment with the state of California 
last fall and an agreement to stop | 
publishing lurid stories on Holly- 
wood, Confidential circulation has 
been slipping badly. The Audit 
Bureau of Circulations statement 
for the last six months of 1957 was 
1,976,892, compared with 3,269,954 
for the same period in 1956, and 
current sales are thought to be 


Counsel in this case 


POCO e ee eee ee eeeeeeees 


considerably lower. # 


She did it on advice of counsel — 
promptly at eight in the southwest corner. 


MUSKEGON 
*GRANO RAPIDS 


conked off 


was a weather counsel — 


WOOD-TV’s Frank Slaymaker who is looked at and 
listened to with confidence by all WOODlanders. 
When Frank broadcasts in tornado season, it’d be 
well to sleep in the southwest corner of the basement 
out of harm’s way — down goes Chrissie and all 
other sensible WOODlanders (including that needle- 
nosed mutt named Nick). 


If you would have your advertising believed, asso- 
ciate it with people whose word is accepted at face 
value — like WOOD and WOOD-TV personalities — 


like Frank Slaymaker. 


WOOD-TV is first— morning, noon and night, 
Monday through Sunday — November '57 


Grand Rapids ARB 


WOOD-AM is first— morning, noon and night, 
Monday through Sunday —April '57 Grand 


Rapids Pulse 


Everybody in Western and Central Michigan is a WOOD watcher! 


*u 


oe * OAT TES GRRen 
KAUAMaro? 


AM 
TV 


Ee CPS SOMS SPO SOOCHSLSSHSCHSSCEAGPASSESHE SCO CCH HOHELOSOASHESHSOLOSOOESLOSEESESCES OEE 


woo 


WoOODland Center, Grand Rapids, Michigan 


WOOD-TY - NBC Basic for Western and Central Michigan: Grand Rapids, 
Battle Creek, Kalamazoo, Muskegon and Lansing. WOOD - Radio - NBC, 
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t is not particularly surprising that a company whose 


business is involved with other people’s future should 


be astute about insuring its own. 


Convinced that for companies, as well as for people, 
the present is the best time to protect the future, the 
Prudential Insurance Company renewed its schedule 

on the CBS Television Network—a program series which 


averages 23 million viewers each week. 


Each year since 1950 Prudential has placed increasing 
reliance on the persuasive power of network television. 


Last year, for example, it devoted more than two-thirds 


of its entire advertising appropriation to television. 


Prudential buys insurance © 


And apparently with notable success. Prudential reports 
‘Our 22,000 agents throughout the country are proud to 
be associated with CBS Television in a programming 
venture with the scope of The Twentieth Century. 
They consider television a tremendous help in winning 


the confidence of potential policy holders.” 


In the present period of stiffening competition American 
business employs the most efficient sales tools it can get 
—which is why more and more advertisers are announcing 
their renewals on the CBS Television Network each week: 
Lever Brothers, S. C. Johnson, Liggett & Myers, U.S. Steel, 
the Nestle Company and Westinghouse. 


Like Prudential, they find their best insurance in the 


network whose vital statistics reveal that for the past 


68 consecutive Nielsen Reports* it has provided the 


largest nationwide audiences in all advertising. 


THE CBS TELEVISION NETWORK 
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| Flav-R-Straws 
my Appoints Bayard, 
Tastes Gains Ahead 


Mount VERNON, N. Y., May 27— || 
| Flav- R-Straws Inc. has a new ad- 
Bf vertising agency and a new lease 
on life. 

Jere Bayard Advertising, 
| Angeles, has been appointed to 
handle the company’s advertising. 
For the past eight or nine months 
|the company has been advertising 
direct. Prior to that it was with 
Erwin Wasey, Ruthrauff & Ryan. 


iome' six ‘two! 
THATS PORTLAND MAINE 


Portland is number one in the Portland i is number two of all 
i U. S. among cities under y testing cities in New England 
150,000 population; an ideal 


testing atmosphere for any 


Portland is number two of all | 
testing cities in New England | 
regardless of size; thus the " 


regardless of size; thus the 


ideal city in an ideal market ideal city in an ideal market 


|rumored to be having some dif- 
\ficulties and there were reports) 
of an impending sale. Sales man-| 
ager Bernard O’Brien told ApDvVER-| 
TISING AGE that the company is no) 
longer entertaining any thoughts 
of sale and said there has been a 
tremendous upswing in business 
during the past three months. 
|Sales have quadrupled over what 
|they were last October, Mr. 
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| SELF-SERVICE—Wen-Mac Corp., Los 
Angeles, is packaging its miniature 
engine-powered airplanes in a 
| “plastic dome”—the first time, 
Wen-Mac believes, that such a 
| large product has been packaged in 
a self-service container. 


O’Brien said, though he would 
‘not reveal what they were. 

He explained the company’s 
previous straits by pointing out 
that Flav-R-Straws was “barren 
of orders” because of overstocked 
conditions of its retailers. This 
was brought about by excessive 
dealer promotion which, for ex- 
ample, resulted in some dealers 
ordering 250 cases of the product 
when 25 cases would have been 
sufficient. Current sales are very 
favorable, and the company is in- 
creasing its consumer advertising, 
he added. # 


Occidental Insurance 
Sets New Print Push 


Los ANGELES, May 27—The Oc- 
cidental Life Insurance Co. of 
California will launch a national 
advertising campaign June 21, 
centered around a new term, 
“Change-Easy,” which promotes 
the flexibility of the company’s 
policies and riders. 

The campaign will include 
junior pages in The Saturday 
Evening Post and Maclean’s Maga- 
zine, pages in Time, and quarter- 
pages, devoted to group insurance, 
|in the Wall Street Journal. 

Headlines for all ads devoted to 
individual insurance will be “Your 
| life changes . . . you need Occiden- 
| tal Change-Easy insurance.” I]- 
| lustrations and copy will dramatize 
typical events which result in new 
insurance needs—marriage, ad- 
ditions to the family, children 
entering school. 


= H. Dixon Trueblood, vp in 
charge of public relations and ad- 
vertising, said the ads will point 
out that “the best kind of insur- 
ance is extremely flexible and can 
be adapted and expanded as the 
needs of a growing family arise.” 

Occidental is the nation’s 12th 
largest insurance company in 
terms of insurance in force. Re- 
ported 1957 sales were $1.2 billion. 
At the end of the year the company 
had $7.2 billion of insurance in 
force. 

Stromberger, LaVene, McKenzie, 
Los Angeles, is the agency. # 


Weeklies’ National Ads Down 

National ads in weekly newspa- 
pers in the first quarter of 1958 
dropped 34% below the like period 
last year, an American Press sur- 
vey indicates. Chief cause for the 
drop was the sharp decline of au- 
tomotive ads. National ads, how- 
ever, reportedly account for only 
about 6% to 9% of the weeklies’ 
advertising and the remaining 
percentage of local advertising is 
still reportedly strong. 


Newcomb & Sammons 
Sponsors Report Contest 

Its fifth annual contest for the 
best annual reports for employes 
in industry is being conducted by 
“The Score,” a monthly report to 
management on employe commu- 
nications published by Newcomb 
& Sammons, 224 E. Ontario St., 
Chicago 11. This year’s contest 
closes July 31. 
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—and especially 
in the West where 
greater manpower, 
broader experience 
and contacts pay 


off for publishers. 


Offices in San 
Francisco and Los 


A PUBLISHERS’ REP 
CAN SELL IT BETTER! 


Angeles. 4 
ll-state coverage. Py 
ae 


“Mo” Kimball, Pres. 


Calitornia NIAA Elects 


Francis F. Allen, president of 
Allen, De St. Maurice & Spitz, San 
Francisco, has been elected presi- 
dent of the Northern California 
chapter of the National Industrial 
Advertisers Assn. Other new of- 
ficers are David McDonald, Erwin 
Wasey, Ruthrauff & Ryan, Ist vp; 
William Majors, Majors & Mat- 
toch, 2nd vp, and Cliff Badger, J. 
Walter Thompson Co., secretary- 
treasurer. 


Triplett Joins Bresnick 

Robert C. Triplett has joined 
|Bresnick Co., Boston, as an ac- 
count executive. He formerly was 
merchandising specialist in expo- 


LOS ANGELES * 2550 Beverly Boulevard | sure meter sales for General Elec- 


| tric Co. 


Motive Studies 
Heighten Precision 
of Ad Plans: Henry 


New York, May 27—One reason 
why McCann-Erickson’s London 
office has more than trebled its 
billings (now around $8,000,000) 
in the past five years has turned 
up here in hard covers: ‘Motiva- 
tion Research” by Harry Henry 
(Frederick Ungar Publishing Co., 
$5). 

Mr. Henry is McCann’s research 
director in London, and his book 
is a basic guide to motivation re- 
search, explaining what it is and 
how it can be used. 

“Motivation Research” is enliv- 
ened by examples from British re- 


search studies and is notable for its 
down-to-earth, no-nonsense ap- 
proach to a “controversial” sub- 
ject. Mr. Henry also uses irony to 
good effect. 

The author does not equivocate 
about motivation research. He con- 
siders it a highly effective business 
tool. At the same time, he is not an 
evangelist for motivation studies, 
nor an indiscriminate trumpeter of 
their virtues. He announces at the 
start: 


a “While it would be absurd to 
suggest that effective advertising 
can never be executed without mo- 
tivation research, it is none the 
less true that these methods of 
gaining deeper insight into why 
people behave as they do, and how 
best they can be persuaded to be- 


Clark Candy, too, has spread the name and fame of its Home City—Pittsburgh. 
Though we’re known as the “Workshop of the World,” this famous name 
helps point up the diversity of Pittsburgh industry. Clark, of course, is 

still another world known firm whose growth has helped Pittsburgh become 
America’s eighth largest market! 


More than 3 million people spend more than 3% Dillion retail dollars here 


IT COSTS LESS TO SELL MORE IN THE 


Pittsburgh Post-Gazette 


REPRESENTED NATIONALLY BY MALONEY, REGAN AND SCHMITT 


annually. And more and more advertisers are using the power of the 
Post-Gazette to get an increasing share of this market. Proven by the fact 
that in six out of the past seven years the Post-Gazette was the only 
daily newspaper to reach all-time highs in advertising—and set an all time 
high in retail advertising during the first quarter of 1958. 
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have differently, make it possible 
to plan campaigns with consider- 
ably more precision and with a far 
greater assurance that effort is be- 
ing exerted in the right direction, 
than has been the case hitherto.” 

And he adds: “Motivation re- 
search is not a magic wand which 
has to be merely waved around for 
everything to turn immediately in- 
to gold. It is a technique for dis- 
covering basic facts on which ac- 
tion may be based, for suggesting 
what ought to be done to produce 
a certain effect.” 


s Mr. Henry recognizes as valid 
much of the criticism leveled at 
motivation research by Alfred Po- 
litz. However, he says the trouble 
with the Politz approach is that it 
is “liable to throw the baby away 
with the bath water.” 

As for Ernest Dichter, he says: 
“. . . There appears to be a con- 
siderable difference between the 
methods he uses as they are de- 
scribed by himself and as they are 
described by his critics! His more 
recent pronouncements indicate 
that he is paying at least lip serv- 
ice to the need for adequate vali- 
dation and quantification, for 
adequate study of the full circum- 
stantial background of any mar- 
keting problem, and for the other 
safeguards which have been dis- 
cussed in the earlier pages of this 
book. How far this affects his prac- 
tice is something which can only 
be verified by his clients or his 
collaborators.” 


s Mr. Henry dismisses the Vance 
Packard type of criticism as an 
attack “directed not so much at 
motivation research itself as at the 
commercial purposes for which it 
is used; the techniques themselves 
only come under fire because they 
are regarded as highly efficient 
tools to a basically undesirable 
end.” 

Mr. Henry joined McCann- 
Erickson in 1954. The agency has 
since developed what is generally 
acknowledged to be one of the 
leading research departments in 
British advertising. + 


Miller Freeman Names Vogeno 
to Head European Operations 

Miller Freeman Publications has 
established European representa- 
tion in Cologne, Germany, and has 
appointed Dr. Walter F. Vogeno as 
director of European operations for 
the company’s group of business 
and technical publications. Dr. Vo- 
geno was formerly with Klockner- 
Humboldt-Deutz AG, German 
maker of mineral dressing and 
process equipment. 

William B. Freeman, president, 
says, “The expanded program of 
Miller Freeman Publications in 
Europe will involve establishment 
of similar facilities in the United 
Kingdom; it recognizes the grow- 
ing technological development oc- 
curring in Europe.” 


Bill to Curb Sales of 
Dailies Killed in R. I. 

The Rhode Island legislature 
has killed a bill which would have 
banned from public highways any 
stands used for selling merchan- 
dise, periodicals, or newspapers, 
except those used to sell religious 
information, meats or vegetables. 
The legislation would have af- 
fected downtown newspaper stands 
and the sidewalk devices used by 
the Providence Journal at bus 
stops. 


Allied, Wagner Merge: 
Emery Gets Account 

Allied Research Products, Balti- 
more, and Wagner Bros., Detroit, 
have merged under the Allied 
name with headquarters in Balti- 
more and administrative offices in 
Detroit. Advertising for the 
merged metalworking supplier 
companies will be handled by Em- 
ery Advertising Corp., Baltimore, 
agency for Allied. 
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Mark Seelen, 64, 
Retired Art Head 
of OAI, Is Dead 


New York, May 27—Mark B. 
Seelen, 64, retired vp and art di- 
rector of Outdoor Advertising Inc., 
died May 24, presumably of a heart 
attack, at his home in Bronxville, 
N.Y. 

Born in Moberly, Mo., Mr. See- 
len studied at the University of 
Chicago and the St. Louis School of 
Art before joining Poster Advertis- 
ing Co. here. He also was associat- 
ed with General Outdoor Advertis- 
ing Co. for a time before joining 
OAI as western art director in Chi- 
cago in 1931. He was named a vp 
and general art director in 1945 
and retired in 1956. 

He was one of the founders of 
the Art Directors Club of Chicago 
and was active for several years in 
the Advertising Council. 


FRANCIS B. MALLORY 

New York, May 27—Francis 
Bolton Mallory, 60, author, editor 
and advertising copywriter, died 
May 22 after a short illness at 
Roosevelt Hospital. 

Born in Batavia, Ill., Mr. Mai- 
lory attended the University of 
Illinois, but left college to serve 
as a lieutenant in the Army Air 
Corps during World War I. Later 
he was graduated from Princeton 
University, where he also took his 
master’s degree, then taught Eng- 
lish at Georgetown University be- 
fore joining the old New York 
World as a special feature writer. 

He left newspaper work to be- 
come advertising manager of the 
Bigelow Carpet Co., and later 
joined Erwin, Wasey & Co. as a 
copywriter. 

In 1928 he became editor of 
Life, then a periodical of humor, 
whose logo later was bought by 
Time Inc. After the sale of the 
magazine, Mr. Mallory became a 
screen writer and collaborated on 
the scripts of many motion pic- 
tures. 

He went to Acapulco, Mexico, 
where he established a pearl-div- 
ing company, and remained in 
Mexico for more than 20 years. 
He contributed articles and short 
stories to magazines and also con- 
tinued to write movie scripts until 
a short time before his last illness 
which brought him to New York 
for medical treatment. 


F. W. BONFILS 

DENVER, May 27—Maj. F. W. 
Bonfils, 62, retired business man- 
ager of the Denver Post, died May 
21 of hepatitis, a liver ailment, at 
St. Joseph’s Hospital. 

Maj. Bonfils was born F. W. 
Walker, but changed his name to 
Bonfils when he was adopted by 
his uncle, the late F. G. Bonfils, 
publisher of the Post. Maj. Bonfils 
was graduated from the U.S. Mil- 
itary Academy in 1916 and saw 
service in France during World 
War I. He later did graduate work 
at Massachusetts Institute of 
Technology, and later served with 
the Army’s corps of engineers at 
Cincinnati, where he handled en- 
gineering projects along the Ohio 
River. 

He resigned from the Army in 
1924 and joined the Post as as- 
sistant to the publisher. He was 
named business manager of the 
newspaper in 1926 and continued 
in that capacity until he retired 
in 1951. Between 1937 and 1940 
he commanded the 120th observa- 
tion squadron of the Colorado Na- 
tional Guard. 


FRANK R. LEWIS 
Toronto, May 27—Frank R. 
Lewis, 54, Toronto advertising 


manager for Thomson Newspapers, 
died suddenly May 17. He began 
his career with the Winnipeg Trib- 
une and came to Toronto in 1941. 
Later he transferred to Montreal; 


|r yates 
a 


he joined the Thomson chain in| ABC Film Names Sherwood 


Toronto three years ago. He was a 
member of the Toronto Advertis- 
ing & Sales Club. 


GEORGE GORDON 

TorRONTO, May 27—George Gor- 
don, account executive with J. J. 
Gibbons Ltd., Toronto agency, died 
May 17. Born in Manchester, Eng- 
land, Mr. Gordon came to Canada 
in 1907. He had been with the Gib- 
bons agency for almost 48 years. 


Alex Sherwood, previously with 
RKO Television, has been appoint- 
ed southern and southeastern sales 
representative for ABC Film Syn- 
dication, New York, tv film dis- 
tributor. 


WFOX Names Zimmermann 
Carl Zimmermann has been ap- 
pointed manager of WFOX, Mil- 
waukee radio station. He formerly 
was manager of WISN, Milwaukee. 


Dro Launches Spot Drive 

Dro Inc., New York, will launch 
a summer-long minute spot radio 
and tv drive for its insecticides in 
New York, Philadelphia, Baltimore 
and Washington. Kenneth Rader 
Co. is the agency. 


Ray Carr Organization Moves 

Ray Carr Organization, Port- 
land, Ore., agency, has moved to 
larger quarters at 1600 S. E. An- 


keny St. 
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McClellan Gets Calex Line 


McClellan Advertising Inc., Mas- 
sapequa, N.Y., has been named to 
handle advertising for the vending 
machine division of Calex Mfg. 
Inc., Amityville, N.Y. 


Nelson Adds KIOA 

Nelson Advertising Co., Des 
Moines, has been appointed to 
handle advertising and public re- 
lations for KIOA, new Des Moines 
radio station. 


PURDE-aUAS 


fits Dove’s marketing plan... 


It’s no secret that Dove’s very extensive advertising has one simple objective. 
That objective is: to move the most Dove per dollar from stores to homes. 
Toward that end, PURSE-SUASION gives Dove’s advertising dollars un- 
usual selling power. Dove likes the sight plus sound plus motion of Television. 
Dove also likes daytime frequency, with a great many convincing sales 
messages every week...and Dove likes PURSE-SUASION rates... and 
PURSE-SUASION results. 


That’s why PURSE-SUASION has become part of Dove’s schedule in so 


BLAIR-T 


NEW YORK CHICAGO 
TEmpleton 8-5800 SUperior 7-2300 
ST. LOUIS DALLAS 
CHestnut 1-5686 Riverside 1-4228 


many major markets. 


Put PURSE-SUASION’S selling power at work for you. 
Phone Blair-TV now for the complete, exciting details. 


Television’s First Exclusive 
National Representative 
BOSTON DETROIT 

KEnmore 6-1472 WOodward 1-6030 


LOS ANGELES SAN FRANCISCO 
DUnkirk 1-381) YUkon 2-7068 


Blair-TV represents these major-market stations: 


WABC-TV — New York KING-TV — Seattle-Tacoma 
WBKB — Chicago WPRO.-TV — Providence 
KTTV —Los Angeles WCPO.-TV — Cincinnati 
WFIL-TV — Philadelphia KGW-TV — Portland 
WXYZ-TV — Detroit WDSU-TV — New Orleans 
WHDH-TV — Boston WFLA-TV — Tampa 
KGO.-TV — San Francisco WBNS-TV — Columbus 


WIIC — Pittsburgh 


WMCT — Memphis 


KTVI — St. Louis KFRE-TV —Fresno 
“Gna WEWS — Cleveland WOW.TV — Omaha 
WJZ-TV — Baltimore WNBF-TV — Binghamton 
SEATTLE KFJZ-TV—Dallas-Ft. Worth | WFBG-TV—Altoona 
MAin 3-4270 WNHC.TV — Hertford-New Haven 
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|Scranton Buys Hal Roach 
| Studio in New Expansion 


| Seranton Corp., Scranton, 
lelectronic manufacturer, 


SWEET 
MARKET 
OF 


NEW 
ENGLAND 


Purchasing 
Power: 


OVER $550 
MILLION 


ONE ORDER— 
ONE BiLL— 

ONE BUY FOR 
VERMONT! 
Address: Rm. 516, 
Statler Office Bidg., 
Boston 16, Mass., 
for information on 
the Key Vermont 
Daily Newspapers. 


VERMONT ALLIED DAILIES 
* Barre Tivnse * Bennington Banner 


4 


) |ity phonographs. 


pa 


Free Press 
Brattleboro Reformer * Rutland Herald 
* St. Johnsbury Caledonian-Record 


| tion in 1948. 


Pa., 
has ac- 
quired all outstanding stock of the 
|Hal Roach Studios, Culver City, 
Cal., and will operate the studios as 
a wholly-owned subsidiary. F. L. 
| Jacobs Co., Detroit manufacturer 
of automotive parts, is the major 
4 |Scranton stockholder, and the ac- 
\:|quisition of the Roach Studios is 
\\its second major move in the en- 
't\tertainment field. Jacobs recently 

‘acquired Symphonic Electronics 
Corp., manufacturer of high fidel- 


i | Hal Roach Jr. will continue as 
4 \|president and executive producer 
of the new Scranton division, 
which will expand its schedules of Roebuck & Co.. told the Philadel- 
tv film production and feature : 
length movies for theater distri- 
bution. Distribution and syndica- 
tion departments will be added to|to deliver the annual Parlin Mem- 
the quarter-century-old film stu-|orial Award lecture after receiv- 
dio, which converted to tv produc-|ing an award for outstanding con- 


Compute Variance 


Wharton School’s Cox, 
Houser Are Winners of 
AMA’‘s ‘58 Parlin Awards 


PHILADELPHIA, May 28—Adop- 
\tion of a unit advertising amount 
in the cost projection of a product, 
and then keeping an advertising 
variance account, would sharpen 
the advertising executive’s analy- 
sis and appraisal of the advertis- 
ing dollar, Theodore V. Houser, 
retiring board chairman of Sears, 


phia chapter of the American 
Marketing Assn. last night. 
Mr. Houser was one of two men 


tributions to the advancement of 
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WESTINGHOUSE BROADCASTING COMPANY, INC, 
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from Projected 


Unit Ad Cost, Sears’ Houser Advises 


marketing. The other lecturer was 
Reavis Cox, chairman of the mar- 
keting department of the Univer- 
sity of Pennsylvania’s Wharton 
school. 

The Sears board chairman ad- 
mitted that a perennial problem 
facing those engaged in market- 
ing is the evaluation of advertis- 
ing. 


# “I was brought up in a school 
where advertising, just like any 
other element of business expense, 
had to justify its cost by demon- 
strable results,” he said. “I realize 
that there are many situations 
where this viewpoint does not 
apply, but I do think that the 
objective to be accomplished by a 
given advertisement should be 
kept clearly in mind.” 

For instance, he said, some pro- 
grams are aimed at pre-selling; 
others are psychological weapons 
in the competitive war; while oth- 
ers have the more intangible jus- 
tification of building prestige. 

Mr. Houser said the greatest 
single opportunity for improve- 
ment in the whole field of the dis- 
tribution segment of marketing 
lies in the area of stockkeeping. 

The speaker warned that the 
salesman who oversells the retail- 
er is actually doing a disservice 
to the manufacturer he represents. 

“If one could counsel with each 
retailer as to just what range of 
product would be most suitable, 
taking into account sales volume 
and floor space, and then have 
some means whereby that store is 
always in stock and not worried 
about overstocks, a greater selling 
force than any advertising or sales 
promotional device would be cre- 
ated,” he added. 

Mr. Houser admitted that large 
chains, with greater control, are a 
long way from solving this prob- 
lem. 


= At a press conference, Mr. 
Houser discussed the use of neigh- 
borhood newspapers as a potent 
supplemental ad force. He advo- 
cated the use of radio and tv for 
local promotions, but he said Sears 
plans to continue its national 
consumer advertising program 
launched last year to build up the 
quality of goods the chain sells. 
Sears used Life, The Saturday 
Evening Post and Better Homes 
& Gardens. 

Mr. Cox told ADVERTISING AGE 
that one of the big problems posed 
by the movement of the popula- 
tion to the suburbs is what is go- 
ing to happen to advertising me- 
dia when “they don’t have a clear 
and distinct city.” 

He said this movement out of 
the big cities is posing problems 
for media, possibly to the advan- 
tage of community weeklies. 

Dilman M. K. Smith, of Opinion 
Research Corp., was elected pres- 
ident of the Philadelphia chapter. 
Alfred Tweltridge, Scott Paper 
Co., was named lst vp, and F. P. 
Minelli, Yale & Towne, 2nd vp. 
Janes N. Baen, Gray & Rogers, 
was elected treasurer; Mary Eliza- 
beth Powers, Curtis Publishing 
Co., secretary. New directors 
jnamed are James Cross, Sun Oil 
'Co.; Ruth Mickey, Atlantic Refin- 
‘ing Co., and Ted Novak, Alderson 
| Associates. 


MARKET WITH FACTS, 
NOT HUNCHES: BURYAN 
Cuicaco, May 29—Marketing is 
a science rather than an art, and 
modern marketing men must base 
their decisions on market research 
data rather than hunches, E. F. 
Buryan, vp of marketing, W. A. 
Sheaffer Pen Co., said here last 
night. 
“The modern marketing man, | 
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for instance, can’t play hunches 
every day,” Mr. Buryan said in a 
talk before the Chicago chapter of 
American Marketing Assn. “He 
must use long range market re- 
search methods if his company is 
to be able to adjust easily from 
sellers’ to buyers’ markets. 

“He must use sales analysis and 
cost analysis to control the mar- 
keting operation. In short, he has 
to have the right product at the 
right time and sell it the right 
way. For that, hunching is grow- 
ing less important, I think. 

“And such scientific aids as 
market research are becoming 
more important. In place of the 
‘hunch,’ opportunistic evaluation of 
trends is the by-word here.” 


8 Discussing the numerous and 
rapid changes in today’s market- 
ing picture, Mr. Buryan said his 
company discovered that Lady 
Sheaffer pens can be distributed 
through such new outlets as cos- 
metics counters, fashion shops, 
boutique shops, gift counters and 
jewelry counters in addition to 
traditional outlets. 

He also pointed out that Sheaf- 
fer currently is embarked on a 
joint sales promotion campaign 
with the manufacturer of a dress 
line. During the push, Sheaffer 
salesmen will sell both Lady 
Sheaffer pens and dresses. “The 
pen business would not have 
dreamed of such a project a few 
years ago,” he said. 


s The chapter’s honor award for 
outstanding contributions in mar- 
keting was presented to Hubert A. 
Zielske, Foote, Cone & Belding, 
for his paper, “A Study of Adver- 
tising Scheduling.” This will be 
published by the AMA. 

The merit award went to Gor- 
don Keswick, Needham, Louis & 
Brorby, for his paper on “Sub- 
liminal Advertising,” an evalua- 
tion of its effectiveness. 

New officers of the club include 
Dik Twedt, account executive, Leo 
Burnett Co., president; A. J. Kin- 
ard, supervisor of product testing 
department, Quaker Oats Co., Ist 
vp; J. A. G. Robinson, manager of 
market research and analysis de- 
partment, Acme Steel Co., 2nd vp; 
Gene Blackwell, manager of Chi- 
cago promotion and research de- 
partment, American Weekly, treas- 
urer; Joe Rabin, assistant director 
of market research, Paper Mate 
Co., corresponding secretary, and 
Betty Nicholas, research director, 
Arthur Meyerhoff & Co., recording 
secretary. + 


Doherty, Clifford Elects 
Hulshizer, Boosts Rockwell 
Eugene Hulshizer, account ex- 
ecutive at Doherty, Clifford, Steers 
& Shenfield, New York, has been 
elected a vp of the agency. A gro- 
cery products specialist, Mr. Hul- 
shizer joined Doherty, Clifford re- 
cently from Calkins & Holden. 
John Rockwell, a Doherty, Clif- 
ford vp, has been appointed ad- 
ministrative assistant to William 
E. Steers, president of the agency. 


Fairchild Buys ‘Hat Lite’ 

Fairchild Publications, New 
York, has purchased Hat Life, a 
monthly, from Hat Life Inc. and 
will include it in a regular head- 
wear section in Men’s Wear. No 
rate increases are scheduled. 


Maco Book Open to Ads 

Guns & Hunting, a quarterly 
published by Maco Magazines 
Corp., New York, will accept ad- 
vertising beginning with its fall 
issue. Rates will be based on $600 
a b&w page. 


Y&R Boosts Bond 


Edward L. Bond Jr. has been 
appointed manager of the contact 
department at Young & Rubicam, 


New York. He will retain his pres- 
ent post as vp and account super- 
visor at the agency. 


Adi 
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Weiss 


FRIENDLY—A preview of the 34-agencies’ exhibit at 
Anderson & Cairns, New York, was attended by 
executives of several New York agencies. Shown 
here with John A. Cairns, A&C president, and T. 
Hart Anderson, chairman, are Sidney M. Weiss, 


Cairns Ely 


Hoyt, president, 
Ely, president, 


Anderson, Cairns Show 
Boosts Medium Shops 


(Continued from Page 3) 
‘total advertising concept’ may not 
be readily understood. 

“However,” he says, “we sus- 
pect it will carry a familiar ring 
to a few oldtimers in the business 
who can remember when it was 
still the agency’s primary func- 
tion to produce good advertising, 
and when it was still the corporate 
advertising manager’s function to 
seek it out wherever he could find 
it. 

“This whole approach started a 
year ago at the Four A’s Group 2 
work session at White Sulphur 
Springs, with Larry Wherry, pres- 
ident of Wherry, Baker & Tilden 
of Chicago, as chairman. At that 
meeting,” Mr. Cairns says, “the 
conviction began to take shape 
that the Group 2 agencies, over 
the past few years, have been 
contributing a disproportionately 
high share of the fresh and ar- 
resting new advertising concepts 
and winning a_ correspondingly 
high share of the advertising 
awards. 


s “This resulted in the interview 
with me which ADVERTISING AGE 
published Feb. 10, ’58, titled, ‘Me- 
dium agencies are more creative, 
more effective than big ones.’ This 
in turn led to a wholly new con- 
cept for the Group 2 meeting at 
the Greenbrier April 24. 

“On the committee for that 
meeting were W. W. Neal, presi- 
dent of Liller, Neal & Battle, At- 
lanta; E. T. Morris, president of 
Meldrum & Fewsmith, Cleveland; 
Gus Bowman, president of Byer 
& Bowman Advertising Agency, 
Columbus; Martin Zitz, president 
of Henri, Hurst & McDonald, Chi- 
cago, and myself as chairman. 

“Prior to the meeting,” Mr. 
Cairns says, “each agency presi- 
dent in the group was asked to 
send along an advertisement which 
represented one of his agency’s 
best creative efforts of the past 
year. These ads—some 40 in all 
—were mounted in two large pan- 
els on either side of the group 
meeting room. 

“Over the doorway we hung a 
sign, reminiscent of Earl Carroll’s 
old ‘Vanities,’ carrying the legend 
‘Through these portals pass the 
hottest agencies in America.’ The 
display of ads was so effective it 
was decided to exhibit it at mem- 
ber agencies’ offices throughout 
the country. 

“In addition,” Mr. Cairns says, 
“we have received requests for 
the exhibit from art directors’ 
clubs, university groups and local 
publishers’ and advertisers’ asso- 
ciations. 


= “It may be necessary to get 
five or six shows on the road at 
once,” he says, “so that each ma- 
jor market can be properly cov- 


ered within the calendar year. 

“We also are considering the 
feasibility of setting aside one 
month next year as a sort of Total 
Advertising Concept Month, hav- 
ing simultaneous displays appear- 
ing in many cities at the same 
time. We think we may have 
started something that will be 
good for the public, good for the 
advertiser and good for the agen- 
cy business.” 

What is this “total advertising 
concept” idea? Mr. Cairns was 
asked. 

“Under this concept,” he replied, 
“it is possible for any agency, re- 
gardless of size, to be admitted, 
figuratively, to the creative King- 
dom of Heaven. We have a simple 
three-ply credo which goes some- 
thing like this: 


e 1. “It’s the size of the adver- 
tising idea that counts, not the 
size of the shop that produced it.” 


e 2. “It’s the size of the impact 
of that idea, not the size of the 
agency’s bank balance.” 


e 3. “It’s the size of the service, 
measured 
not the size of the organization 
chart.” 


a “So,” Mr. Cairns explained, “we 
who are members of Group 2 say 
that Kraft Foods’ campaign is not 
necessarily bad because it came 
from J. Walter Thompson, now 
billing over $200,000,000, nor the 
Dansk campaign necessarily good 
because it comes from Irving Ser- 
wer, billing about $3,500,000. We 
are even willing to view without 
prejudice the fine creative work 
done for El Al Israel Airlines by 
Doyle Dane Bernbach in the $20,- 
000,000 billings class. 

“All we ask, as I told you in 
February, are fundamental an- 
swers to such questions as: How 
good is your advertising product? 
In what way do you contribute 
to the profits of your clients? 
How many award-winning cam- 
paigns have you developed in the 
past five years?” 

The agencies included in the 
current exhibit, in addition to An- 
derson & Cairns, are: 


# Aitkin-Kynett Co., Philadelphia; 
Frank Block Associates, St. Louis; 
Bozell & Jacobs, New York; Bu- 
chen Co., Chicago; Byer & Bow- 
man Advertising Agency, Colum- 
bus; Harold Cabot & Co., Boston; 
Clark & Bobertz, Detroit; Cohen 
& Aleshire, New York; Fitzgerald 
Advertising Agency, New Orleans; 
Clinton E. Frank Inc., Chicago; 
Gray & Rogers, Philadelphia; 
Griswold-Eshleman Co., Cleve- 
land; Guild, Bascom & Bonfigli, 
San Francisco; Henri, Hurst & 
McDonald, Chicago; Charles W. 
Hoyt Co., New York; Joseph Katz 
Co., Baltimore; Kleppner Co., New 


Keyes Anderson 
president, Lewin, Williams & Saylor; Winthrop 


in client satisfaction, | 


Nan Sat 4 tee 


Kleppner 


Charles W. Hoyt Co.; Dr. De Forest 
William Douglas McAdams Inc.; 


Stanley J. Keyes Jr., president, St. Georges & Keyes, 
and Otto Kleppner, partner, Kleppner Co. 


York; C. J. LaRoche & Co., New 
York; Lewin, Williams & Saylor, 
New York; Liller, Neal & Battle 
Advertising, Atlanta; Earle Lud- 
gin & Co., Chicago; Marsteller, 
Rickard, Gebhardt & Reed, Chi- 
cago; Meldrum & Fewsmith, 
Cleveland; Needham & Grohmann, 
New York; Noyes & Co., Prov- 
idence; Rippey, Henderson, Buck- 
jnum & Co., Denver; St. Georges & 
|Keyes, New York; VanSant, Dug- 
dale & Co., Baltimore; Waldie & 


|McAdams Inc., 


Briggs, Chicago; Wherry, Baker &| ager, General Foods Corp., and 
Tilden, Chicago; William Douglas| Trevor H. White, vp, Club Alumi- 


New York, and 
Winius-Brandon Co., St. Louis. # 


Office Appliances Co. 
| Names Calkins & Holden 


Office Appliances Co., Chicago, 
publisher of Office Appliances and 
the forthcoming Management & 
Business Automation (AA, May 
12), has appointed Calkins & Hol- 
den, Chicago, to handle its adver- 
tising. There had been no agency 
for Office Appliances for some 
time. 

The publisher plans to start a 
campaign in the fall for the two 
publications. In the meantime, 
according to C&H, plans have not 
been set as to the advertising 
budget. The agency is currently 
on a retainer basis. 


Elects Five New Directors 

The Premium Advertising Assn. 
of America elected five new di- 
rectors at its annual meeting. 
They are Harvey Jeffries, premi- 
um manager, Brown & Williamson 
Tobacco Co., also elected a vp; 
William J. Hecker, advertising and 
promotion manager, special prod- 
ucts division, National Biscuit Co.; 
MacBride F. Jones, premium sales 
manager, Cannon Mills; William 
Dunham, group advertising man- 


| 
| 


num Products Co. 


Conolex Film Packaging Bows 

A new linear polyethylene film 
packaging material called Cono- 
lex has been introduced by the 
Shellmar-Betner flexible packag- 
ing division of Continental Can 
Co., Newark, O. Developed by 
Phillips Chemical Co., Conolex has 
a built-in tear-tape feature, stiff- 
ness, clarity and other qualities 
giving it a wide range of uses. 
Anticipated users include the bak- 
ery, paper products, tobacco, meat 
and other food industries. 


Shulton Appoints Hayes 

William Hayes has been ap- 
pointed field sales manager of the 
toiletries division of Shulton Inc., 
New York, a new position. With 
the company since 1946, he has 
been an assistant sales manager 
since 1956. 


Bring records 
READY! opto ian. 's, "38 
BLUE BOOK BUS. PAPER ADVERTISERS 
Timely! Trend-indicative !! 
3-year space check. All '55-6-7. 
Over 1,000 pages of data. 
10,000 reconstructed ad schedules. 
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New car announcement kit gives 
the dealer everything needed to 
decorate showroom, inside and 
out, for gala launching of ’58 Ford. 
Unique on-car pieces mount and 
remove easily. For displays that 
adapt to every point-of-sale need 
...and se//... phone or write 
Chicago Show e 2635 N. Kildare 
Chicago 39 * SPaulding 2-1600. 
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California National 
Adds 40 to List of 
TV-Inspired Toys 


New York, May 27—Television’s 
small-fry fans now can play with 
40 new versions of puppets, sol- 
diers and squeeze toys based on tv 
characters. 

The merchandising division of 
California National Productions 
this spring has added that number 
of games, toys, dolls, records, books 
and other diversions to its list of 
licensed merchandise. The Nation- 
al Broadcasting Co. subsidiary has 
authorized manufacturers to mar- 
ket more than 100 items, ranging 
from” Shari Lewis puppets to 
“Howdy Doody” Christmas snow 
sprays. 

This bustling activity finds 
more and more of the NBC-TV net- 
work stars and CNP’s syndicated 
performers and shows getting into 
the act. CNP reports that its li- 


YOUR COMPANY NAME 

ON GOLF BALLS 
45¢ ea. ball. Min. order 25 dz. imprinted 
free. Also Wilson Golf Balis 55¢ and 69¢. 
For sales meetings, outings, calling cards! 
3 day delivery. Write or call for informa- 
tion and samples. Phone: CO 7-4016. 

ESGEY COMPANY 

3102 N. California Ave., Chgo. 18. 


censing division now amounts to 
a multi-million dollar annual retail 
sales operation. 

Two recent additions to the 
lengthy list of games, “Auto Bin- 
go” and “License Bingo,” are de- 
signed specifically for travelers in 
the wide open spaces. They can be 
played in cars, buses and trains 
with numbers from license plates, 
signs and billboards. Two previous 
games released last summer, which 
have become the sales leaders, are 
tie-ins with the quiz shows “Tic 
Tac Dough” and “Twenty-One.” 


s “Howdy Doody,” one of net- 
work tv’s first smashes, still is a 
leader in the licensing field. The 
puppet brings in more merchandis- 
ing loot than any other CNP star. 

“With the original ‘Howdy Doo- 
dy,’ all we had to do was leave 
the door open for the manufac- 
turers,” states Robert Max, man- 
ager of the CNP merchandising 
division. “Now we find ourselves 
engaged in a highly competitive 
business. So many properties are 
available that the manufacturers 
have become much more selective.” 

CNP’s property planning and de- 
velopment board designs and pack- 
ages the products and provides 
point of sale material and the net- 
work’s press services at the dis- 
posal of the toy maker. It can sup- 


ply an advertising theme if the 
manufacturer desires, but adver- 
tising must be handled by the man- 
ufacturer’s agency. 

More than 70 manufacturers 
market CNP franchised products, 
which generally are licensed on a 
royalty basis ranging from 5% to 
2%%, according to the margin of 
profit. 

Leading manufacturers include 
Louis Marx & Co., Bostwick Labor- 
atories, Rand McNally & Co., Hall- 
mark Cards, Pocket Books, Dell 
Publishing Co., RCA Victor, Milton 
Bradley Co. and Transogram Co. # 


Harnett to Harley-Davidson 

David H. Harnett has joined the 
advertising department of Harley- 
Davidson Motor Co., Milwaukee. 
He formerly was in charge of pub- 
licity of Nordberg Mfg. Co., Mil- 
waukee. At Harley-Davidson he 
will also edit the company’s 
monthly sales magazine, the “En- 
thusiast.” 


Washburne to California Fair 
California International Trade 
Fair & Industrial Exposition has 
signed Dick Washburne, of Dick 
Washburne Associates, as public 
relations and advertising consult- 
ant. Under the new arrangement, 
publicity will be handled by Walk- 
er & Crenshaw and Globe Press. 


Cities Service spring station 
promotion features this big pole 
sign with 3-D multi-color spinning 
pinwheels. Background is 
Stanzall® outdoor cardboard. 
Complete kit. Window trim and 
mushroom light signs also feature 
pinwheels. For ingenious action 
for your point-of-sale displays, 
write or phone Chicago Show 
2635 N. Kildare e Chicago 339, Ill. 
SPaulding 2-1600. 
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ARB Network TV Ratings 
Week of April 8-14, 1958 


Copyright by American Research Bureau 
PROGRAM POPULARITY 


Rank Program Rating* 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) .......cccccccsccseseesesseseneeneneees 47.2 
2 Perry Como Show (Several sponsors, NBC) .......c.cccccccccescesseseescereeseensencneees 41.4 
3 Wyatt Earp (Procter & Gamble, General Mills, ABC) o...........0..:ccccccceseeeees 36.8 
4 Lucille Ball-Desi Arnaz (Ford, CBS) 36.1 
5 I've Got A Secret (R. J. Reynolds, CBS) 35.5 
6 Veen Gad Vern: Bie Pe, ei BD - cvscharsisnbcisessbchinessniesereseoncervasiooneettace 35.1 
7 Price Is Right (Speidel, RCA, NBC) .......ccccccccsscseeeeeeees 34,3 
8 Have Gun, Will Travel (Whitehall, Lever, CBS) .......cccccccccccsssccscscsceeseeeneere 34.1 
9 Wagon Train (Several sponsors, NBC)  .........cccccssscsssessessnsenseneneenessencnsencenees 33.9 
10 ON WU. CURIONI: PRIS = ‘cea eectatsecibrccesssecesdcnccinctcrerensessoconsasesapoeone 33.7 
TOTAL VIEWERS REACHED 
Rank Program (000)** 
1 Gunsmoke (Liggett & Myers, Sperry-Rand, CBS) oo..........cccccccccesesceeeeeeeeee 49,580 
2 Perry Como Show (Several sponsors, NBC) ...........:.cccccccccsseseeseseesessesennenenee 49,310 
3 See See UID GI RII = ctricicchcsccnsnmnachncesasensessecsctsenbineiniccales 40,450 
4 Wyatt Earp (Procter & Gamble, General Mills, ABC) ..0........00cccccccceeeee 38,370 
5 Kitmprrem Cimmmry Tiere, BI) nse cccesccsestscseneccieizessvsesesncsssseiuscssnecivsets 36,220 
46 Have Gun, Will Travel (Whitehall, Lever, CBS) occccccccccccccccccccseeeeeceeeee 35,950 
7 Steve Allen (Several sponsors, NBC) o.......ccccccccccccesseceeseseeseescesensestereererenes 35,890 
8 ee ee I, or. sehelsinadoiensdusbenenebeeseesnemesinaios 35,520 
9 Wagon Train (Several sponsors, NBC) oo.......cccccccccceseceeseeesseessenseeseseestenees 35,440 
10 You Bet Your Life (DeSoto, Tomi, NBC) ......ccccccccccccccccccscceseeccesseeesseceeceesnce 33,440 


*Percentage of homes reached in markets where show appeared. 
**Total number of persons viewing program. 


Legal Problems of 
Photos, Including 
Ad Art. Told in Book 


NEw YorK, May 27—The legal 
aspects of photography, including 
laws concerning pictures used in 
advertising, are covered in a new 
book, “Photography and the Law,” 
written by Hershel B. Sarbin and 
George Chernoff (American Pho- 
tographic Book Publishing Co., 
New York, $1.95). 

Topics covered include restric- 


tions on the taking of pictures, 
right of privacy, model releases, 
ownership of the picture, legal 


problems in figure photography, | ® 


copyright laws, libel by photo- 
graph, photographs as legal evi- 
dence and the status of the photog- 
rapher as a professional person. 

Use of a person’s picture in ad-| 
vertising generally constitutes a 
problem in the category of the right 
of privacy. Courts have usually 


|agreed that the display of a pho-| 
| tograph in connection with the en- 
dorsement of a product constitutes | 


than other citizens, but courts have 
ruled that they have a “right of 
publicity” which prevents unau- 
thorized use of their pictures for 
advertising purposes, the book 
states. 

Messrs. Sarbin and Chernoff are 
New York attorneys. They are co- 
authors of a legal column in Pop- 
ular Photography. + 


Meldrum & Fewsmith Elects 
Herbert Cooper Exec VP 

Meldrum & Fewsmith, Cleve- 
land, has elected Herbert W. Coop- 
er exec vp. The 
agency also elect- 
ed Robert E. 
Pfleger, vp and 
eccount supervi- 
sor, a director 
and reelected all 
other officers and 
directors. 

Mr. Cooper 
joined Meldrum & 
Fewsmith as a vp 
in 1945, was 
named to the ex- 
ecutive committee in 1954 and be- 


H. W. Cooper 


advertising, the authors say. Public | came senior vp and creative direc- 
figures have less right to privacy | tor in 1955. 


ONLY the recorb and JOURNAL 


OVE 
Se Mas 


Meriden * Wallingford, Conn. 


Mer in this $90 %-million market, The 
Record and Journal give you 97% coverage of 
nearly 100,000 able-to-buy customers. Proof? 
Per-capita effective buying income is $2907, 
or 24% over the Conn. average. How is it spent? 
Per-capita sales of furniture, household goods 
and appliances lead the State average by 15%; 
gas stations, by 14%; automotive by 11% (SM 
‘58 Survey). Remember, too—no Hartford or 
New Haven ABC daily newspaper has over 400 
circulation here. Ask for full market facts now. 


The Meriden RECORD ond JOURNAL 


Meriden*Connecticut 


National Representatives: Gilman, Nicoll & Ruthman 


| 


aoa 


eed 8 


, : 2a ; = ee Coe Oe ek Fe eae a at ee Pee. aire g a lites an, © ee ie Sigh ae ae 
san Veer cette | apetaes i te Seas ae : , ame? tS ae San Se bee os one a ; yer a | a ie Pee c eae ae: a Sih ck na, Bat. ze hae 
. ies P sips 5 Re ee ie ee Pee. P P | Ae are . oe. at ee 25 et Se os a ARE ace Naas ieee aa 

. ene te A i {i sere Pipe es) = ae Eels) sage : re st at 5 So ri Be aay fe & Se Se Ce eae ce sie suai ta ag Saree ce 
“a = Bee ia ae ane E “ ak ‘ ‘ z Oe Mack rz, ee ea ee eee ei ee 7 Ba arene iin eG) 2 aa 
; ea A E ee ee cs eR pee ee st a ve 
cate ce z i ms . ‘ ee? Ne wii 
e 
: = eS 
: 
| | 
; 
; 
| | Po 
} 
By 
; 
a 
. : 
i 
y 3 
: F 
: i] 
i ‘ 
re | 
4 
& 
. 
Bi 
2 
= | 
oat 
. 
t t. _—————_ 
: 
s, | 
=e | 
Taga | 
eye a | 
i AT US iveny = 
| ath om the OUSE O eas 
. | — 7 
iW rt T Ore. || 9 | } 
ni 4 i | ¥ 
sakes | 3 
P|) ' 
Pa. i =S.5 
ae ie on NEW...PINWHEEL ACTION...OUTDOOR 
i z a - at F : * : ‘a s 3 ¥ z 
as einer, SS ae oo Selena? os. 
al Ne 3 a > oe ee é | 
se oe ; pes > et SS ; j 
aPN , a Z i ee hey : ‘ 
5 e 265 i ee ne eee 
ee ee sr * # _ ‘ns Be cr ed : 
eA, ah | 
a z . 9 ‘ v4 “ fe 3 
iS - a e 4s ore 
wi aoe ; : : 
4 ls > A ck 5a 
; 2. ae ’ : , Z — A ae . 
: > SY <2 a | ; | 
: : | . = ‘ j 
, Ag 
ee ae ~ “ad ~ “ f 
Ro ¥ sea, ~ : A ~, of Zl od Uy ; ey | 
aa ees : feves 7 . ’ : a Bos pe . 
ae ae pe aia bai 
See ip aes Gs : Gros Z 
= 2 ees mae . ed 
ies ; ge), | € : Ries 
no en ee ENJOY he eee . ee 
See oe pa AES s : | any 
: ane J oo ae . 
og moray | Tr [ dD Ca Ke As he a os 
ty eee fue Luxury Driving ler , 
: i a 4 a | * | 
ee a — Tr | so. 
Zé Lil 2 aaa = ~ ee 
Th La “itt ‘ | ¥ 
ne sae ot — so hoa wh re 
on t) eet ee ee ‘ 
ies epic og vibe aes | c 
‘ is a 5 ae "3 4 | zi 
; ho : 4 Oa es cA : 
nite ws ee es ee Su t er a a 4 f. | 
Ray oe pea - oa b em: 
if i ee. « 3 ” ” 
5 a be oa — = € 
es : ; 
soa | 
Pe 
cr 
thst 
ae 
ee. 4 
eg ' 
pas A! 
a TF 
st ars aes 
Sim Hie (Pe ig ae 
sts a Se ate Ped shee —— 
Sree Cake ea tis a3) eens ae Pisco Se i 
oe et my Oe 7 
a0 oe ary ey tr ee ae 4 ar fi 
tek F ree R fe ee te ‘oh cobedll | 
hae Coan. ages Braet 4 ne s 
sath 2 ans a” ae ase? et " : 
as Gah eer a! po hea a s | 
i jie Moat, aR Te ete: 
a Siow eee ee tie A ris Ae ee 
ae ; oe ee ES a ME 
“a eee sane oe <a mM anak igs ene! 
Sie aye Seen sinc Co ‘ ¥ ee 
at ean ae AES nae Fig at een G Ne 
Bear Nt : new MORE peo et. 
% ie ere ea ays pegs A Bis : — 
a “OE a ey Pe. cadet e BF ps Spies ee 
By se S eruhile tag nara eee vinci nak ES Me 
: ‘ BA Rae he aaa ad eS AES Cera ge 
a4 ares Rare Js 3: SN RSS SET e ee 
at Silly an rs ES he 
= ee 
: aso ee : 
th | 
ah 
fe 
ae | , 
¢ cee 209 2 — Er Eats : 
oka ee eee Nee Ea ee er eh eat am eee eres Gere eg') et Ted ars Pave ats Ma ce cca ont ea Pe iy wa oe eee ga a fe 
BB re eR ga EO I en as se aR Sg i OE 3 ee aa dancin fs a anda nonsense ages) a aa ran ee a re ck ae [Nate pote aie 1 oes aime ee ne neue, o Sceae city laser Renee aie, 2 Wo al ls 
Be oe Pe See): fe oe fle Be eye Tee a ne eee a pe ate Tene ame ae ibe wig Asc Peart: San ee Ne oa pone Wie mE eat . bie es « Lee a xe SE dh Aa le Re ae Ta eee eats : i tee 6 dele EC: Gene this OS, SS a aati aces 
Se: Ee ae ee ie ce enero Re eRe Se eet otek, OG ee a ne gee ng ha ge ire eee PR SS tab ie ah city boleh Ansa WAN omc Goes Ghee ee aa Se Reo eens ae RO RUE Se pea a lucie ir Oh el iy eile” ical Meee sere icee a Web a ak wR Tle — hare a an 6 
ae! SA gee eee (St oe SeepemnR s Surety as. TU eer nase ae hess yee Serr, are ewer cc 7 Sire sae eit Reed RRR LOE wrist, eran srs” gree Pau ol etatny WN ema ett yey Maiamer or tener tale ade aL eianareeeee Wee ahr R fren ee SLL d ie, 1 Ue eee Ch 


| 
' 
5 


Advertising Age, June 2, 1958 


California Plumbers | 
Aim to ‘Glamorize’ 
Fixtures in Ad Drive 


to glamorize the commonplace”| 
might well be the title for the} 
$80,000 advertising campaign de-| 
veloped by the Plumbing, Heating 
& Air Conditioning Council of 
Santa Clara County. 


Plumbing—and the various ap-|| 


purtenances that are associated 
with the word—comprise a fami- 
liar part of our every day life. 
Yet plumbers and plumbing con- 
tractors have found their industry 
one of the most difficult to adver- 
tise and explain to the general| 
public. 

Principal objective of the ad 
campaign is to acquaint the public 
with proper plumbing, heating 
and air conditioning and to build 
up an awareness of the industry. 
David Olen Advertising, Los An- 
geles, is the agency. 

Newspapers and outdoor bul- 
letins are being used in the cam- 
paign, which is financed by a 5¢ 
per man-hour contribution ar- 
ranged as part of an unusual labor 
agreement between contractors 
and their employes in the North- 
ern California county. 


® The advertising fund is being 
administered by a board of trus- 
tees consisting of three members 
each from the union local and the 
association. Trustees serve without 
compensation and all of the money 
derived from the contribution 
phase of the labor contract is spent 
directly on advertising. 

The newspaper ads developed by 
the Olen agency appear in 10 
newspapers at least twice a month. 

“Our first series of ads,” Mr. 
Olen explained, “consists of 15 
placements, each with a catchy 
title, such as ‘Good plumbing 
service costs less than you think.’ 
‘Best friend our house has ever 


Plumbing 
| 
doesn't | 


HEATING 

AND AIR 
CONDITIONING 
cOUNCcK OF 
SANTA CLARA 
country 


BUSINESS MAN—Sherman Tryon does 
most of his repair work—but not 
piumbing, PHAC points out. 


had’ or ‘There’s more to plumbing 
than meets the eye’.” 

To build up public acceptance 
of the plumbing, heating and air 
conditioning industry on a coun- 
tywide basis, he said, the cam- 
paign has been designed to “stress 
the convenience and necessity of 
24-hour service, small-size fix- 
tures for juveniles and the im- 
portant part that plumbing plays 
in maintenance of good health.” 


® Each ad is of a “high grade tes- 
timonial type” built around peo- 
ple who live in the area. Copy 
has been kept simple and consists 
mostly of direct quotations. 

Ads also have been developed 
around specific plumbing prob- 
lems such as the importance of 
plumbing in the delivery of water 


| Be 


SAN FRANCISCO, May 28—“How | 4 


| retire July 1 after 
'41 years with 


a titel 
e908 1s 
Sears tee than tv tae 


“The best 
Friend © 


our house 
has ever bad!” 


a 
ae 


HOUSEWIFE—It pays to keep house- 
hold plumbing in good working 
order, says this PHAC ad. 


to a point of usage. 

Other ads covered users in the 
restaurant business, supermarket, 
car wash, laundry, service station, 
children’s nursery, and hospital, 
as well as in the home. 

Returns from a coupon give- 
away in which a dishwasher and 
an automatic gas heater were 
awarded were “so good that they 
proved to us,”’ Mr. Olen said, “that 
the advertising not only attracted 
the interest of home owners, but 
also stimulated them into thinking 
about the industry and its prod- 
ucts.” # 


Ayer Names Heffron to Succeed 
Greiner as Boston Manager 
Raymond W. Heffron, a mem- 
ber of the N. W. Ayer & Son staff 
in New England 
since 1942, has 
been elected vp 
and manager of 
the agency’s Bos- 
ton office. He 
succeeds E. Craig 
Greiner, who will 


Ayer and nearly 
30 years in Bos- 


ton. R. W. Heffron 
Mr. Heffron 
previously worked for Whitlock 


Press, Middletown, N.Y., and was 
manager of the Sentinel Press, 
Franklin, Mass. 


Doner Adds Caled, WBAL 

W. B. Doner & Co., Baltimore, 
has been named to handle adver- 
tising for Caled Products Co., 
Brentwood, Md., maker of deter- 
gents, soaps, spotters and special- 
ties for the dry cleaning industry. 
Doner also has been named to han- 
dle advertising for WBAL and 
WBAL-TYV, Baltimore. 


Brent Gunts Starts Service 
Brent Gunts Productions, Balti- 
more, has inaugurated a new con- 
sultation service for agencies, ad- 
vertisers, radio and tv stations. 
The service covers the fields of 
programming, production, selling, 
promotion and allied activities. 


Voell Joins Litho-Graphic 

* Leo J. Voell has joined Litho- 
Graphic Corp., Milwaukee, as a 
vp to supervise sales in Wisconsin 
and Chicago. He previously was 
national sales manager of W. A. 
Krueger Co. and E. F. Schmidt Co., 
Milwaukee printing companies. 


Graveson Gets Willor 

Willor Mfg. Corp., New York, 
has appointed Ted Graveson Inc., 
New York, to handle advertising 
for its electronic and automotive 
component products, effective June 
15. The account has previously 
been inactive. 


|_| Edward F. McBride, 


: |Plymouth Rock Stamp Co., stamp 


|Ireland Named Meeting Head 

Harry M. Ireland, vp of Doher- 
ity, Clifford, Steers & Shenfield, 
| has been named general chairman 
jof the 78th annual meeting which 
|the Proprietary Assn. will hold in 
|White Sulphur Springs, May 10- x) —— 
| 13, 1959. 
| McBride Buys Stamp Concern 
former « 
|manager of radio station WRIB, 
Providence, R. I., has purchased ° 


SALES — 1957 


redemption system, and has opened P 
|offices at 87 Weybosset St., Prov- 
idence. 


rae 


|Gallimore to Knox Reeves 


Keith F. Gallimore, formerly with 

Klau-Van Pietersom-Dunlap, Mil- 
waukee, has been named an ac- 
count executive of Knox Reeves 
Advertising, Minneapolis. 


Marshall Joins Ross Roy 

Roy M. Marshall has joined 
Ross Roy Inc., Detroit, as an ac- 
count executive. Mr. Marshall was 
formerly associated with Brooke, 
Smith, French & Dorrance. 


Emery Adds WFBR 

Emery Advertising Corp., Balti- 
more, has been appointed to han- 
dle advertising for WFBR, Balti- 
more radio station. 


Reprinted courtesy ‘Advertrsing Requirements” magazine 


Maybe we should give away another Esther Williams pool! 


For qualified sponsors, a few cf our luxurious, nationally-advertised Esther 
Williams home pool units are available for national and regional promotions. 
Universal consumer interest and 
promotional value proven by past 
experience. Must guarantee intense 
exposure. Write for details, state 
nature of promotion. 


INTERNATIONAL SWIMMING POOL CORP., 188-71 E. Post Rd., White Plains, N. Y. 
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From the House of Ideas 


MYSTIK SELF-STIK DISPLAYS AND LABELS 


Mystik on product display high- 
lights Tappan oven feature, does 
silent selling job at point-of-sale. 


~ Mystik service label attaches 
easily to product. Stocked, im- 
printed, drop-shipped to dealers. 


: / \ 


Mystik Self-Stik display has 
metal hook. Useful in home, 
store and office. 


Mystik footprints direct shopper 
traffic to store door, counter, de- 
partment, or special displays. 


Mystik is ideal 
for applying 
labels, wiring 
diagrams and 
other informa- 
tion to products 
of all kinds, 


Mystik shelf strips are easy to 
display. This one has projection 
feature, price spots. 
Be RRS whe ae Bi AS : ‘ =m 


AT THE POINT-OF-SALE 


Your message printed or 
lithographed on Self-Stik Mystik 
goes up instantly, easily, at the 
point-of-sale or on your product. 
Salesmen like Mystik displays, 
retailers prefer them. There is a 
use in your marketing program 
for Mystik, the original Self-Stik 
display. Phone or write 

Chicago Show e 2635 N. Kildare 
Chicago 39 * SPaulding 2-1600. 
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BILLION BU 


on the market with a 


Peoria, Illinois is the cen- 
ter of a 13-county market 
of over half a million 


Mies eile pea 


re 
consumers with more than $1,128,500,000 : Ps 
/) 0) [ [ A ie S in spendable income. The newspaper in this . a 
market is the Peoria Journal Star with x he 
100,000-plus circulation. Journal-Star circu- SPs e 
lation-to-homes ratio is 94.2% in Metropolitan Volino Burrell Stewart Tonne Jackson + 
| Sa me: 
i installed at the annu o i. 
— for Chicago. duction Men’s Club of Chonee. They are Harry Burrell, Setiane- m 
Erickson, president; Ralph Stewart, John W. Shaw Advertising, vp; ar 
bd affliated with WTVH August Tonne, Keyes, Madden & Jones, secretary; Vito Volino, L. W. fo 
P e oO r ] a J oO u r n al ~ 7 a r Ward-Griffith Co., National Reps.| Ramsey Co., recording secretary, and Robert Jackson, Kenyon & | on 
Eckhardt, treasurer. ; wi 
of 
Crosley Agrees to of 


Announcing A NEW MONTHLY 
HITCHCOCK PUBLICATION ... 


... TO SERVE A 
1.4 BILLION DOLLAR MARKET 


TO SERVE an important yet little--noticed field of 
the business of holding things together. Appliances, 
Automobiles and Aircraft . . . through Zeppelins, 
Zithers and things that Zoom. Ali must be held to- 
gether. In the manufacture of many products, 
assembly and fastening account for 50% to 75% 
of total manufacturing expense. And for American 
industry beset by this and other high labor and 
production costs, assembly and fastening remain 
as the relatively unexplored areas for cost re- 
duction. 


ASSEMBLY and FASTENER ENGINEERING a new 
monthly publication will fill this need . . . and is 
the climax of a three-year study by the Hitchcock 
organization whose business publications have 
served industry for 60 years. 


ASSEMBLY and FASTENER ENGINEERING will be 
devoted to creative applications in assembling and 
fastening the products of American industry. Its 
editorial will be aimed at presenting cost-cutting 
assembling and fastening ideas, will discuss new 
methods, and will show how the proper fastener 
can cut costs on the assembly floor. 


CIRCULATION will be in excess of 25,000 copies 
and increased as the needs of the industry warrant. 
Readers will be on the engineering level and will 
include design, process, method, production, manu- 
facturing and standards engineers. Format will be 
the standard 8-4" x 11-%4” (7” x 10” type size). 
FIRST ISSUE will be dated October 1958 with a 
September 1 deadline and issued the latter part of 
September. Application will be made for BPA audit. 
All names will be verified and copies of ASSEMBLY 
and FASTENER ENGINEERING will be directed to 
individuals. 

EDITORIAL STAFF will include William F. Schleicher, 
vice president and editorial director; Matt Hevertz, 
managing editor with 14 years of experience on 
editorial staffs of publications serving appliance, 
automotive and press fields; Field editor is Darrell 
Ward. Regional editors and editorial assistants are 
now being selected. 

Plan now to advertise in the ONLY publication which 
can and will serve the important and growing 
assembly and fastener market. Write, telephone or 
wire for further facts on ASSEMBLY and FASTENER 
ENGINEERING. 


hitchcock PuBLISHING COMPANY 


WHEATON, ILLINOIS 


55 West 42nd Street 
New York 36 
LAckawanna 4-4528 


Diamond 1-9525 


* MOntrose 8-3400 
18055 James Couzens Highway 


3723 Wilshire Boulevard 


Detroit 35 Les Angeles 5 
DUnkirk 8-2981 


End ‘Threats’ Which 
Drew FCC Criticism " 


WASHINGTON, May 27—The Fed- ad 
eral Communications Commission . po 
has released an exchange of cor- re 
respondence in which it upbraided | pe 
the Crosley Broadcasting Corp., | of 
Cincinnati, for exercising undue 4 
pressure to prevent NBC from re- } | lor 
leasing programs to Crosley’s com- s 
petitors in Ohio. | t 

According to the letters, Crosley boo, 
allegedly warned NBC that “cer- : 
tain” NBC television programs | on 
would be dropped by Crosley sta- . he 
tions if NBC gave competing sta- ; 
tions NBC programs which Crosley ye 
wasn’t carrying. “ on 

While Crosley had defended its ; tis 
actions in a letter to FCC Feb. 25, } ere 
the commission notified Crosley on i | 
April 23 that its pressure on NBC . ‘°Yy 
represented a violation of the ex- he 
clusivity provisions of the commis- \ M 
sion’s network rules. ts 

A new letter from Crosley re- on 
leased by FCC provides assurance gi 
that Crosley will not engage in any 
of the practices denounced in 4 s 
FCC’s April 23 letter. The letter 1 th 
was signed by John T. Murphy, to 
Crosley vp mentioned in the pre- “Ty 
vious commission letters concern- set 
ing the matter. eft 


= FCC said last week it regards 
Crosley’s new letter as assurance it 
will not engage in such conduct in 
~|the future. “Accordingly,” FCC 
said, “the commission does not 
contemplate further action at the 
present time. However, the cor- 
respondence and material concern- 
ing said violations are being asso- 
ciated with the commission’s files 
for the Crosley stations for such 
further consideration as your fu- 
ture operations may warrant.” # 


Jamison Plastic to Bartczak —— 


Jamison Plastic Corp., Bellmore, wo 
N. Y., has named Gene Bartczak } ae 
Associates, Bellmore, N. Y., to Y 
handle its advertising and public IT 
relations. The agency will assist Yj; 
the company in its projected pub- Wy 


lic relations and marketing pro- 
gram directed to industrial and 
commercial users of finished plas- 


tics components and products. ‘ a 
; fc 

B&B Boosts Bolen “ 
Murray Bolen, formerly in ti 
charge of radio and tv production b 
at Benton & Bowles Inc., Holly- fc 


wood, has been elected a vp of the 
agency. 


Phillips to Griffen-McPherson 

William M. Phillips, formerly 
with the Howard Savings Insti- 
tution of Newark, has joined Grif- 
fen-McPherson Advertising Agen- 
cy, Orange, N. J. 
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Sell Way Out of 
Slump, Urges Coste; 
Praises Ad Council 


LOUISVILLE, May 27—“We’ve got 
to sell our way out of the reces- 
sion,” Felix W. Coste, vp and mar- 
keting director of Coca-Cola Co., 
told the advertising club here last 
week. 

Stressing that psychological fac- 
tors play an important part in the 
recession, Mr. Coste said, “In or- 
der to acquire confidence in the 
future, all people need to do is 
glance back at the past and take a 
hard look at the present. You can 
go back to any period in our his- 
tory and find difficulty and occa- 
sionally despair. But you can’t find 
any time when we didn’t rise out 
of the difficulty or despair with 
more people enjoying more things 
and more leisure than ever be- 
fore.” 

Mr. Coste cited the net financial 
savings increase in 1957—half of 
which, he said, was in recession— 
of $3 billion over 1956, and total 
accumulated savings of individuals 
of $271 billion—compared with 
$51.5 billion in 1930—as conclu- 
sive evidence that capital is avail- 
able for the future. 


s “These billions,” he said, “mean 
power. They mean staying power, 
recovery power, power to build in 
peacetime for just about any kind 
of future we want.” 

Every year new births, with al- 
lowances for deaths, Mr. Coste 
said, give us a population increase 
the size of the city of Los Angeles, 
which has $4 billion in retail sales. 

Commenting on the current 
campaign by the Advertising 
Council to build confidence in 
America’s future, Mr. Coste, a di- 
rector of the council, predicted 
that the campaign would account 
for $20,000,000 of donated adver- 
tising space within the next four 
months. 

“The slogan for this campaign, 
‘Your future is great in a growing 
America,’ is telling, and it is true,” 
Mr. Coste said. “This is a job of 
pure selling—selling by advertis- 
ing. We must all get behind it and 
give it all we’ve got. 


s “This is the second program of 
the council to sell the economy 
to the people,” he pointed out. 
“The first was during the mild 
setback in 1954. It was brief but 
effective. The present job is more 


‘Billy Bullet 


Moves a Side-line. 


“This business began about a year 
ago, purely as a slack time filler-in 
for our regular lines. 
“Thanks to our RIFLEMAN adver- 
tising we are now in a brand new 
building, for exclusive use by our 
former ‘side-line’. 

(Name on Request) 


RIFLE MANrtepa;nc 


SCOTT CIRLLE WASH. 6 0.C. 


difficult. 

“Curtis Publishing Co. and Time 
Inc. have pledged $100,000 worth 
of space apiece in their publica- 
tions to the current campaign 
of confidence. Gardner Cowles 
pledges full cooperation in Look, 
in Cowles newspapers and on ra- 
dio and television stations. The 
American Weekly is giving the 
campaign full support. 

“Some 25 magazines, with a 
combined circulation no single ad- 
vertiser could possibly afford, will 
carry campaign advertising at no 
cost. 

“Every major radio and televi- 
sion network has called the Ad- 
vertising Council to pledge full 
cooperation on network sustaining 
shows. 

“Advertisers such as Colgate- 


| Palmolive, Lipton, American Can, 
| Philip Morris, Procter & Gamble, 
|Borden, General Foods and Coca- 
Cola have pledged cooperation. 


# “The John Hancock Insurance 


10,000 agents contacting 5,000,000 
people to aid the campaign. 

“Walt Disney is developing a 
special campaign character. 

“The council’s advertisements, 
prepared by McCann-Erickson, al- 
ready have gone to 800 business 
papers and 3,700 company maga- 
zines. 

“Newspaper ads have been sent 
to every daily and weekly news- 
paper in America. 

“During May and June the 
transportation advertising industry 
will display more than 55,000 cards 


Co.,” Mr. Coste said, “has offered | 


in street cars, subways and buses 
from coast to coast at no cost. 

“The outdoor advertising indus- 
try will post 5,000 24-sheet posters 
from Maine to Texas and from 
New York to California. 


|@ “In short,” Mr. Coste said, “the 
|support of the campaign already 
in sight would, if bought at com- 
mercial rates, total possibly as 
much as $20,000,000 over the next 
four months alone.” 

Pointing out in conclusion the 
importance of psychological fac- 
tors, Mr. Coste noted that “when 
the economy is racing along, ev- 
eryone is jubilant. When it slows 
down the air is full of melancholy. 

“But nothing basic has changed,” 
he said. “I repeat, we’ve got to 
sell our way out of this recession, 
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not only by selling our goods in 
the marketplace, but by selling our 
strength in the minds of men.” # 


_Wilbur-Ellis Names Cole 

Wilbur-Ellis Co. has named 
Cole, Fischer & Rogow Inc., New 
York, to handle advertising for 
its Southern Star bonito and Your 
Lucky Star canned lobster brands. 
Hilton & Riggio previously han- 
dled the account. 


Styron Named Magazine Rep 

Hamilton S. Styron, formerly 
president of W. P. Woodall Co., 
New York, has been named west- 
ern sales representative of Indus- 
|trial Laboratories. His office will 
|be located at 10373 W. Pico Blvd., 
Los Angeles. 
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(WALLEY OF THE BEES 


¥ Actually, total effective buying income of more than $2.7 billion } , 
¥ More effective buying income than the Dallas and Fort Worth 14 


metropolitan areas combined 


V Not covered by San Francisco and Los Angeles newspapers 


They do things in a big way in California’s prosperous. 
inland valley. To talk to the people in this huge market- 
place, try the Bee newspapers. Coastside papers just 
don’t make any impression. 

Data source: Sales Management’s 1957 Copyrighted Survey 
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PARADE gives advertisers door-to-door coverage 
in some 2900 markets . . . more than 8 million ‘ 
families across the country . . . over 16 million 


readers .. . at low cost-per-thousand. 
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PARADE ...THE SYNDICATED SUNDAY MAGAZINE SECTION OF 59 FINE AMERICAN NEWSPAPERS 
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Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 
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Copywriter Picks These Outstanding Ads 


as Guideposts to Creativity and Sales 


BBDO’'s Whit Hobbs, addressing the Minneapolis Advertising Club, 
chided admen for too much mediocrity in their ads these days, and 
he flashed an assortment of slides of ads that he believes rise out 
of the crowd. Some of the ads are reproduced here, along with Mr. 
Hobbs’ words of exhortation and inspiration. 


By Whit Hobbs 
Associate Copy Director, Batten, Barton, 
Durstine & Osborn, New York 

My boss is a guy named Charlie Brow- 
er; and the other day I got all hot and 
bothered, and I went steaming into his 
office, and I said, “Sir ...” (his name is 
Charlie, but I call him Sir for short) .. . 
“Sir, there are at least six things about 
this business that are all wrong and that 
I think we ought to do something about.” 
And he said, “That’s the best news I’ve 
heard in a long time; when did we succeed 
in narrowing it down to six?” 

The title of this talk is “The Trouble 
With Good Advertising,” and the trouble 
with good advertising is that there isn’t 
enough of it. 


= Mediocrity bothers me, which must in- 
dicate that I am out of step with my time 
and with the world I live in. Because this 
is a time when mediocrity is king. The big 
cry today is, Don’t stick your neck out, 
buddy boy; if you do, you may not get it 
back. Take it easy; you may not get rich, 
but you'll live longer. 

Today, in this big, bountiful land of 
ours, everyone is looking for the Easy 
Way. For the snap course in college and 
the snap job after college. Nobody wants 
to try too hard. Everybody wants to live 
longer. Laundrymen don’t sew on buttons; 
and dry cleaners send your suit back with 
all the spots pressed in, and waiters bring 
you a big cup of coffee when you didn’t 
want a big cup, so you say, “But I ordered 
a demitasse,” and they say, “So drink 
half.” This is the age when the cap is left 
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“Mother never ran out of 


Kellogg’s Corn Flakes” 


# 


2. HARD TO DO—It’s so much harder to 
leave almost everything out of an ad. 


off the toothpaste, and the smile is left 
off the thank-you. And they don’t make 
whatever-it-is-you-name-it like they used 
to, and what I want to know is, why the 
hell don’t they? 

I think this Ho Hum approach to life is 
wrong, and I think it’s worse than wrong 
when it’s an approach to advertising. And 
yet, on all sides, there are signs that me- 
diocrity is on the rise in our business. 
Signs of Don’t upset the apple cart. And, 
What the hell—let’s give ’em what they 
want— it’s their money. Signs that we are 
following instead of leading. 

Signs that we are becoming a less crea- 
tive—rather than a more creative busi- 
ness. In too many meetings, a great wel- 
ter of surveys and questionnaires and 
turnovers cover up the fact that what 
there isn’t is one really great selling idea. 

These are days when we have to be 
more, not less, creative. Your ad has to be 
good these days. It can’t be mediocre and 
earn its way. There’s too much other ad- 
vertising. If you do it like everybody else, 
you just plain don’t get noticed. You’ve 
got to stick your neck out, buddy boy, and 
be exciting and bold and distinctive and 
fresh—so people will see you in the crowd. 
Otherwise, they won’t even know you 
were there. 

Why don’t we do more advertising that 
is original and daring? Because the trouble 
with good advertising is, it’s so darn much 
trouble. There’s always an easier way. It’s 
so much easier to be conventional and 
bland. To play it straight and safe. To do 
what everyone else is doing. It’s easier to 
sell, too, because you can prove how good 
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The Executive Lite in Poerto Rico 


3. ANYBODY NOTICE?—Will anyone notice 
that they shot this in Puerto Rico? 


it is, ahead of time. 

It’s so much harder to sweat and strain 
and come up with a really fresh idea [as 
in these ads]: 

1, El Al Airlines (see illustrations) . 

An idea that tells the story quickly and 
dramatically and competitively and mem- 
orably. Suddenly the Atlantic Ocean is 
20% smaller. 

2. Kellogg. 

It’s comparatively easy to get almost 
everything into an ad. It’s so much harder 
to leave almost everything out. Every- 
thing except just the right models. Just 
the right expressions. Just the right line. 
Just the right amount of warmth and 
friendliness aud good humor. This must 
have been a hard ad to do... and a hard 
ad to sell ... and a mighty satisfying ad 
to see, standing out from all the other ads 
in the magazine. 

3. Puerto Rico. 

It’s so darn much trouble to write a 
headline as off-beat as this one—and then 
lug all the way to Puerto Rico to get the 
picture that really makes it pay off. 
There’s always someone around to say, 
“Can’t you do it almost as well in a studio? 
What are you trying to do—promote a 
vacation for yourself? Is anybody really 
going to notice the difference?” 

The answer, of course, is yes, the reader 
is going to notice the difference. Every 
time. 

4. Sherwin Cody. 

Sometimes it’s just the turn of a phrase. 
5. Eagle. 

Here’s what I mean. Here’s a skinny lit- 
tle campaign that sells the product hard 
by demonstrating what this skinny little 
red pencil can do and still keep a sharp 
point. But at the same time, these little 
ads, which are full of number games and 
puzzles and doodles and droodles, invite 
the reader to come on in and have a good 
time. 


MAYBE YOUSE DON'T TALK 
LIKE THIS, BUT- 


4. HOW'S THAT?—Sometimes it’s just the 
turn of a phrase. 


1. QUICK TAKE—An idea that tells the story 
quickly, dramatically, memorably. 


And readers do. The ad on the left [in 
picture 5] lists numbers 1 to 300, and just 
for the heck of it, the guy who did it left 
out number 34, to see if anything would 
happen. Something did happen. So many 
people wrote in and said, “You crazy guys, 
you left out number 34,” that the client 
actually started a Number 34 Club. 


= And in the ad on the right, the guy put 
in his own phone number, just to see if 
anything would happen. Something did. 
His phone rang for two weeks; and he got 
all sorts of calls, including two good free- 
lance offers. 

In the center ad, there’s a column of 
figures, and up at the top, in no-point 
type, it says that these figures are added 
up wrong, and if you can add ’em up right, 
you'll get a valuable prize. Not $10,000 a 
year for life. Two free pencils. The ad ran 
once, in the back of the book, and over 
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5. THIN BUT STURDY—Just skinny little ads 


telling about skinny little pencils. 
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How to keep Dad from hogging Junior's trains: 


fete Mem 2 A ron Bede wed Lax Commer 


6. Ads that say, “There I am, boy.” 


20,000 people wrote in from all over the 
world, including the occupant of Cell 44 in 
the State Penitentiary in Jefferson City, 
Mo., who said, “I was very interested in 
your problem. Please send me more like it. 
I have plenty of time to work on this sort 
of thing.” 


Do Ads that Appeal to 
Copywriters Appeal to Buyers? 
There has been a point of view in our 
business for a long time—too long—that 
it’s dangerous for creative people to do ads 
that other creative people wish they’d 
done. That kind of ad doesn’t sell mer- 
chandise. We’re advertising to ourselves. 
Don’t do stuff you’re proud of, the experts 
have always said, the stupid public won’t 
understand. It’ll be way over their heads. 
I say this is old-fashioned, and I say it’s 
wrong. In the first place, today’s reader 
stands a lot taller than he used to. He’s 
smarter, savvier, than most of us think. 
Second, we spend altogether too much 
time in our end of the business trying to 
do ads that please other people. And being 
talked out of things we honestly believe 
in. We try to do ads that give the client 
what we think he thinks he wants. And 
what the account man thinks the client 
thinks he wants. 


s It’s the ads we do that please us... the 
ads that we feel in our bones are the 
soundest possible ads we could do ... the 
ads that send us home at night all wee’d 
up and glad we’re in this wonderful busi- 
ness ... these are the ads that are fun to 
do and exciting to do and satisfying to do. 
And these are the ads that are fun and ex- 
citing and satisfying to read. 

An ad that takes the trouble to have a 
really good idea doesn’t need to worry; 
readers will take the trouble to read it. 
People have a genuine interest in our 
business. They’re looking for good ads. 
Hoping they’ll find them. During the re- 
cent unpleasantness known as World War 
II, we sent magazines to the boys over- 
seas with all the ads taken out. They 
weighed less that way. They also meant 
less that way. The boys sent the maga- 
zines back. 


= People like advertising. Not all adver- 
tising. Good advertising. They know what 
they like, and they are quick to reject 
what they don’t like. People like adver- 
tising that likes them—advertising that is 
friendly and intimate and helpful and un- 
derstanding. Advertising that talks to 
them person-to-person. Advertising that 
informs them and entertains them and 
improves them and winks at them. 

People get annoyed by childish adver- 
tising, and they get bored by too much ad- 
vertising, and they get angry at adver- 
tising that is phony or misleading or in 
bad taste. But ads that take the trouble to 
get really close to their readers...ads 
that shake ’em up and stop ’em cold... 
ads that say “Come on in—we’ve got 


It costs so little to tell him “don't worry” 


ond mean 


- 


7. Ads that make your heart melt. 


something here for you”...people like 
ads like that. For example: 


6. Polaroid (See illustrations). 
Ads that say “There I am, boy; that’s 
me all over.” 


7. Travelers. 
Ads that go right into your living room 
and make your heart melt. 


8. Cream of Wheat. 

Ads that look at the subject from the 
reader’s point of view. 
9. Bufferin. 

Ads that bother you and won't let you 
alone. 

10. General Mills. 

Ads that make you want to cry. 
11. Coldene. 

Ads that make you want to die. The 
world is full of hypochondriacs and here, 
at last, is the hypochondriac’s dream come 
true. 

12. Pride. 
And a big, friendly, helpful smile. 
13. Smirnoff. 
Look like yourself and nobody else. 
14. Ohrbach’s. 
Be different. Be original. And stick to it. 


a What else can we do to raise our crea- 
tive average? I think there are several 
things. 

One important thing we can do is raise 
our aim. I think too much advertising to- 
day is aiming too low. We are underesti- 
mating the intelligence and the taste of 
our audience. Magazines have raised their 
aim editorially. And, although there are 
a lot of hardheaded high-brows who won't 
agree, obviously tv has, too. 


= People are flocking to good movies— 
whenever they can find them. And they’re 
flocking to see “My Fair Lady” and “West 
Side Story” and “Look Homeward, Angel” 
and Eugene O’Neill—whenever they can 
get tickets. And they’re flocking to join 
the new Classical Record Club and get 
their free set of Toscanini records. Not 
because the records are free, but because 
they want Toscanini records. And “By 
Love Possessed” is still up at the top of 
the best seller list and it’s one of the 
toughest novels to read that has come 
along in years, and also one of the best. 
And the newspaper in New York that is 
making the biggest circulation gains is the 
one that aims the highest, the New York 
Times. 

People are aiming up. Advertising 
should too. 

Advertising has grown up a lot in re- 
cent years, and it has stopped talking 
down to people. But it hasn’t started talk- 
ing up to them, It’s time we did. It’s 
also time we improved the quality of our 
talk, that we got re-acquainted with the 
magic and the power of our language. 
We've been using one-syllable words so 
long that most of us advertising writers 
have forgotten how to use some of the 
wonderful (and wonderfully persuasive) 


ive 
Seine oa eee ke, Res 
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Rain tomorrow? 
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That's “Cream of Wheat” weather <) 
Guard your family with hot “Cream of Wheat” 


8. Ads with the reader’s point of view. 


words we know. Words that snap and 
crackle and pop. 


= So what else can we do? So we can be 
simple and uncomplicated and unclut- 
tered. We can leave out everything that 
can possibly be left out. We can get one 
good idea—the right idea, carefully de- 
veloped and carefully researched—and 
we can hang on to it. And fight for it when 
the client gets tired of it. And fight for it 
when other people along the line (there 
are always other people along the line) 
snipe at it. And we can run it everywhere 
we run, in all media. That way we can 
make advertising dollars do more work. 
Because advertising dollars have to work 
harder ... as costs go higher ... and ap- 
propriations get tighter ... and competi- 
tion for attention gets stronger and 
stronger. 

Clean, uncluttered, uncomplicated ads. 
Modern ads—designed and planned like 
modern houses, big picture windows, 
flooded with air and sunlight, everything 
neat and built-in, lots of room to move 
around, strong, stylish colors, an inviting 
setting, an inviting headline and simple, 
well-constructed, persuasive copy. Put it 
all together and the ad says, “Come on in.” 
And the reader says, “Thank you. Don’t 
mind if I do.” 


= We must keep our advertising young. 
We must keep our ideas fresh and up-to- 
the-minute. We must be more stylish and 
less stodgy. We must keep the people and 
the backgrounds and the accessories in 
our ads real. The people who read our 
ads, they’re the people we should have in 
our ads. We must have more individuality 
in our campaigns—the unmistakable per- 
sonality of the client and the product. Al- 
ways there, always in sharp focus. 

We must pay more attention to details. 
To the little extra touches that flatter the 


acts twice as fast 
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9, Ads that bother you and won't leave, 
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Advertising Age, June 2, 1958 


reader and make the reader linger on the 
page. Today’s reader wants meat in his 
ads, but he also wants salt and pepper and 
a dash of Worcestershire. Extra touches 
are extra trouble, but they’re worth it. 
There’s always a harder way of doing an 
ad, and very often it’s a better way. 


= Our headlines and our copy must be 
more compelling than they have been. Too 
often we’re being cute for the sake of 
cuteness. Chic just to be chic. Silly just to 
be silly. But in our infatuation with our 
own cleverness, we haven’t made the sale. 
We haven’t even bothered to ask for the 
order. 

An advertising agency bigshot was 
quoted in the trade press recently as 
saying, “It’s a good time to get the hell 
out of this business.” This is a strong 
statement, and I couldn’t agree with it 
less. When I read it, I thought to myself, 
“Gee, I’m glad I don’t feel that way.” 


= The creative end of this business is a 
wonderful place to be these days. Sure, 
the people I know in it are frustrated and 
frantic. They bitch a lot—and they itch a 
lot—but that’s the kind of people they are, 
and that’s the kind of business this is, and 
this is where they belong. This is a happy 
business—for unhappy people. The ad- 
vertising people I know include most of 
the people I enjoy the most. They’re ex- 
citing to know because they’re excited 
about what they’re doing. They’re young 
—because you can’t grow old in our busi- 
ness. There isn’t an old poop in the group. 

Their worlds are wide because they 
have to be; it’s their business to know 
everyone else’s business. They know 
something about everything. They have 
jobs that won’t let them alone—jobs that 
are constantly challenging, and also, at 
fairly regular intervals, tremendously re- 
warding. I honestly believe that in these 
days when no one is having any fun at his 
job—when men hurry home to knock 
themselves out in basement workshops 
and darkrooms and local boat yards be- 
cause what they did at the office was a 
chore and a bore—I honestly believe that 
we find more fun and more thrill and 
more satisfaction in what we do than peo- 
ple I see in any other business. 


= I don’t want to get the hell out of this 
business. I want to stay the hell in. I want 
to do everything I can to keep improving 
this business. To keep our quality up. 
And keep our vitality and our enthusiasm 
up. I want to do everything I can to make 
us a more creative business... everything 
I can to keep us from becoming a bunch 
of mediocre service men and yes men. 

I want to get the cream of the colleges 
into advertising, instead of into General 
Motors and General Electric. Every par- 
ent I know is trying to get his kids to 
study science because there’s a future in 
science. I say there’s a future in the 
science of advertising, and more kids 


“Behind the loaf is the flour 
Behind the flour is the mill 
And behind the mill is the wind and the shower 
And the sun, and the Father's will.” 


10. Ads that make you want to cry, 
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Picture of a sales aid 


...aiding a sale 


It’s always helpful for a salesman to have authoritative outside support 
when he’s making his sales talk. And that’s just what he gets 
when your product carries McCall’s Use-Tested” Tag. 


For McCall’s Use-Tested Tag reports, in friendly, non-technical language, 
the findings of McCall’s editors after testing your product 
under home-use and laboratory conditions. 


i The Tag also acts as a silent salesman, and helps retailers close sales 
when salesmen are not on the floor. 


To learn how to put the power of McCall’s Use-Tested program 


y behind your product, see your McCall’s representative—or write 
+: ad S to McCall’s, 230 Park Avenue, New York 17, N. Y. 


the magazine of Togetherness...circulation now more than 5,300,000 
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The 5 stages of the common cold 
and how to attack each 


11. Ads that are a hypochondriac’s dream. 


should realize it. And more parents should 
realize it too. I’m sick and tired of jokes 
about gray flannel suits and gray flannel 
mouths. And stories and movies and tv 
plays about silly, superficial Madison Av- 
enue, where overaged boys and girls sit 
around all day drinking martinis and 
playing with their toes and other people’s 
money. 


= Have you read the piece in the Ladies’ 
Home Journal about the ad man who can’t 
make ends meet on $25,000 a year, be- 
cause he has to wear $135 suits and give 
$400 cocktail parties and have his swim- 
ming pool vacuumed once a week? If you 
haven’t, don’t. The fewer people who read 
it, the better. 

Did you see the movie, “The Twelve 
Angry Men’? I did, and actually there 
were only 11 angry men in the picture. 
The 12th ane was a simpering, empty- 
headed advertising man who didn’t have 


COOLEST OF THE COOL 
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13. Look like yourself and no one else. 


Employe Communications... 


12. Ads with a big, friendly smile. 


enough brains to be angry. 
This kind of nonsense makes me sore. 
It makes me sore because it hurts. 


s I’m sick of people apologizing for the 
fact that they’re in advertising, instead of 
being proud of it. We’re selling a hell of 
a lot of products for our clients, but we 
aren’t selling ourselves and our profes- 
sion. This is a tough, aggressive, young 
business and it ought to attract more 
tough, aggressive, young people. It’s an 
important business ... and it’s a fascinat- 
ing business ... and it’s a challenging 
business with enormous opportunity. 

And it’s full of people who are smart 
and eager and enthusiastic and honest. 
People with a lot of guts and a lot of crea- 
tive spark. And there’s a whale of a future 
in it for you and for me and for our chil- 
dren if we keep it that way—if we keep 
our youth and our courage and our hon- 
esty and our creative spark. + 
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14. Be different. And stick to it. 


Communications in the Bell System 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

Fifty-five years ago in Nashville, Tenn., 

a modest little house organ made its in- 

conspicuous debut before the employes of 

the Cumberland Telephone Co., now a 

part of Southern Bell Telephone Co. The 


cheering was moderate, but the event 
marked the initial step in one of the larg- 
est and oldest, not to mention one of the 
most effective employe communications 
programs in the country. 

Today the Bell System reaches its 800,- 
000 employes through a great variety of 
communications devices. Including the de- 
vices of Western Electric and of Bell Tele- 


phone Laboratories, they are: 23 employe 
magazines, each circulated to all employes 
in the particular company; four magazines 
for special readership groups, including 
the highly regarded “Bell Telephone Mag- 
azine” and the “Bell Laboratories Rec- 
ord”; eight external magazines, published 
for the larger business customers of the 
various companies, especially the people 
in charge of—or who operate—private 
branch exchange switchboards. 

The network embraces 23 tabloid news- 
papers, of which 18 are Western Electric 
plant papers circulated to all employes of 
the company or area served. There are 44 
employe bulletins; these have the same 
general objectives as the tabloids, but are 
less pretentious and generally cover a 
single state in a multi-state company. The 
system produces 18 management bulle- 
tins, primarily for distribution to super- 
visory groups. In addition to these “main 
line” devices, Bell issues “now and then” 
bulletins related to merchandising, labor 
relations, retired employes, community 
relations, news clippings and other topics. 


= What made the Bell program effective 
at the outset and has kept it growing is 
this: The sponsors knew what they want- 
ed. They wanted essentially to spread in- 
formation, to tell employes about the 
business and its progress. Second, they 
wanted to serve an educational purpose. 
Third, they sought to build a team spirit. 
Not so incidentally, they wanted to pro- 
mote efficiency, encourage safe practices, 
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discourage waste, and to build pride in the 
institution and confidence in its manage- 
ment. 

Over the years another important func- 
tion came into focus: To enunciate com- 
pany policies. Out of it has come, in vir- 
tually all Bell publications, bolder and 
more affirmative writing. Bell is speaking 
forthrightly in an era when “business— 
especially big business—is fair game for 
dissidents of many kinds.” Bell System 
editors have welcomed the new trend, 
but they write with somewhat less abrupt- 
ness than one finds in other industry pa- 
pers. This can be credited to the belief 
that a company can “speak up” without 
being bitter, forceful without calling 
names. 


® Bell is thoroughly survey-conscious. It 
imposes against itself a constant routine 
of checks and balances, through profes- 
sional surveys designed to reveal the bad 
along with the good. In the field of em- 
ploye communication—printed as well as 
oral—the Bell System is generally con- 
ceded never to have backed up. When it 
moves, it moves forward. 

Last month, in the “Bell Telephone 
Magazine,” R. Irwin Johannesen, publi- 
cations manager of AT&T, told the story 
for the first time of the growth and de- 
velopment of communications within the 
Bell System. If anyone doubts the value of 
a solid, continuous program of employe 
communication, let him read it. He will 
come away convinced he was wrong, and 
well instructed in how to do it right. # 


Is the Public Really Consuming More Food? 


By E. B. Weiss 

Because of my consistent distrust of 
many of our business statistics I make it 
a regular practice to examine with du- 
bious, if not cynical eyes, any set of busi- 
ness figures that suddenly captures broad 
attention. Right now, 
one set of figures that 
is attracting consider- 
able notice has to do 
with the public’s buy- 
ing of food. 

Presumably, these 
statistics indicate that, 
despite the recession, 
despite over 5,000,000 
unemployed, despite 
millions who 
are working less than 40 hours a week, 
despite the consequent problem involved 
in meeting time payments on hard and 
soft goods and house mortgage require- 
ments—despite all of these potent adverse 
factors, the public (according to the sta- 
tistics) has bought more food in the first 
quarter of 1958 than ever before in this 
nation’s history. 

Now this may really be so. I have no 
figures to disprove it. But I wonder 
whether the figures that are used to 
make this point are much more reliable 
than most of our business statistics. 


E. B. Weiss 


s I understand that the figures purport- 
ing to cover the public’s food purchases 
are based on a sampling of the total 
gross volume of the food outlet. I under- 
stand also that one of the major compilers 
of these figures uses a larger proportion 
of large-scale food store units than is 
typical of this outlet and then “down 
weights” these stores, presumably to cor- 
rect proportions to get the nationwide 
figures. (That’s a neat little statistical 
trick that I suspect is more easily stated 
than accomplished.) 

But suppose we stick with the basic 
fact that the figures that presumably in- 
dicate food buying are premised on the 


total volume of the food outlet. Ever since - 


the war, the food outlet has become less 
and less a food outlet—and more and 
more a combination of variety store, drug 
store, department store (and also gas sta- 
tion, beauty parlor, etc., etc.). In other 
words, the total dollar volume of the 
food outlet is coming in increasingly big 
gobs from non-foods—non-foods of infin- 
ite variety and many of which are big- 
ticket items. (Super Market Merchandis- 
ing recently predicted that in some new 
“food” outlets as little as 15% of the to- 
tal volume will come from food.) 

We have, today, some food supers that 
find that over 50% of their dollar gross 
comes from non-foods. We have a sub- 
stantial percentage of food supers which 
find that from 25 to 50% of their dollar 
gross comes from non-foods. Certainly in 
the first quarter of 1958 the non-food 
dollar gross of the food super was the 
largest in its history—among other rea- 
sons because the giant new units that 
the food super chains opened in the first 
quarter turned strongly toward the non- 
foods. 


= What is true of the food super chains is 
true only to a lesser extent of the rank 
and file of independent grocers, many of 
whom are, of course, also food super op- 
erators. The food retailer, in brief, is 
rapidly in process of becoming no more of 
a food retailer than is the drug retailer a 
retailer of drugs or the five-and-dime a 
retailer of five and ten cent items. 

I wonder, therefore, whether total vol- 
ume figures of the food outlet are any 
longer accurate indicators of the food 
buying of the nation. Somehow, I have 
the sneaking suspicion that when I read 
a food trade article captioned, “Grocery 
Sales Trend Remains Strong,” the fact is 
that, on an annual basis, several billion 
dollars of growing non-food volume 
makes that term “grocery sales” some- 
thing of a misnomer and that grocery 
sales may not have remained as strong as 
superficial statistics, superficially exam- 
ined, would appear to suggest. # 
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* ABC average total paid circulation for 
six months ending Dec. 31, 1957. 


* The all-time record in paid circulation for an 
advertising-marketing journal—and still going up! 
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Looking at the Retail Ads 


AN UNEQUALLED VALUE 
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| rattan at huge savings! 
| 


EASTLAND NORTHLAND 


By Clyde Bedell 


(Mr. Bedell is a consultant in retail 
advertising and advertising train- 
ing.) 

“Bob, please read this ad for rattan 
furniture. Maybe this is the opportunity 
we're looking for for our sunroom fur- 
niture.” 

“Yeah?” 

“Please, Bob, read it.” 

“Yeah—all right, I’ve read it.” 

“Don’t you think it sounds good enough 
to go see?” 

“Wild goose chase.” 

“Why?” 

“Probably no good.” 

“Why, Bob! I think this is a good store!” 

“You’d think they could say something 
good about their furniture, then.” 

“Don’t they?” 

“Not that I can see.” 

“It’s good-looking.” 

“Yeah, the picture is.” 

“Bob, you just don’t want to buy any- 
thing.” 

“I do. I agreed we’d get new furniture. 
But I don’t want to buy where they have 
no interest in serving us.” 

“Wel-l-l-l-], but...” 

“Yeah—but! You know what I mean.” 

“Can’t we go look?” 


s “If we went to look at everything all 
the ads offer that come somewhere near 
what we want, we’d have time for nothing 
else...” 

“Do you mean because they don’t tell 
how it’s made and how strong it is... ?” 

“No—and yes. I’ve read and re-read 
this thing several times. Is it cheap junk, 
or well made? Will it stand up? $30 plus 
each item—I don’t know whether that’s 
so cheap it’s lousy furniture, or whether 
we should get pretty good rattan for this 
price. This ad doesn’t help any...” 


“But. Bob...” 

“Let me finish. Is this average size stuff 
—is it big—small—are the cushions can- 
vas, duck, imitation leather, plastic? Are 
they washable? What color are they? 
Black, gray, like théy are in the paper? 
There are 111 colors they could be. You 
won’t be happy with any but one of two 
colors, and you know it. So they keep it a 
secret—the colors—hoping to suck you in 
and then they’ll high pressure you into 
what you don’t want. I like H........ ’s ad- 
vertising. They really tell all about their 
stuff. They don’t want to sell you unless 
what they have is right for what you want 
it. They let you sit at home and come to 
an intelligent conclusion as to whether 
their stuff is a good prospect for pur- 
chase.” 

“Well, I like H........ ’s ads too. But they’re 
not advertising rattan today.” 

“Okay, they’re not. But if this is rattan 
season, you know H........ ’s have got rattan. 
This ad makes me think of the swell sea- 
son ahead. I’m as ashamed as you are of 
that ratty stuff we want to get rid of. 
We'll be able to go into H........ ’s Saturday. 
Let’s forget this stuff. I don’t think bar- 
gains are any good unless you know what 
the money buys. Let’s go look at H........ — 

“I know—I guess maybe you’re right. 
But don’t think I’ll forget by Saturday. It’s 
a promise? We’ll go?” 

“We sure will.” 

* : * 

“Hey, Heinie—that lousy newspaper 
failed to pull again—for our rattan.” 

“T know it, Chuck. It’s getting so no ad 
media are any good any more. You work 
like hell to make a little dough. Then you 
piddle it away in the newspapers and they 
don’t do anything for you.” 

“It’s a buyers’ strike, Heinie. The peo- 
ple just ain’t spending.” 

“T guess so. The newspapers are lousy— 
and the people are tight.” + 


What They Were Saying 25 Years Ago... 


A report by the committee on advertis- 
ing agents of the American Newspaper 
Publishers Assn. at its convention (AA, 
April 29, 1933): 

“There is noted a trend on the part of a 
few agencies to depart from the long- 
established custom of agency relationship 
and functions, by submitting contracts 
providing for no personal liability for 
~ payment of advertising published on 
their order. In cases where this has oc- 
curred we have immediately protested 
and in practically all instances the agen- 
cy has willingly returned to the estab- 


lished practice.” 

Advertising Age, in an editorial after 
beer was legalized (AA, April 15, 1933): 

“Plenty of beer will be drunk over the 
bar, no doubt, and the advertising of 
draught beer dispensed from kegs will 
continue to have its place. But the con- 
sumption of beer sold in bottles through 
standard retail outlets will be such an 
important factor that a real-opportunity 
for ‘trading up’ and the development of 
a different and better attitude toward 
beer on the part of the community is evi- 
dent and is being taken advantage of.” 


Tips for the Production Man... 


Advertising Age, June 2, 1958 


Many Uses for Good Photostats 


By Kenneth B. Butler 

Good photostats are a handy helper 
to the production man. They provide short 
cuts that frequently save money. A check- 
list of 52 ideas for uses or tricks with 
photostats has been prepared by Rapid 
Copy Service, 123 N. Wacker Drive., 
Chicago. We list some of the more inter- 
esting: 

Scale photos for comprehensive layout 
for printing. 

Enlarge details of drawings and photos 
for legal work. 

Proof new ads and product design for 
dealer presentations. 

Reprint articles, testimonials, or other 
copy to fit layout. 

Convert photos and shaded art work to 
line drawings in perspective. 

Superimpose lettering on any kind of 
background. 

Enlarge small copy, diagrams, drawings. 
Prevent eye strain. 

Repeat art or logos same or different 
size for printing or tv. 

Make black-and-white prints from Ko- 
dachromes. 

Color separate art to eliminate second 


color in new layout. 

Color correct to reduce secondary colors 
to gray tones. 

Copy from books which do not lie flat 
and which must not be unbound. 

Gang-run art and type for printing 
layout pasteup “thief” files. 

Scale illustrations for ad mats, cuts, or 
offset printing layouts. 

Repeat intricate artwork for continuous 
border designs. 

Stretch (or squeeze) copy to fit or for 
special effects. 

Distort copy for special effects. 

Flop illustrations to change direction. 

Matte prints for coloring in experi- 
mental design work. 

Dry mounted prints, back-to-back, for 
dummy booklets. 

Board-mounted prints, wing-easeled for 
standup displays. 

Photostats of photos to ghost or in- 
crease contrast in halftones. 

Gang copy for printing reverses, cut 
apart and paste up. 

Blueprints can be used as ’stat negatives 
to make ’stat positives. 

Blowups for posters. # 


ART & COPY 
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Ad Requirements is regarded as a “tremendous asset’ by thousands If you're looking for response and results from this group spending 
of advertising men today because it gives them the ideas, case over $3 Billion annually, be sure your sales story is getting to them 
studies and useful methods they can use in their advertising work. in AR. Here your offering is surrounded and supported by a wealth 
Wherever the professionals of advertising are planning and put- of editorial features that has attracted an outstanding audience 
ting together new ads and advertising campaigns—wherever they of over 21,000 important advertiser and agencymen every issue 
are buying or specifying the thousands of products and services 

that go into today’s promotion, production and merchandising— 


—every month. It’s AR’s winning combination—right editorial 
coverage, right advertiser coverage—that promises and produces 

there you find Ad Requirements getting read, clipped, referred 

to and discussed. 


such a remarkable response for its advertisers. If you haven't tried 
it, you're missing the best bet in advertising today. 
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Salesense in Advertising ... 


The Passing of Retail Salesmanship 


By James D. Woolf 

Some time ago, while in New York, my 
wife and I set out to buy a new television 
set. We betook ourselves to a large musi- 
cal appliance store on Madison Ave. 
where, after being ignored for ten min- 
utes or so, we were at- 
tended by a middle- 
aged salesclerk. A cer- 
tain Magnavox set 
captured our attention 
and we asked him fora 
demonstration. 

This threw him into 
a dither as he twirled 
several knobs without 
results. Finally, after 
some help from a floor 
manager, he contrived to put on a par- 
tially successful demonstration. He knew 
the answers to none of the semi-techni- 
cal questions we asked about the set, and 
again he called on the floor manager for 
help. Finally he confessed that he was a 
violinist out of work, and that he had 
taken this job as a stopgap. 

Later on, in Chicago, I set out to buy 
one of the new Parker pens. I found 
them on sale in a large State St. store, 
and was waited on by a young woman in 
her early 20s. To test her, I asked a half- 
dozen semi-technical questions about the 
pen and particularly about the capillary 
action which filled the barrel with ink. 
She was decidily foggy about the whole 
thing, and seemed to be slightly an- 
noyed by my quizzing. 


James D. Woolf 


= In Santa Fe, I set out to buy some 
plant food for my lawn. I was undecided 
between Vigoro and several rival kinds, 
and I was honestly in need of advice. 
The clerk who waited on me, a man who 
had clerked in the store for years, was 
totally uninformed on the subject. I fi- 
nally decided on Vigoro because, thanks 
to its extensive advertising, I knew 
something about it. I have had more or 
less the same frustrating experience in 
buying house paint, carpet, a hot water 
heater, roofing material, and radio sets. 

“U. S. salesmen,” asserts the Willmark 
Service System, “are just order-takers.” 
Willmark uses a national staff of profes- 
sional shoppers to check up on the per- 
formance of retail salespeople. “The 
great flaw of retail salesclerks,” says 
Willmark, “is not the high pressure for 
which they have been lampooned—but 
utter apathy.” 


Then there are the supermarkets 
which employ only stock boys and check- 
out girls. The doubtful customer who 
may like to ask questions about a given 
product has nobody to turn to; personal 
salesmanship is totally non-existent. 
Consider, too, that in the big supers a 
host of non-grocery products—tools and 
small appliances, cooking utensils, cer- 
tain households goods, and some articles 
of clothing and haberdashery—are today 
self-purchased by the shopper. More- 
over, predicts E. B. Weiss, it won’t be 
long perhaps before shoes will be self- 
purchased by the consumer. 


s What this means, in the case of a vast 
host of products, is that advertising is the 
only dependable vehicle of communica- 
tion between maker and consumer. It 
means that if there are several important 
benefits to be told in behalf of a given 
product, they won’t be told unless the 
maker does the telling—through the me- 
dium of his advertising and his point of 
purchase material. It is folly to think 
that the apathetic and uninformed clerk 
(when there are clerks) will tell your 
product story accurately, completely, and 
persuasively. 

Hence it is that I cannot understand 
the notion, which prevails in some quar- 
ters, that mere remindership and name 
publicity are the primary functions of 
advertising. I cannot understand the 
abandonment of informative, hard-work- 
ing copy for “cute” pictures, “clever” slo- 
gans, and tricky gimmicks that may snare 
the eye but fail to sway the mind and 
heart of the reader. I cannot understand 
the passion for “entertainment” copy 
which seeks to amuse rather than in- 
form. 

Perhaps you believe, contrary to the 
Willmark findings, that effective retail 
salesmanship is far from being a myth. 
Even so, no matter what your product 
and no matter how competent you believe 
your retail representation to be, what 
do you have to lose by loading your ad- 
vertising with the information (or inspi- 
ration) essential to a sale? # 


oo ae * 


Mr. Woolf’s articles are available in a 
handsomely bound 383-page book for 
permanent reference. Price $5.95. Write 
Advertising Publications, 200 E. Illinois 
St., Chicago 11, IIl., for “Salesense in Ad- 
vertising,” available on five days ap- 
proval. 


Mail Order and Direct Mail Advertising ... 


Any Formula for Mail Order Ads? 


By Elon G. Borton 

“Is there a written or printed formula 
or set of points for planning and prepar- 
ing mail order advertisements?” asks a 
reader of this column. 

I know of no such formula labeled spe- 
cifically as such. But 
back in 1923 Claude 
Hopkins, one of the 
great copywriters of 
all time, wrote a little 
book, “Scientific Ad- 
vertising,” in which he 
labeled one _ chapter, 
“Mail Order Advertis- 
ing—What It Teaches.” 
Other chapters dis- 
cussed other phases of 
mail order advertising such as “Head- 


Elon G. Borton 


lines,” “Tell Your Full Story,” “Art in Ad- 
vertising,” etc. 

In 1957, another great copywriter, 
John Caples, published his book, “Making 
Ads Pay,” in which he carried farther 
and more specifically the points made by 
Hopkins. It is one of the best books I 
know on this subject. 

Victor Schwab of Schwab & Beatty 
wrote in 1942 a very helpful book, “How 
to Write a Good Advertisement,” which 
was not openly tied up to mail order ad- 
vertising but certainly was largely built 
around it. 


# I doubt if most mail order advertising 
ad writers have a written formula or 
plan against which they check each ad 
as they prepare it. I know I never did, 
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in my 20-plus years of mail order ad- 
vertising. 

Advertising—even for the mail order 
man—is not a precise or scientific matter 
which permits slavish following of a for- 
mula. 

But I did have an unwritten pattern 
which I followed fairly closely. This pat- 
tern was developed out of years of ex- 
perience. I never tried to write it down 
and it kept changing with my own find- 
ings and with constant interchange of 
information with others. It did not guar- 
antee that my ads would always be good, 
but it did help avoid bad mistakes and 
kept one more nearly on the beam. Any 
sharp variations from it—and I was con- 
stantly testing them—were made with 
questioning. 


Advertising Age, June 2, 1958 


Such a pattern as used by most mail 
order admen involves a number of points 
or factors: the length and nature of copy, 
the choice of appeals, the character of 
the headline and subheads, the attention 
value of the illustration, the size and copy 
of the coupon, etc. 


® The advantage of such a pattern or 
formula, written or unwritten, is clear. 
It gives a proven check list against 
which to check. The danger is in becom- 
ing a slave to a check list or pattern and 
losing the fine edge of originality and 
creation. 

That can be avoided by constantly 
testing changes and variations and adopt- 
ing into your pattern those which prove 
resultful. + 


What They're Doing Today 


WHAT'S BECOME OF ... 


JOHN ORR YOUNG and RAYMOND RU- 
BICAM—who founded Young & Rubi- 
cam in the Roaring ’20s and built it into 
one of the world’s largest advertising 
agencies, devising campaigns along the 
way to boom products ranging from Pack- 
ards to Jell-O? 


# John Orr Young, a vigorous 71, today is 
a highly active advertising consultant who, 
working quietly behind the scenes, ad- 
vises some of the largest agencies (with- 
out naming them), brings about substan- 
tial mergers, evaluates campaigns, helps 
advertisers select agencies and serves in 
the placement of top executives. All this he 
does, with the help of one feminine assist- 
ant and a few filing cases in a modest New 
York office, despite the fact that he “re- 
tired’”’ as one of the heads of Y&R 22 years 
ago. 


= Mr. Young, whom the New York Times 
described this year as “tall, erect and grey- 
mustached,” accepts credit for merging 
D’Arcy Advertising Agency with the Fed- 
eral Agency, Cowan & Dengler with Don- 
ahue & Coe, Ivan Hill with Cunningham 
& Walsh, and Brisacher, Wheeler & Staff 
with Cunningham & Walsh. 

Educated at Lake Forest College (1906- 
08), he landed a job as a copywriter at 
Lord & Thomas, where he learned some of 
what he knows from the renowned A. D. 
Lasker and Claude Hopkins. This was the 
first in a remarkable succession of two- 
year jobs: ad manager, Crisco division, 
Procter & Gamble, Cincinnati (1913-14); 
partner of Young, Henri & Hurst, Chicago 
(1914-15); his own John Orr Young Co., 
New York (1916-18); F. Wallace Arm- 
strong Co., Philadelphia (1918-20); N. W. 
Ayer & Son, Philadelphia (1921-22)—be- 
fore joining Raymond Rubicam to form 
their agency. 


= Young & Rubicam progressed from a 
shoestring (the first account was a do-it- 
yourself gadget for making your own shoe- 
strings) to billings of $12,000,000 by the 
mid-’30s and, in the doing, Mr. Young so 
impaired his health that he retired in 1935. 
His health restored, he has been a con- 
sultant since 1941. A Republican, Mr. 
Young sponsored a “Willkie magazine 
fund” in 1940 and the first (premature) 
“Ike for President” campaign in 1947. 


John Orr Young 


Raymond Rubicam 


Brooklyn-born Raymond Rubicam 
launched his career at age 15 by leaving 
school to take a $5-a-week job as a ship- 
ping clerk’s helper in Denver. He went on 
to found Young & Rubicam and expand its 
billings to nearly $50,000,000 by the time 
he retired as chairman of the board in 
1944. The billings were credited as the 
second largest in the world at the time. 


# Mr. Rubicam’s success story is strictly 
Horatio Alger. The son of a trade journal- 
ist and poetess, he inherited an early in- 
terest in writing. Unable to continue 
school, he studied and read assiduously in 
his spare time and spent a year bumming 
his way across the country. Years later he 
received honorary degrees from Colgate 
University and Boston University. His 
free-lance feature stories won him a job 
as a $12-a-week reporter on a Philadelphia 
newspaper. After subsequent experience 
as an automobile salesman and as copy- 
writer at F. Wallace Armstrong Co. and N. 
W. Ayer, he launched Young & Rubicam, 
where he put the accent on consumer re- 
search and high copy-art standards. 

Today, at 65, he lives in Scottsdale, Ariz. 
Prominent in business affairs in the area, 
and in promotion of its growth, he and 
six associates currently are building a 
$51,000,000 shopping center in Phoenix. 
Example of the Rubicam touch in Phoe- 
nix: The annual report of the Valley Na- 
tional Bank of Phoenix, published in 
February, includes an eight-page, full col- 
or insert pointing up the scenic, climatic 
and recreational advantages of Arizona 
and aimed to attract new business there. 
Idea man behind the insert: Mr. Rubicam, 
a director of the bank. 

He continues to keep one iron in the 
fire of national advertising; he has been 
a marketing consultant to Campbell Soup 
Co. since 1952. # 
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How to focus your product story 
on 6 important areas of family interest 
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Better Homes & Gardens popular Idea Annuals I 
concentrate the famous idea power of America’s family idea magazine—Better — 
Homes & Gardens—on six specific home and family topics. For the innumerable aoa 
products that home and family centered people want and need, here is selective eer 
advertising at its best. The readers of BH&G Idea Annuals are actively looking 1 
for things to do and to buy — because they’re ready to turn their dreams of better oa 
living into realities. For complete and profitable details, get in touch with your + 


local Better Homes & Gardens representative —soon! 


\ 


CHRISTMAS \. 
IDEAS ANNUAL ~\. 


N 

1958 ISSUE CLOSES: AUGUST 15 \ 950) color pic OE 
‘\ gilts and decor 
ON SALE: OCTOBER 16, 1958 \ _-youc an ne 
\ , 
RATE BASE: 550,000 
Whatever you sell that home loving people 4 
might buy to make someone’s Chrisimas f 
merrier—to give as a gift, to decorate 4 
with, to cook or to eat—you reach shoppers P 
in the Christmas Ideas Annual who 4 
are eager for suggestions r 
and ready to spend! / 
- 
4 


Thanos A Gales 


f ~ Better Homes Canes Rete 


/ HOME AL aoe 


‘AL 


ipa Homes a Gadens 


=. «=< 
HOME B £ BUILDING | 


CONDITIONING HEATING 


wt TINANCING nin 


Closes: June 13, 1958 
On Sale: August 19, 1958 
Rate Base: 165,000 


Closes: July 15, 1958 
On Sale: September 16, 1958 
Rate Base: 450,000 


Closes: October 15, 1958 
On Sale: December 18, 1958 
Rate Base: 225,000 
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Closes: November 14, 1958 
On Sale: January 20, 1959 ; 
Rate Base: 165,000 ' Rate Base: 135,000 


Closes: December 12, 1958 
On Sale: February 19, 1959 


MEREDITH OF DES MOINES... America’s biggest publisher of 
ideas for today’s living and tomorrow’s plans 
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‘Let's Face the Facts’ 

To the Editor: As a former auto- 
mobiler—who has more happy 
than tortured memories of that 
exhilarating rat-race—I’d like to 
toss a few thoughts into the cur- 
rently popular parlor game of 
throwing rocks at Detroit: 

1. I was saddened at the “You 
Auto Buy Now” concept when it 
first appeared. And I was reluc- 
tantly happy to see some real pro- 
fessionals take it apart in your 
May 12 issue. First of all, it’s an 
ill-conceived, cornball slogan that, 
I’m afraid, is too typical of some 
of the material that passes for 
sales promotion and sales train- 
ing in this industry. 

More important, it defies all the 
rules of appealing to the buyer’s 
self-interest. Why should he buy 
now? I know the importance of 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


\the automobile industry to the 
economy. But you can’t lay that 
load on a prospect’s shoulders. So 
nobody really says “why” to the 
‘consumer by laying some custom- 
er benefits on the line—honestly 
reduced prices, special accessory 


deals, etc. Why should he buy a' 


car? Why not a washing machine, 
|or a new wardrobe, or a portable 
‘electric drill? The consumer’s in- 
terest in helping the nation’s 
economy is certainly secondary to 
|his interest in benefiting himself. 
|And that’s what “You Auto Buy 
Now” seems to forget. 

2. I’m more than a little tired of 


all the ex post facto experts who) 


|suddenly crowd onto the stage 
and preach to the car makers. I 
wonder how many of them would 
back up their opinions if they had 
‘to gamble the millions Detroit 


\shoves into the pot with every | 
new-model announcement. Let) 
him who is without sin cast the 
first stone—and—who is ready to| 
throw that rock examine his own| 
business and his own contribu- 
tion to this country’s economy. 

On both scores, let’s face the | 
facts. We’ve all got a job to do in 
licking this temporary setback to | 
the climaxes we’ll hit in the ’60s| 
and the decades beyond. But we're | 
jnot doing a lick of work on that 
| job when we try to con the public | 
with a phony slogan, or when we| 
kick some industry that’s having | 
a hard time of it. 

Let’s do the best possible job for 
our own companies and clients. 
Let’s criticize where criticism is 
due and where it’s constructive. 
Let’s feel a deep sense of respon- | 
sibility for our country and our 


“Then Pll have an article of indeterminate length 


on a pertinent subject, provided I can 


The editorial content of Haire trade 
magazines isn’t something that hap- 


pens by accident. 


Our editors continually comb the 


markets they serve. Object: to un- 


think of something.” 


similar aims and 


problems, the “big 


idea” for one may very likely be the 


“big idea” for another. That’s why 


our editors pool their information 


it may serve. 


cover up-to-the-minute merchandis- 


ing ideas to help their retailer 


readers move more goods at a profit. 


Because the markets we serve have 


and pass it along to other markets 


Some years back Haire magazines 


adopted the slogan — “The strength 


of all for the strength of each.” We 


still use it. 


AIR 


Speeidliyd TRADE MAGAZINES 


HAIRE PUBLISHING COMPANY ¢ 111 FOURTH AVENUE « NEW YORK 3 
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profession. 
Let’s put our money where our 
mouths are. 
Larry O'Neill, 
Baltimore. 
. 
‘Inhuman,’ Auto Buy 
Campaign Is Called 
To the Editor: Bravo! Bravo! 


| Bravo! to Zal Venet and every one 


of his beautiful anti “You AUTO 
Buy Now” words, sentences and 
paragraphs (AA, May 12). Boom- 
erang it did indeed...for every 
friend, relative and acquaintance I 
have (above the low grade moron 
level) were so irritated by and re- 


|sistant to this type of advertising 
that their immediate reaction was: | 


“T can’t buy now and what’s more, 
if you’re going to take the attitude 
that if I don’t buy I’m un-Amer- 
‘ican and don’t give a hang about 
the nation’s economy, I damn well 
wouldn’t buy if you gave me the 
money!” 

The utter gall and inhumanity of 
such campaigns in cities as hard- 
hit by the recession as Detroit 
(15% unemployment) is as as- 
toundingly unfeeling as Marie An- 
toinette’s ““Let them eat cake” re- 
tort. 

The picture of well-fed and rosy- 
cheeked auto dealers parading, 
grinning and waving, past an Un- 
employment Compensation office 
with its lines of worried men, bark- 
ing their “You AUTO Buy Now” 
theme was enough to turn the 
strongest stomach. 

The advertising business seems, 
to the layman, to have lost its mor- 
al perspective in a headlong rush 
to sell, sell, sell. 

For years they have capitalized 
on the gullibility of the fool—now 
they are exploiting human misery. 
Elaine Pearson, 

Detroit. 


No Relation to GE 


| To the Editor: Being the adver- 


| tising agency for General-Gilbert 
|Corp., we feel that we have been 
| struck below the belt with regard 
|to the “Advertising We Can Do 
| Without” item that appeared in 
|your April 28 issue. The implica- 
tion is that the General-Gilbert 


Corp. condones this type of adver- | 


|tising, and is conscientiously at- 
|tempting to trade on the General 
| Electric Co. prestige. Nothing could 
|be further from the truth as you 
| will quickly see after you run 
|through some of the attached 
| proofs. 

Parenthetically you might be in- 
terested in the fact that the Gen- 
| eral-Gilbert Corp. was established 
/in 1807, and has conscientiously 
designed and built an adding 
machine that to a large extent is 
keeping hundreds of people em- 
ployed in a New England town 
that has been beset by severe labor 
troubles, not to mention a devas- 
tating flood several years ago. 

Your release will cause damage 
to our prestige and to actual sales. 
We honestly believe that a further 
check should have been made as to 


: gai 
% at 


Advertising Age, June 2, 1958 


reading of the release leaves the 
|/unmistakable impression that this 
|is a company-produced ad. 

We think the least that can be 
done is either a retraction or pos- 
| sibly a reproduction of the double- 
| truck ad enclosed, as an indication 
of a manufacturer who is making 
'a mighty effort to back up the 
| President’s plea for greater value 
| and more aggressive salesmanship. 

Ted Gravenson, 
Ted Gravenson Inc., New York. 
| AA reproduced the ad as it ap- 
| peared in Cleveland. If damage to 
| Gravenson and its client occurs, it 
lis caused by this dealer advertis- 


|ing, and not by Advertising Age. 
| 


Suggests Something New: 
“Push the Truth Button’ 

| To the Editor: Someone auto 
|give Lawrence G. Chait a medal. 
| Someone auto do it now. Be- 
cause in a talk before the Hundred 
Million Club of New York, on 
|May 8, he told the members that 
|the “Auto Buy Now” was “soph- 
fomoric and insulting.” ADVERTIS- 
ING AGE carried the story on Page 
1 of its May 9 issue. 

Silly slogans, despite the money 
poured into their publicizing, can’t 
generate the power to get them 
much beyond the mouthing stage. 
So, someone in Cleveland did sell 
a few more cars! It wasn’t the 
slogan that did it. It was the at- 
tending solid core advertising in 
newspapers, and on radio and tel- 
evision selling hard value, and 
reasons to buy. 

As for slogans, we’ve seen them 
| Staggering limpedly through the 
|shoe industry, in the guise of 
smart advertising, for years. Even 
|today we saw in the windows of 
/one of the larger chain shoe store 


| units the inane and empty so- 
|called slogan, “You Shoed Buy 
‘'Now.” Come, now, how puppy- 


/like would they like to think us? 

| Why shoed we buy now? Why 
j;aut we to buy at any time? Be- 
cause someone comes up with an 
idea that would disgrace the slow 
boy in the third grade? Because 
someone says these are the words, 
the joy buttons to punch to check 
the glide we’re in and build up 
| the gleam we’re missing? 

Well, here’s news flash for the 
| boys who believe this. It makes the 
potential buyer of the commodi- 
|ties promoted with such inanities 
|so incensed that, even had he in- 
|tended to part with his hard- 
‘earned or hard-saved dough, the 
|puerile exhortations to spend it 
|/now turn his stomach as well as 
his intentions. 

Maybe this is good. A healthy 
cynicism protects the buyer from 
induced fevers generated from 
these and other so-called hard sell 
promotions. It’s a fortunate cyni- 
cism that keeps the average man 
or woman from succumbing to the 
idiots’ chorus which keeps re- 
|peating, without sense, rhyme, 
reason, or incentive that we shoed 
‘buy autos now, or we auto buy 
shoes now. 

This is the kind of vapid adver- 


whether this was a dealer or com- |tising, slanted at the infantile in- 
pany-inspired ad, because a casual ‘tellect bestowed on the American 
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buying public by some advertising 
agencies, which has brought the 
American shoe industry to _ its 
present position in which it can 
boast only of depressed prices, de- 
pressed profits, faltering financial 
structures, and production at a 
fraction of its producing capacity. 
It is an industry whose produc- 
tion workers are paid wages 
standing 212th on a list of 219 
American industries. Silly slogans, 
completely depended upon, have 
helped to bring this about. 

The shoe industry is so far 
away from its ideal of selling up 
to its potential capacity that it ex- 
ists in a world of attrition, anemia, 
and despondency. This, in spite of 
the 600 million pairs of shoes it 
made last year. Slogans and a de- 
pendency on slogans to sell shoes 
have done this. 

The shoe industry has just nev- 
er felt it necessary to tell its pub- 
lic about the value it builds into a 
pair of shoes, the jewel-like dove- 
tailing and precision of the more 
than 200 necessary operations the 
production of a pair of shoes en- 
tails, the distributive steps needed 
to get them to the consumer, the 
resistance they offer to the hard- 
est type of wear, heat, abrasion, 
dampness, play. Style they talk 
about! Style they express in slo- 
gans! Style alone they say will 
sell shoes! Well, why aren’t we 
selling 900 million pairs a year? 
We can make them. Why can’t 
style slogans sell them? 

To educate the public, to give it 
good reasons why it shoed buy 
shoes, or autos, or anything else, 
is to make the right approach. 
Give the public good reasons for 
buying, quite apart from the pres- 
ent need of the economy to buy 
now, pitch these appeals at the 
personal level with personal rea- 
sons why people should buy now 
and you will do more to upsell 
the shoe industry than a whole 
bucket of emptiness expensively 
filled and expensively toted around 
the country merely to give the 
public slogans based on atrociously 
silly spellings of simple words 
everyone understands. Not even 
good puns; they insult people by 
the millions. 

Not only was Chait right, but 


his correctness goes deeper than | 


he knows. People want to be sold, 
so sell ’em. It’s far different to 
sell ’em than to overpower ’em 
under wagon loads of tripe. If we 
flatten ’em we can’t sell ’em be- 
cause they’re dead.. But, if you 
push the shock button, you can 
sell ’em plenty. And, today, the 
shock button is that small, round, 
almost atrophied-through-lack-of- 
use knob labeled, the truth. It’s 
there, but you have to look for it, 
it’s so long since it’s been used 
at all. Push this button and tell 
’em why and how they get value 
for their money. This is a new 
technique. It’s bound to seem 
new, anyway, to the poor little, 
rich consumer with all that hoard- 
ed dough wrapped up in his 
reach-proof wallet. Tell ’em the 
truth. We might just reap a har- 
vest. What have we got to lose? 
We ought to, we should try some- 
thing different. We auto sell shoes 
and we shoed get the 10,000 un- 
employed shoe production work- 
ers back to their jobs. 

Slogans won’t do it. Hard sell 
can do it only if it’s truthful. 

Don’t forget that medal for 
Chait! 

John J. Mara, 
General President, Boot & Shoe 
Workers’ Union, Boston. 


Criticism Should Be a Help 
To the Editor: It appears that 
the lively response to Ed Weiss’ 
setpiece pronging research has 
encouraged serving up more of 


the same. But Weiss’ point of view, | 
at | 
least well expressed and stimu-| 


| 
| 


though over-simplified, was 


lating. Hayakawa’s raucous pot- 
boiler belongs to the genre of low 


comedy. It is ironic to see this 
custodian of a naive cult, on the 
intellectual level of Positive 
Thinking, using such terms as 
“harlot social scientists” and “voo- 
doo,” when the one genuinely use- 
ful thing about general semantics 
is that it purports to encourage 
the rational, careful use of lan- 
guage. To point up the irony, the 


item originally appeared in ETC, 


|a periodical primarily addressed to 
the faithful. 

| From the point of view of ad- 
|vertising, what good is served by 
|publishing such material? It’s 
very remote from genuine criti- 
|cism; it’s not written from any 
recognizable point of view, and it 


offers no arguments or evidence | 


to support an attack on “motiva- 
|tionists” which only falls short of 
jaccusing them of eating human 


flesh. We can reasonably assume. 
that some of the work of some of) 


ithe “motivationists” deserves crit- 
‘icism or at least searching com- 
ment, but surely Professor Haya- 
kawa is aware that Motivationist, 
is not Motivationist,. . . 


I hope your columns will never | 


be closed to serious criticism for 
any phase of advertising, even bit- 
terly hostile criticism, if it is writ- 
ten to help advertising in the last 
analysis. I can’t see how Haya- 
kawa’s article can possibly come 
under this heading. It simply adds 
to the grotesque image of motiva- 
tion research emerging from the 
rich fantasy life of Vance Packard. 
Gerald C. F. Allen, 

Chicago. 


A Question tor Semanticist 

| To the Editor: I read with a great 
|deal of interest S. I. Hayakawa’s 
|discussion of MR and the auto 
makers (AA, May 12). One ques- 
tion occurs: What make car does 
Mr. Hayakawa own? 

Donald A. Dodge, 

Copy Director, Feeley Adver- 
| tising Agency, New York. 

Mr. Hayakawa owns a 1952 Nash 
Ambassador sedan and a 1954 
Hillman convertible. Any other 
| questions? 
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ting averages, however. It is in- 
deed possible to bat .1000 without 
reading James D. Woolf's interest- |making a run. Should it not have 
ing article about toothpaste ad- | read 1.000? 
vertisers (AA, April 7). Agreed | 

that most people use toothpaste) Meldrum & Fewsmith Inc., 
to save their teeth, the rest of the| Media Department, Cleveland. 
advantages are secondary or Lis- e e e 


terine and other mouth disinfec- pai Goe 

tants would be out of business. Compaten Go —. very much 
The important point is—when |apreciate it if you would send 
will some prominent toothpaste me 4 reprint of S. R. Bernstein’s 


|/manufacturer show people how to speech, “Let’s Make Integrity 


|properly wash their teeth. This, I and Good Citizenship Fashion- 
| believe, has never been tried in \able.” which I read in the “Score” 


Tip tor Toothpaste Makers 
To the Editor: Couldn’t help 


J. A. Ziegler, 


advertising and could be worth newsletter. 
| while for a toothpaste manufac- Max Dimont, 
ag bare § to increase the sale) Faison Brothers Stores Inc., 
C. A. Fredrickson, a —_ Pa 
| Vice-President for Sales, 
| Sweeden Speed Juicer Corp., Wants Constructive Writing 
Seattle. To the Editor: I would love to 
- pA . encourage E. B. Weiss most strong- 
| ly to come up with some construc- 
How's Your Batting Average? tive suggestions. Would that put 


To the Editor: Noticed Vogue’s | him out of the writing business? 
striking ad on Page 21 of your) Frank Meissner, Ph.D., 
May 19 issue. I would suggest Golden Gate College, Berke- 
jthey learn something about bat- ley, Cal. 


LOWEST COST 


FLORIDA'S 


COVERAGE IN CARRIES 


ridas 


THE TAMPA 


FLORIDA TIMES-UNION 


THE MIAMI HERALD 


i i di d h 


spectacular population growth 
by 4 tol... 


While population grew 16% 


SALES SOARED 65% 
...in just three years - 55 to 58 


During the same period.... 


FOOD SALES WERE UP 63% 
DRUG SALES WERE UP 52% 
AUTOMOTIVE SALES UP 84% 


Florida’s more than 4,000,000 year ’round resi- 
dents and 7.5 million annual tourists SPEND: 

$5.8 billion a year for retail sales... 

$1.36 billion for food... 

$209 million for drug and cosmetic products... 


and a whopping $1.24 billion on automotive 
products. 


(Source: Sales Management’s Survey of Buying Power) 


Every year ...more! 


In 1957 alone, 853 new industrial plants located 
in Florida — ADDING $600,000,000 annually to 
payrolls! 


More people, more industry, more payrolls 
mean more money to spend and more sales. You 
can profit by this exciting growth. 


Sell your products in more than 620,000 
Florida homes —and at lowest cost — through 
Florida’s three key newspapers —The Tampa 
Tribune, The Miami Herald and the Florida 
Times-Union. 


Want more facts? 
Write us. We’ll be glad to tell you more! 


REPRESENTED NATIONALLY By: 


The Katz Agency, Inc. 
JACKSONVILLE 


TRIBUNE 


Sawyer-Ferguson-Walker Co. 
TAMPA 


Story. Brooks & Finley,Inc. 
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® NIAA El 
N @ ) Recessi on Here! im womeg neonatal and 
manager of Bayless-Kerr Co., 


Warren, O., has been elected pres- 
‘ident of the Youngstown chapter 


Year after year — and again in 1957 


RIGHT ON CLIMBING James H. Case, account executive 
eee of Meek & Thomas, Youngstown, 

. aa . d Margaret Handel, also 

Over "56, Sioux City "57 retail sales are UP 3% — popu- YP» 2” ‘ ¥ 

lation UP 4% — income UP 7% — and leading national 9 Bayless-Kerr, reelected secretary 

sales predictions for ‘58 point to Sioux City as near the treasurer. 

top in the nation and... 

R. Jack Scott Adds One 


coverage of this business “hot spot” PLUS distributor of Slim-Shake, a low- 
the best coverage available of the Billion. | adiemte cheselate-Gaveret $aed 
Cotler give Heaton’ Frode Aves, powder. Newspapers, radio and tv 

will be used to promote the prod- 


uct. 


Full R.0.P. Color 


gives you new, added sell- 
ing impact in the Sioux City 
Newspapers. 


‘Porter Joins Vaughan, Thain 
Paul E. Porter, formerly an ad- 


otex Corp., has joined Vaughan, 
Thain & Spencer, Chicago, as an 
account executive. 


ses | 
WHEN SHOULD A STUFFER LOSE WEIGHT ? ( 
7 be a ee 3 . . ; ea = 
e Reducing the weight of an envelope stuffer save you time and money in many ways. 
F may result in lower postage costs. But it So talk with him before you start work on 
i may result in lower readership, too. Many any job. : 
times a a paper can give your mes-——  youy’ll like working closely with your 3 
sage a much more Impressive appearance. —_ printer, lithographer or silk screener. We : a 
Your printer, lithographer or silk screen know because we’ve done it for years in oe 
representative can help you pick the proper bringing printers the quality papers they : 
paper. He’s studied all kinds of stock. He’s need to serve you best—the most complete a J 
an experienced weight-watcher as well. And line in the world! The Mead Corporation, ko 
with his broad, practical knowledge he can Dayton 2, Ohio. 
| : 
| | ] 
3 


a 


be —— : a ing Soc Bs. Ls Saas 
Sales Offices: Mead Papers, Inc., 118 West First Street, Dayton 2, Ohio « New York « Chicago « Boston ¢ Philadelphia + Atlanta 


SIOUX CITY SALES KEEP 9 SS Xoo coer emtene ao] 


vertising product manager of Cel-| 


| bull. amd und cotlagy 
THE BEST IN IOWA | R. Jack Scott, Chicago, has been and - Sag of po 
appointed to handle advertising| ~$ Sipe a .e cows bacon 
Sioux City Newspapers give you 100% for California Products of Chicago, | > = will ar fn damy ment anny 


-REAL—Penman for this ad was 
|'Kathleen Cowen, 13, daughter of 
Jerry Cowen, general manager and 
senior vp of Cunningham & Walsh, 
San Francisco. The California 
Dairy Industry Advisory Board ad 
appzars in June trade publications. 


Import Cars, Buyer 
‘Resistance Topped 
‘57 Car News: Ward's 


| Detroit, May 27—Buyer resist- 
/ance to cars, particularly in the 
| medium price field, and the gains 
| made last year by imported small 
|ears are two of the highlights of 
'the auto industry in 1957 given 
special coverage in the 20th edi- 
tion of Ward’s Automotive Year- 
book just published by Ward’s 
Reports Inc., Detroit. 

Imported small cars, whose 
sales doubled from 98,187 units in 
1956 to 206,827 units in 1957, “have 
bestirred U. S. auto manufacturers 
toward coping with a new breed of 
competition,” Ward’s says. “Con- 
‘tinued strength of foreign car 
sales this year,” the annual pre- 
dicts, “could prompt a production 
breakthrough for small American 
|ears as early as 1959.” 


|® Three other events in the auto 
world in 1957 given special treat- 
ment in the report are: 


e “Prolonged price resistance in 
new car buying, which deflated 
the medium-price field’s share of 
the market to 31.1% in 1957 from 
34.3% in 1956. 


|e “Failure of the passenger car 
|trade for the second successive 
year to cultivate a seasonal spring 
sales upsurge. 


|e “The switch in autodom’s his- 
| toric pattern of purchasing, re- 
|garding not only seasonal trends 
| but price class, and the resulting 
|}emergence of a new ‘super low- 
price’ class of auto buyers beneath 
the perennial low-price purchas- 
er.” # 


_Kuska Joins N. W. Ayer 

| Richard Kuska has joined N. W. 
|Ayer & Son’s plans-merchandising 
department in Philadelphia. For 
the past three years he was with 
|General Mills, where he became 
|product manager for Betty Crock- 
er’s muffin mixes, pie crust mix, 
cream puff mix and meringue mix. 


Ruder & Finn Reports Income 
Issuing its annual report, Ruder 
& Finn, New York pr company, 
|reports a gross income of $1,319,- 
|295 for 1957, compared to $1,112,- 
| 856 in 1956. The company said its 
staff was expanded during the 
year, but “net profits declined 
slightly due to rising costs.” 


‘Trade Winds Shifts to Hartman 

Trade Winds Co., packer of 
frozen shrimp, oysters and scallop 
|products, with plants in Thunder- 
| bolt, Ga., and Brownsville, Texas, 
pes moved its advertising account 
|from Blaine-Thompson Co. to L. 
'H. Hartman Co., both New York. 
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At British Ad Assn. Convention... 


87 
Philadelphia Adwomen Elect 


British Admen To 
Gate to U.S.’s Most 


1,000 Admen Vote Effort 
to ‘Tell the Truth 
About Advertising’ 


By Mark Random 

BRIGHTON, ENGLAND, May 27— 
One thousand of Britain’s leading 
advertising men _ invaded this 
coastal resort 51 miles south of 
London for the 25th annual con- 
vention of the British Advertising 
Assn. 

For four days they  wined, 
dined, attended receptions and 
showed up at many of the 99 or so 
cocktail parties that were staged. 
Some even found time to attend 
the business sessions. 

Sir Miles Thomas, former chief 
of BOAC and now chairman of 
Monsanto Chemicals Ltd. and 
vice-chairman of the association, 
said advertisers must play the 
leading role in the renewed drive 
to expand British sales in the dol- 
lar markets. 

He urged the government to do 
still more to encourage sales ef- 
forts in this market, especially by 
removing what he called “vexa- 
tious restrictions on sales spend- 
ing in the dollar area.” 


= Advising advertising men how 
to tackle the U. S. market, Sir 
Miles cited the case history of the 
MG auto, which he introduced to 


America immediately after the! 


war. 

“We selected an area on the 
West Coast where an open car 
would sell well. Having selected 
an area, we attacked it with vig- 
or. When we had it nicely in hand 
we expanded to a similar but 
completely separate area. From) 
the West Coast we went to Florida, 
another good weather area, and 
once again, with intensive. selling 
in a limited area, we got the or-| 
ders rolling in.” 

He warned against spreading 
efforts too thinly and advised ad- 
vertisers to pick the best local 
market and expand market by 
market. He warned against think- 
ing of New York as the gateway 
to the U. S. It is, he said, the 
gateway to one area of the U. S.| 
but not the whole of it. First, he 
suggested, consider the other 
areas served by New Orleans, Los 
Angeles and San Francisco. “They 
may lead you to even more lu-| 
crative markets.” 

Britain has the goods of the 
highest standards, said Sir Miles. 
“What we’ve got to do is sell the 
stuff.” 


= The session on agency-client | 
relationship split into two camps: | 
advertisers and agencies. Agen-| 
cies said they wished some clients 
had better and more competent 
advertising managers. The clients | 
countered by saying they could 
use more competent and knowl- 
edgeable account executives. 

Practically all speakers said 
their relations were of the best, 
but they couldn’t help noticing 
other people in the business suf- 
fered from poor relationships. 

All agency speakers agreed that 
the advertising manager has to 
be a qualified man and should 
have increased status. He should 
have access to the company board 
of directors if he is not a mem- 
ber of it. But he should not act as 
a barrier between the agency and 
the board. 


= Some advertising client speak- 
ers argued that the ad manager 
should be the only contact be- 
tween the agency and the client’s 
board. Otherwise it would under- 
mine his status. One ad manager 


Elizabeth E. Raftery of Dore- 
mus-Eshleman Co. has been elect- 
ed president of the Philadelphia 
| Club of Advertising Women. Other 
\new officers are Irene D. Clough, 
Bulletin, ist vp; Ann Richter 
Lewis, Zabel Bros. Co., 2nd vp; 


« 
Lucrative Market 
|Lydia Tereshenko, Scott Paper Co., | 


|complained that 4 agency had treasurer; Alice Brothers, Steph- | 
|g08 :~ chummy wit the manag- | enson-Brothers, assistant treasur-_ 
‘ing director of his company that o,. Kathryn Mary Countryman, 
he found it impossible to get the U. S. News & World Report, re-| 
| board, in the company’s interest, cording secretary, and Adelaide | 
hand change its agency. , \W. Palacio, Diamond & Co.—Ger- 
There were also complaints by | con's corresponding secretary. 

‘agencies that many clients don’t | F 

|make the best possible use of the) 

agencies’ services. The client Standard Names Katz 
spokesmen countered by saying| Standard Sewing Machine Corp., | 
that the agencies don’t always|New York, has appointed Joseph | 
leducate the clients about the | Katz Co., New York, to handle ad- | 
‘services the agency could and did | vertising for its Universal sewing 
provide or show how they could | machine Line. Littman, Yellon Inc. | 
best be used. + | previously handled the account. 


ld N.Y. Isn't 


The Key to Retail Store 
Merchandising Support 


IN NORTHERN CALIFORNIA 


| 
| 


Get extra merchandising assistance from an organization 
of over 3000 food stores. Only $350.00 per participation. 


for more information, contact BONNIE HUBBARD’S KUPBOARD 
- 685 6th St., San Francisco 


get 
together 


we lead where 


ss YOU : 
4 can sell the most.’’ 


When it’s sales you need, use the paper with selling speed! Now, the Cincinnati 
Times-Star has raced ahead of the Post to the number one evening position in vital 
Hamilton County ... the important City Zone ... and the golden Tri-County 
Metropolitan Area—where strength counts the most! That’s why in Cincinnati, the 
newspaper with the greatest number of display ads is the... 


TIMES-STAR 


Get the latest Cincinnati facts. Call Mike Burnes, General Advertising Manager, The Cincinnati Times-Star, 
Cincinnati, Ohio @ O’Mara & Ormsbee, Inc., New York, Chicago, Detroit, Los Angeles, San Francisco, 4 
McAskill & Herman & Daley, Miami Beach. J 
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Wheaties Ads 
Climb Backinto 
Sports Arena 


a 8 
we 


June 7. The shows are planned, 
scripted programs featuring sig- 
nificant episodes and personalities 
directly related to the event to 
follow. 

In addition, the “Wheaties Base- 
ball Corner” will be presented on 
ABC Sunday nights. beginning 
June 1, designed as a panel dis- 


|cussion on major sports topics. The 


MINNEAPOLIS, May 27—Wheat-| 
ies, the General Mills cereal which 
climbed the ladder of success 
through close association with 
sports, is back in the sports pic- 
ture after a five-year absence. 

General Mills will spend an es- 
timated $3,000,000 during the year 
beginning June 1 on Wheaties ad- 
vertising—most of it on sponsor- 
ship of 77 network sports shows 
to precede major sports telecasts. 

In addition, a Wheaties Sports 
Federation, operated on a separate 
budget, will promote health fit- 
ness, amateur sports participa- 
tion and all-America selections. 


= The Wheaties 10- and 15-min- 
ute television shows, known as 
“The Wheaties Sports Page,” will 
run on the NBC and CBS networks 
preceding major-league baseball, 
all-star baseball game, the World 
Series, college and_ professional 
football, the Rose Bowl, pro foot- 
ball all-star and championship 
games, pro basketball, hockey and 


other major sports events. The| 


first broadcast will be on CBS/local health and recreation facil-| 


ABC show, plus local tv spots dur- 


\ing the summer, are designed to 


get advertising coverage in the 15 
major league cities where the net- 
work baseball broadcasts are 
blacked out. 


= The only print 
Wheaties plans for the year will 
be a series of ads in Sports Illus- 
trated. The initial ad, in the June 
22 issue, will be a five-page b&w 
ad announcing the Wheaties 
Sports Federation. 

The federation will be under the 
directorship of Olympic pole vault- 
ing champion Bob Richards. Jerry 
Brennan, a member of the Pres- 
ident’s physical fitness committee, 
is executive secretary. The U.S. 
Junior Chamber of Commerce will 
cooperate with the federation on 
many local level activities. 

First undertaking by the federa- 
tion is the fitness test program. 


advertising 


a 


Soe ee. eee 


~ 
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| 


has been limited largely to spots! 
and children’s shows, with various 
print media getting much of the 
ad budget. The $3,000,000 budget | 
for the new campaign is about a) 
10% increase over the past year’s | 
expenditures. + 


Bigger Type on 
Packages Is Urged 
for Myopic Buyers 


New York, May 27—Poor and 
illegible typography on packages 
has caused many lost sales in self- 
service stores, the New York chap- 
ter of the Sales Promotion Execu- 


| tives Assn. was told last week. 


Kenwood Dixon, art director of 
Continental Can Co.’s Robert Gair 
paper products group, 


packaging has gone down hill 
greatly; not enough care is put into 
this phase of packaging.” 

Type on packages generally (1) 
is too small, (2) does not have 
leading between lines equal to the 
size of the type and (3) does not 
take into account the fact that 
many shoppers do not wear eye 
glasses. 

He quoted statistics compiled by 


“Fitness Tester” charts are being! test rourseLF—New Wheaties pack- | the Better Vision Institute to the 


\distributed on 15,000,000 packages 


of Wheaties. Other programs for 
the federation include surveying 


portrait of 


a shrewd 


 TIMEBUYER 


| studying 


| 


| NHF “BRF 


8 


Cc 


ISN’s the best buy. 

The others also ran. 

He picked up his telephone 
To call the Petry Man. 


t 
} 
AMERICA'S 14° MARKET  “restics sainca its reputation 
t 
| 


Four TV stations 
Broadcast in Milwaukee. 
He saw that one is UHF, 
And then there were three. 


Three TV stations 

Have coverage, it’s true. 
He looked at the ratings,* 
And then there were two. 


Two TV stations 

Deliver by the ton. 

He looked at the rate cards, 
And then there was one. 


| ages will carry sports fitness testers 
\to tie in with Wheaties’ return to 
|sports emphasis. Knox Reeves, 
Minneapolis, is the agency. 


ities (in cooperation with the JCs), 
all-America selections by coaches, 
and a program of local level com- 
petition for children in major and 


ss 
|/minor sports. 


| 
'= The federation will give a case 
of Wheaties and a plaque to ev- 


ery golfer in the U.S. who makes 
a hole in one and every bowler 


as “Breakfast of Champions” 
through its radio broadcasts of 
major league baseball during the 
1930s and ’40s. “Wheaties wallop” 
|became almost a generic term for 
a home run during those years. 
| Two things prompted Wheaties | 
to abandon sports tie-in promo- | 
tion around 1953, according to Tom 
Kilbride, account executive for 
|Wheaties at Knox Reeves Inc.: 
|Radio broadcasts of sports events 
|were being overshadowed by tel-| 
ecasts of the games, and this me- 
dium was considered too costly; 
and the agency and General Mills 
\felt that the “I always eat Wheat- 
ies” testimonials by sports stars 
had ceased to be effective. 


|= Wheaties ads then hit at the 
| youngsters, and the cereal box un- 
derwent several changes—includ- | 
jing boxes in four different colors| 
| featuring a child’s smiling profile. | 
|In 1957 General Mills introduced 
|the new “Radiant Crisp” Wheaties | 
which “stay crisp to the bottom of | 
| the bowl.” 

All during this time, however, 
| Wheaties was searching for new | 
| ideas to again tie in with sports. A | 
tentative effort was made in 1956, | 


with sports celebrities being iden- | 


j ‘tified as “Wheaties winners,” in 


jads. General Mills also sponsored | 


, |a Wheaties sweepstakes, with win- | 


* According to the Milwaukee ARB for 
March, 1958, WISN-TV has an average 


i rating of 17.1—Mon.-Fri., 4-11 P.M. Station 
{ B has a 17.4. The other two stations show 


Free res 


a 7.8 and a 5.9, respectively. 


Basic ABC Affiilate 
Represented by Edward Petry & Co., inc. 


2 cid acted 


‘ners getting $100 for every home 
|run hit by Mickey Mantle, Willie 
|Mays, Ted Kluszewski and Al Ka- 


| line. | ' 


= Now, however, the company | 
feels it is really back in sports| 
| swing with its pre-game tv shows | 
‘and its sports federation. Adver- 
| tising on the tv shows will be done 
|by Bob Richards, and will eschew 
|the testimonials, according to Mr. 
|Kilbride. The shows, part film and 
part live, will be directed by Ed 
Scherick, of Sports Programs Inc., 
|New York. Interviews on the CBS 
shows will be conducted by Jim 
McKay, and on NBC by Bud Pal- 
mer. The ABC Sunday night pro- 
grams will feature Buddy Blattner. 

Until now, Wheaties’ use of tv 


effect that 67.3% of all adults in 
the U.S. wear glasses; 58.8% wear 
them nearly all the time; 35,000,- 
000 women wear glasses; 20,000,- 
000 more women should wear them 
but don’t, mostly because of van- 
ity. And 14,000,000 women who 
wear glasses won’t wear them out- 
side the house, according to the in- 
stitute. 


a “If they won’t wear them out- 
side the house—in the supermarket 
—you’ve lost a good many sales,” 
Mr. Dixon said. “You should at 
least make your brand name big 
enough for them to see it.”+ 


Gilman, Nicoll Names Three 
Robert D. Slate, formerly man- 

ager of the Los Angeles office of 

Gilman, Nicoll & Ruthman, news- 


paper representative, has been 
promoted to Pacific Coast man- 
jager with headquarters in San 


Francisco. Charles H. Conland, for- 
merly a sales representative in 
Los Angeles, succeeds Mr. Slate 
in his former post. At the same 


|time, Al Healey, formerly national 
jad salesman for the Long Beach 
|\Independent Press Telegram, 


joined the representative’s Los 


Angeles sales staff. 


told the! °: 
chapter, “The typographic art on) 
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The Necessity of 


BORROWING MONEY 
Is as Old as Money Itself 


| At The Bank of Virgines you can get the 
: as 


Crary 2 Minutes Bering Bomkong Mery 
Some Man o Woman Gets 4 Loon Mere tor: 


€ <n 
thor o co individuals, that 
| Ma 
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THE BANK OF VIRGINIA 


Mente Rane Cape means Compe em 6 tones fade Aen 


EFFECTIVE—In terms of direct re- 
sponse, this was an exceptional 
bank ad, says the Bank of Virginia. 
| Liller, Neal, Battle & Lindsey, 
Richmond, is the agency. 


'Two to ‘American Legion’ 
Alexander G. Webbe, formerly 
operator of his own magazine rep- 
resentative organization, Alexan- 
der G. Webbe Co., has joined 
|American Legion Magazine, Chi- 
|\cago, as a member of the sales 
|staff and will cover Wisconsin, 
|Minnesota and Iowa. At the same 
time, Robert L. Geist, formerly 
midwestern sales representative of 
the Clyde Iron Works, Duluth, 
joined the sales staff to cover IIli- 
nois, Missouri and the Southwest. 


Merchandising Execs Elect 

George Perkins of George Per- 
kins Associates has been elected 
president of the Merchandising 
Executives Club of Chicago. Other 
officers elected are Warner Jen- 
sen, Borden Co., and Irving Ger- 
son, Young & Rubicam, vps; Flory 
Koralik, Foote, Cone & Belding, 
treasurer, and Albert J. Hawkes, 
| Bauer & Black, secretary. 
Buchanan Joins WCCO 

Victor A. (Buck) Buchanan, for- 
merly commercial manager of 
KRSI, St. Louis Park, Minn., ra- 
dio station, has joined the sales 
staff 6f WCCO Radio, Minneapo- 
lis-St. Paul, as supervisor of mer- 
| chandising. 


The man from Cunningham & Walsh 


* 
ee 


Y 
Superman in a supermarket—that’s John Woods, who once a 
year changes from an account executive to a grocery clerk. It’s a 
company policy at C&W for our account executives, television staff, 
writers and art directors to go out every year and sell at retail. As a 


result, our advertising sells and 


sells. Cunningham & Walsh, Inc., 


New York * Chicago + Hollywood + Los Angeles * San Francisco. 
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Tom Haire Calls ‘Untrue’ Charge 
McGraw-Hill Tries to Dominate ABP 


(Continued from Page 1) 
man, Nelson Bond, is typical of | 
McGraw-Hill men who have) 
helped to build business paper) 
publishing over the years ABP) 


has been in existence,” he said. 


in behalf of all kinds of business 
publications, both paid and free, as 
he thought the results would ben- 
efit the whole industry. 

A resolution adopted by the as- 
sociation endorsed the husiness 


| paper anti-recession campaign of 


s The applause that greeted his| 
remarks was underscored by the} 
presentation to Mr. Bond of an 
engraved silver tray on behalf of| 
the membership in recognition of 
his services to the association. 
The presentation was made by} 
William B. Freeman, president of 
Miller Freeman Publications. 

Mr. Bond’s annual report as 
chairman emphasized the sales 
development program undertaken 
by ABP through an expansion of 
facilities for direct selling and} 
promotion. He stressed the need 
for continued product improve- 
ment in terms of reader services, 
and the harder selling needed to) 
meet today’s conditions. He pre- 
dicted that in spite of an antici- 
pated decline of 3% to 4% in busi- 
ness publication revenues this 
year, volume will reach $800,000,- 
000 by 1965. He urged continued 
constructive selling of the audited 
paid circulation principle by ABP. 


® The sales development session 
provided a first showing for a 
strip film, “Multiply Yourself,” 
designed for use at sales meetings) 
of advertisers. It shows how ad- 
vertising helps the salesman by 
reaching and influencing buying 
factors he is unable to see, and 
provides company and product ac- 
ceptance throughout the organiza- 
tions he is calling on. 

It also was announced at this| 
session that Syracuse University, | 


the Advertising Council. Industrial 
publicat’ons will carry the “Con- 
fidence in America” messages and 
merchandising papers a special | 
“Get Out and Sell” series. 


ABP’s own promotion, ia addi-| HIGHLIGHTS—Nelson Bond, McGraw-Hill Publishing 


tion to running in the advertising | Co., and Edwin A. Riley, of the Post Office Depart- 
and marketing press, will include| ment, are shown at the ABP meeting. At right, Ed- 


a special management campaign to 
appear in member publications. 


s A session devoted to costs de- 
veloped indications that no de- 
cline in the costs of publishing | 
can be expected, and that pub-| 
lishers must eliminate waste and 
pare unnecessary expenses to re- 
main in a strong position. 

Dexter Keezer, McGraw-Hill vp 
and director of economics, said 
that the bottom of the recession | 
saucer appears to have _ been) 
reached, and that an_ upturn} 
should develop by the end of ’58. 

“We are living in an age of 
abundance,” Mr. Keezer said, “and | 
that means that selling and ad-| 
vertising are more important than | 


Bae 


ae 4) 
x 


Bond 


Chemical Engineering, Home Fur- 
nishings Daily, Architectural Rec- 
ord and Footwear News. 


s Leo E. Williams, advertising 
director, Home Furnishings Daily, 
was elected chairman of the 
board of the association, with 


| Philip D. Allen, Maclean-Hunter 


Publishing Corporation, becoming 
lst vp and William D. Littleford, 
Billboard, 2nd vp. Charles E. 
Whitney, Whitney Publishing Co., 


was chosen treasurer to succeed | 


N. O. “Dutch” Wynkoop, who re- 
ceived accolades on his long serv- 
ice in that post. 

Edgar Fairchild, Fairchild Publi- 
cations, was reelected secretary, 


when needs rather than wants|and the three regional vps also 

must be supplied. Advertisers| were reelected. They are Alan S. 

who cut their appropriations in a| Cole, Breskin Publishing Co., East; 

time of recession are withdrawing/| Harry J. Bettendorf, Board Prod- 

the effort when it is most needed.” ucts Publishing Co., Midwest, and 
William B. Freeman, Miller Free- 

s Many awards for business pa-|man Publications, West. 

per promotion were made at the! William K. Beard continues as 

meeting. The first award for cam- president and chief executive of- 

paigns in the advertising press ficer. + 

went to Coal Age and Engineer- 

ing and Mining Journal, with 


= a 
one of three institutions to which! awards of merit to Standard Rate SWift s Hostess 


ABP has given grants in aid in|& Data Service, Factory Manage- | 
connection with their teaching of| ment & Maintenance and Engi- | 


business paper publishing and ed- 
iting, is to make a penetration | 


Boneless Ham Nears 
neering News-Record. . . . ° 
First award for advertising in National Distribution 


study of one typical business, to|its own publication went to Daily | 


determine the editorial and ad-| News Record, with merit awards | new Premium Hostess ham, a new 


vertising impact of business pa-| to Electrical Wholesaling and Elec- 
pers. Other similar studies to be) trical Construction & Maintenance, 
made later will build a convincing; Women’s Wear Daily and Bill- 


Cuicaco, May 28—Switt & Co.’s 


foil-wrapped fully cooked bone- 
less ham that has been marketed 
throughout most states west of the 


Riley Fairchild 


Wynkoop 


gar W. B. Fairchild, Fairchild Publications, presents 
a “Gift of Appreciation” to N. O. Wynkoop, Mc- 
Graw-Hill, retiring ABP treasurer. 


FTC ‘Guides’ Aim 
to End False Claims 


in Tire Advertising 


WASHINGTON, May 28—The Fed- 
eral Trade Commission today 
handed the tire industry a set of 
advertising guides and warned that 
,anyone who violates these stand- 
ards after Aug. 27 should prepare 
for trouble. 

Tire industry advertising at all 
\levels has been a major trouble 
spot for FTC, so last November the 
‘commission decided to approach 
‘the problem on an industrywide 
basis by proposing a set of guides 
which would point up the practices 
the commission wants to eliminate. 

Tentative standards circulated 
by the commission last winter got 
/a generally friendly reaction from 
|} manufacturers and retailers alike. 
| In releasing the final version to- 
day, FTC Chairman John Gwynne 
described the commission’s work 
| as one of the most far-reaching ex- 
periments in industrywide cooper- 
ation it has ever attempted. 
| 


= He said it goes beyond any pre- 
vious trade practice conference, 
because the commission has gone 
|far beyond legal phraseology to 


Add Mich, Gibbs 
to AA Creative 
Seminar Faculty 


Enrollment for Summer 
Workshop Sessions Now 
Approaches 200 Mark 


Cuicaco, May 29—Enrollments 
in the ApvVERTISING AGE Summer 
|Workshop on Creativity in Ad- 
vertising passed the 180 mark to- 
day as Dan Mich, editorial director 
of Look magazine, was added to 
the “faculty” to discuss “What An 
Editor Has Learned About What 
Attracts and Interests Readers.” 

Another addition to the pro- 
gram is William Gibbs, director of 
the commercial television divi- 
sion, M-G-M Studios, Hollywood, 
who will discuss “Tv Tricks You 
Can Learn by Watching the Mov- 
ies.” 

The workshop will convene at 
the Edgewater Beach Hotel, Chi- 
cago, from the evening of July 23 
through the afternoon of July 26. 
| It is designed as a creative “bat- 


pinpoint the specific practices and | tery-recharging” session for writ- 
expressions which it expects the| ers, account executives, promotion 


industry to eliminate. — and advertising personnel, etc., 
He said the commission’s bureau | both print and broadcast. 


ease for business papers, it was 
pointed out. 


® Philip Salisbury, Sales Manage- | 
ment, had preceded this an-| 
nouncement with a proposal for a) 
large-scale research job along the! 
same lines to demonstrate busi- | 
ness publication influence. He 
asked that such a survey be done 


Freeman McAllister 


Fairchild Littleford 


ABP ELECTS—Leo E. Williams, Home Furnishings 
Daily, and newly elected chairman of Associated 
Business Publications, is shown here with other 
new officers. They are Philip D. Allen, Maclean- 
Hunter Publishing Corp., 1st vp; William D. Little- 
ford, Billboard Publishing Co., 2nd vp; William B. 
Freeman, Miller Freeman Publications, western vp; 


board. Mississippi in the past two months, 

First award for direct mail cam-| will go into general distribution in 
paigns by publications billing less|the East within the next four to 
than $500,000 went to Gas Age,| eight weeks. 


with merit awards to Geyer’s| No _ national advertising is 


Dealer Topics, Control Engineer-| planned for the boneless ham until 
ing and Notion & Novelty News.) this fall, though some local tv and 
The direct mail award for larger | radio ads are being used in Denver 
publications went to Daily News| and a few other western markets. 
Record, with merit citations to|McCann-Erickson is the agency. + 


Wintersteen Haire 
Williams Allen 


Beard 
Whitney 


Edgar W. B. Fairchild, Fairchild Publications, sec- 
retary; Charles E. Whitney, Whitney Publications, 
treasurer, and directors Arthur J. Bamford Jr., Bak- 
ers Weekly; Edward B. Wintersteen, Reuben H. Don- 
nelley Corp.; Donald McAllister, Geyer-McAllister 
Publications; Thomas B. Haire, Haire Publishing Co. 
William K. Beard is president of the association. 


| of consultation is prepared to work 
|individually with industry mem- 
|bers to achieve voluntary compli- 
ance. In addition, he warned, the 
commission is directing its investi- 
gators and lawyers to be prepared 
to use enforcement proceedings 
“whenever necessary.” 

In its final form, “Tire Industry 
Guides” is divided into 12 major 
sections, but some sections, par- 
| ticularly those dealing with “stand- 
ards of construction,” “deceptive 
designations,” “plies,” “prices” and 
“guarantees,” include numerous 
|subsections and examples. 


| 


= Under “standards of construc- 
tion,” industry members are cau- 
tioned that they should not use 
terms like “first line’ unless the 
products so described are their 
best products. Exclusive of premi- 
um quality products embodying 
special features, deceptive designa- 
'tions such as “deluxe high stand- 
|ard” for an inferior grade of tire 
are banned. + 


Lanvin Moves to Dowd, Wesley: 
Antoine May Stay at North 
Lanvin Parfums Inc., New York, 
has switched its $1,000,000 account 
from North Advertising (as indi- 
cated in AA last week) and divid- 
ed it between Dowd, Redfield & 
Johnstone, for radio and television, 
and Wesley Associates, for print 
advertising. Although some adver- 
|tising for the recently acquired 
Antoine de Paris cosmetics line had 
been placed by Wesley Associates, 
Lanvin President Edouard L. Cour- 
nand said the Antoine line “may 
remain” with North. He said its 
budget would be “substantial.” 


The first day will be devoted 
primarily to a discussion of the 
American consumer and what 
makes him tick; the second day 
will explore “The Creative Idea 
in Broadcasting,” and the third 
day will be concerned with “The 
Creative Idea in Print.” 


= Indications are that the work- 
shop will bring together the great- 
est collection of creative advertis- 
ing people who have ever gathered 
in one spot. On the basis of present 
enrollment—two months in ad- 
vance of the sessions—it is antici- 
pated that final enrollment will 
reach 250 or more. Those attending 
come from some 25 states and 
Canada, and represent an unusual 
cross-section ranging from the 
presidents of advertising agencies 
to advertising and promotion man- 
agers of large and small companies, 
representatives of media, agency 
account executives, writers, art di- 
rectors, etc. 

Cost of the workshop, including 
three lunches and two dinners, but 
not including accommodations at 
the all-air-conditioned Edgewater 
Beach Hotel, is $110. Complete de- 
tails and enrollment blank may 
be secured from Summer Work- 
shops, c/o ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11, Ill. 


Controlled Rate Is 12¢ 

In a table showing old and new 
postal rates (AA, May 26, Page 
121), ADVERTISING AGE incorrectly 
listed the old and new rates for 
controlled circulation, over 8 oz., 
as 11¢ per lb. The current rate is 
1l¢ per lb., and the new rate is 
12¢ per lb. (see story on Page 8). 
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(maximum-—two) 30 letters and spaces 


Rates: $1.25 per line. minumum charge $5.00. Cash with order. Figure all cap 


| POSITIONS WANTED 

Editor and Managing Publisher of 50m 
circ. consumer magazine available mid- 
| June as result of sale. All-around pub- 
lishing and advertising background. Age 
line; upper & lower case 40 line. Add = 34, married. 


two lines for box number. Closing deadline: Copy in written form in 0 office | Box 1569, ADVERTISING AGE 


no later then noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 200 E. Illinois St., Chicago 11, Illinois 


sentative (Classified only); Classified 


Departments, Inc., 4041 Mariton Ave., Los | 2 
Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles Monday noon, 7 days | eentehes aii’ ta ae fl ae 


years agency and 


eceding publication date. Display classified takes card rate of $17.75 per column |station know-how and plenty of imagina- 


mech, and card discounts, size and frequency apply | 


AVERAGE PAID CIRCULATION FOR 


tT aoe 


HELP WANTED 


tion desires more satisfying job in com- 
| munity offering pleasant family living. 
Box 1570, ADVERTISING AGE 


a 6 MONTHS ENDING DEC 31 1957 40,429 = 200 E. Illinois St., Chicago 11, Illinois 


ACCOUNT MAN - HEARING DESIRED 
Experienced in marketing-advertising 
POSITIONS WANTED |with strong writing background in busi- 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago, Su 7-2255 
ADVERTISING MANAGER 
Columbus, Ohio magazine publisher creat- 
ing new position. Real deal for someone 
on his way up. Write Professional Pub- 
lications, 4175 N. High, Columbus, O. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 
208 So. State St. HA 17-1991 Chicago 
WANTED - ASSISTANT 
PRODUCTION MANAGER 
by rapidly growing advertising agency. 
Man with some experience both in media 
and collateral mechanics. Know purchas- 
ing, scheduling, estimating, preparation. 
You will be a part of our staff of 105 in 
a pleasant city midway between Chicago 
and St. Louis. Fine place to raise family. 
No commuting. Ask any media man 
about us. Call or write I. W. Bach for an 
appointment. The Biddle Co. 814 N. Main, 
Bloomington, Ill. Phone 7-6036. 
MOLENE 


BBIRO ED. .0s0acecccenceccnscsecosneserse Public Relations | 55) » Illinois St., Chicago 11, Illinois| What Am I Looking For? An agency that 


Copywriters Managers 
Artists ...... Media ....... Production ...... Service 
“All is grist, which comes to our mill” 
Andover 3-4424, 105 W. Adams St., Chgo 3 


RETIRED AGENCY MEDIA MAN 
Here is an opportunity to put your media 
experience to profit We are an organiza- 
tion which publishes two magazines and 
several other publications which should 
be carrying more advertising, and there- 
fore paying commissions to someone like 
you. If you are interested in further in- 
formation, write to Box 148, ADVERTIS- 
ING AGE, 480 Lexington Ave., New York 
17, N. ¥. 


PUBLIC RELATIONS 
DIRECTOR WANTED 
Chicago 4-A Ad Agency wants ex- 
perienced PR man to set up new 
department. Must be self-starter 
with wide background. Emphasis 

on industrial. Send full résumé. 
Box 147, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


TWO IN CALIFORNIA! 
1. MKTG. EXEC., FOODS, impor- 
tant agency, major accounts. 
Must know how to use every 
marketing tool, from brokers OPEN 
to consumer research. Grass (above 
roots man with executive grasp. $20M) 
2. A.E., foods. Not just a ‘‘contact 
man,"’ a pro who knows food 
marketing top-to-bottom $20M 
ALSO: A.E., foods, New York. Can 
be younger than (2) but poten- 
tially should be as good $15M 
‘ ~ . 
GLADER CORPORATION 
Don Harris, Dir. Adv. Div., 
110 S. Dearborn CE 6-5353 Chicago 


TOP CONTACTS & SUPERIOR SALES ("€SS. including oil, airline and general 
ABILITY AVAILABLE TO PUBLISHERS | Pewspaper- Interested in agency or adver- 
Young. successful, hard working & crea- | “5€? position. 

tive rep. wishes to represent good trade Box 1571, ADVERTISING AGE 
magazine in N.Y.C. & North East. Excel-| 480 Lexington Ave., New York 17, N.Y. 


License Agencies 


Like Lawyers, 


Ad Fried Urges 


(Continued from Page 3) 


rid ourselves of unscrupulous and 
‘dog-eat-dog’ policies. 


s “Without any professional stand- 
ards (and we can’t say even the 


lent company & agency contacts. Out- | SUCCESSFUL AGRICULTURAL ADVER- 
standing record, many years exverience,| TISING comes from knowing farmers, 
college, commission basis. Send recent | farming, products. Advertising campaigns 


issue with reply. that sell combine an account executive’s 
Box 1548, ADVERTISING AGE | creativeness and an advertising manager's 
480 Lexington Ave., New York 17, N.Y. | bus-ness sense. I have this winning com- 
HAVE TALENT—WILL TRAVEL | bination. Write for resume. 
Writer with 20 years prize-winning ex- | Box 1572, ADVERTISING AGE 
perience—television, radio, advertising, 200 _E. Illinois St., Chicago 11, Illinois 


public relations, open for permanent or for p.r. 
temporary work. Prefer West Coast. with a purpose... 
Box 27J 212, ADVERTISING AGE | Creative p.r. administrator, 34, with sound 


4041 Marlton Ave., Los Angeles |sense of responsibility ... has award-| 


SALES/MARKETING/MERCHANDISING winning experience originating and ex- 
Account Executive—heavy food merchan- | ¢cuting policy-conscious programs both 
dising know-how. Experienced with new |S director and a.e. of major accounts. 
product development ... can “trouble-|Imcome now $18,000. 

shoot” an ailing account, too. Box 27J 211, Box 1573, ADVERTISING AGE 
ADVERTISING AGE, 4041 Marlton Ave.. | 200 E. Illinois St., Chicago 11, Illinois 
Los Angeles. Phone HO 3-7194. 


ACCOUNT EXECUTIVE 


| 
ADV. MECH. PRODUCTION MGR. io Are You Looking For? A young 
|Thoro exp. Get proftable operation. | account executive with 4-A agency back- 
Box 1568, ADVERTISING AGE |ground and a proven ability to grow. 


|has a one track mind, and that track is 
|“growth”. Put these two wants together 


jand we have mutual satisfaction and 
AVAILABLE NOW success. Shall we try it! Resume on 


Mgr. of Advtg. and Sales Prom. 14 yrs. exp. request. Will relocate anywhere. 

with large mfgr. industrial and consumer Box 1574, ADVERTISING AGE 

ote agg —_ a ee > 200 E. Illinois St., Chicago 11, Illinois 
musty. Mature. Works well with people. INDUSTRIAL AGENCY O 

Excellent administrative ability. Exper:- Two years acadlising pb. J ges 


ence in all media. Write Box 145, Adver- engi i 
et . y ngineering and econ background are 
fT tee 200 E. Illinois St., Chicago ready to help your operation—for a real- 


Box 1575, ADVERTISING AGE 


| ART DIRECTOR-ARTIST 
MR. MAGAZINE PUBLISHER — | Young, now top 4A N. Y. agcy. Ready 


P |return smaller city and apply broad art, 
Are you in the market for a man who |/4..5 exp. to help top potential outfit grow. 


can make mature decisions and take 

some of your work load? If you are seek- 480 Fp Bil pag Sy by Y 
ing one with many years of experience — 
with consumer magazines, covering ad- REPRESENTATIVES WANTED 
ministration, budget, personnel, ABC news- New petrochemical publication wants 
stand and subscription circulation, also topflight rep Chicago-Milwaukee area. 
includes advertising, editorial and pro- Write Industrial Trade Publications 
motion procedures, | would like the op- __P. 0. Box 977, Conroe, Texas 
portunity to talk to you. Box 141, Adver- BUSINESS OPPORTUNITIES 

tising Age, 480 Lexington Ave., New WANTED 

York 17, N.Y. - 


lingual exchange magazine to circulate in 
112 countries and provide marketplace 


for anyone wanting to sell or buy any- 

FREE-LANCE WRITER | thing or to contact opposite numbers 

WANTS ASSIGNMENTS (trade-travel-friendship). 75% interest 
Creative, sales-minded approach. available. Contact Salzburg 1, Fach 182, 


Space ads, sales promotion material pn 
catalogs, presentations, product lit- OPPORTUNITY KNOCKS! 
erature, brochures, etc. Agency and NYC advertising executive wanted, in- 
manufacturer experience. active or active to invest in small phar- 
" maceutical Co.—ready to expand. 
PHONE RO 4-2828 (Chicago) Box 1564, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


SEASONED ...PROFIT-PRODUCING AD MAN 
Your company can add seasoned, profit-producing Sales Promotion-Adv. man 
to staff. His writing rifle is familiar with consumer-industrial targets and | 
agency-manufacturing operations. Agency accts. handled: Foods, bldg-plumbin 
supplies, oil field and farm materials. 8 yrs. experience includes profitable D \200 E 


200 EB. Illinois St., Chicago 11, Iilinois 


SOMETHING NEW 


experienced in either advertising or mail 
|order promotion and would be interested 
| in becoming part owner write to: 

Box 1577, ADVERTISING AGE 


plannings from copy thru lists, PR, and Publicity. Ample samples and case 200 _E._Iilinois_St.._Chicago_11, Illinois 
histories available. Will relocate for opp’ty. Salary open. Write for résumé. MISCELLANEOUS 
Box 149, ADVERTISING AGE OLD TOWN 


|Three exquisite 2-bedroom apartments, 
living room approximately 22 X 22, wood 


burning fireplace, all electric kitchen. 


EXECUTIVE 
SALESMEN 


(6) Positions open with NEW regional 
office of the only national company 
of its kind introducing a new con- 
cept in the field of small business 
finance. 

Do you have a business and/or finan- 
cial background? Are you qualified to 
consult with business owners at their 
SPECIFIC REQUEST with reference to 
a business loan? 

Do you understand the negative tech- 
nique of selling? Have you sold in- 
tangibles successfully? Are you ac- 
customed to earning $12,000-$30,0007 
If you are over 35 and live in Ohio 
and meet the above qualifications and 
are willing to travel a 3-state area 
(home every weekend) on an extreme- 
ly liberal commission basis utilizing 
qualified leads, telephone for a per- 
sonal interview. Collect, Cleveland, 
Mr. Klehman, MA 1-8228. 


cause we want a young man with 
young ideas who is not only ex- 


CREATIVE COPYWRITER Open House. 1944 Lincoln Ave., Chicago. 
Age 24-33 male 
We use the term “creative” be- CHICAGO OFFICE SPACE 


L : Y 1,000 sq. ft. 
perienced in copy, but who can S with 5 private offices. 
create and develop ideas that can : Completely 

be converted into advertising ma- alr conditioned 
terial and campaigns. Receptionist 
This person should have at least Automatic elevator 
one year’s experience with all National Sporting 


types of printed material, such 
as merchandising kits, brochures, 
direct mail, catalogs. etc. He 
should have a keen appreciation 
of merchandising and its function 
in cooperation with copywriting 
activities. 


Please submit complete résumé 
including experience, education 


wet =6=6©6—6 MAGAZINES! 
Box 150, ADVERTISING AGE b> a 
200 E. Illinois St., Chicago 11, Ill. 


We specialize in magazine clipping. 


that man. 


takes it apart. Age: 35 to 40—college graduate. 
Wanted We are one of the country’s largest companies, 
located in New York City. A real opportunity for 
the right man. Write and sell us that you are 


Our list covers 3500 business, farm 
and consumer magazines— a complete 


We want a top-flight man with solid advertising blanketing of the American magazine 
and sales promotion experience, either company field as listed in Bacon's Publicity Checker. 
or agency. This man is on his way to the top You can check your own publicity, compe- 
right now. Must have at least 10 to 12 years of tition’s publicity, competitive advertis- 
outstanding performance behind him, preferably ing or subject research. Here is the 
more. Be creative and capable of directing peo- complete service for magazines. Best 
ple. The “know-how” to take a project, cut coverage, fastest service, highest 
Top-Flight through obstacles and at the job done is essen- po te de 
tial. We are not interested in a “generalizer’’ who : 
Young Man sits back and lets the agency do the work, then * BUSINESS * FARM 


Box 146, ADVERTISING AGE BACON'S CLI 
480 Lexington Ave., New York 17, N.Y. 14 L. Jackson Blvd, Chi¢ ; 


WA bash 2.8 


Partner-publisher for international multi- | 


NEED Vv! 
PUBLISHER’S REPRESENTATIVE IN NEW 
ENGLAND? Highly experienced New Eng- 
land rep has room for thorough repre- 
sentation of one more book, consumer or 
trade. This man is a solid ‘“‘pro,” hard 
working, well-known in the territory and 
recognized for his ability to produce. 
References, of course. Write Box 144, 
ADVERTISING AGE, 480 Lexington Ave., 
New York 17, N. Y. 


istic salary. Age 31, married. Will relocate. | 


200 E. Illinois St., Chicago 11, Illinois | 


in mail order selling medium. If you are 


400 PUBLICATIONS 
CARRY MORE BUSINESS 
BECAUSE OF OUR MEMBERS 
FROM COAST TO COAST. 
HOW ABOUT 

YOU? 


Association of - 
Publisher’s Representatives 


70 East 45 St., New York 17, N. Y. 


The Midwest's 
outstanding placement 
service for Adv.- Art & 

allied fields. 


CEntrel 6-5670 


! 
oe. mabions serie hr 
CHICAGO 2, ILL. 


CUTS $1.25 
Up to 5 Sq. Inches 
ZINC 
Line or halftone flush mountea. 
Satisfaction Ln a a ay 
Write size of cut and screen erred 
on back of copy and mail to 


WARD KAH 
Box A 87. Glendale. Calif 


ADVERTISING 


We handle your employment problem 
confidentially and effectively. 
Se OD. wc cccawerinws $20,000 

Solid Media background. Top lev- 

el contact expr. to become V.P. 
MARKETING BIR. ............ $15,000+ 
Self starter expd. in sales to 
O.E.M.’s & new product planning. 
ACCOUNT EXECUTIVE .......... $12,000 
Indust. accts. Metal mining exp. 
preferred. Exc. potential. 

wl, Sr $10,000 
Promotional exp. on appliances, 

radio, TV for Agency. 

ie RT a $9,000 
P.O.P. exp. in housewares. Some 

travel. Wide mdsng. Bked. 


a $9,000 
Indust. exp. for eastern ad agency. 
B. L. Clem 


Advertising Consultant 


IMPERIAL PERSONNEL 
37 S. Wabash Ave., Chicago 3, FR 2-4233 
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Four A’s standards are strictly ad- 
hered to, because no one actually 
enforces them), we continue to 
have present day abuses—fee re- 
bating, chiseling, media deals rec- 
ognizing unqualified nobodies as 
agencies, incompetent agency serv- 
ices performed to the detriment of 
clients, etc. 

“Already the Frey Report has 
indicated anything is permissible,” 
Mr. Fried continued. “Media have 
taken their cue, making all kinds 
of deals and even suggesting (in 
some instances) that clients will 
save money if they deal direct, of- 
fering them simulated agency serv- 
ices. 

“Just as doctors and lawyers are 
limited in quantity to meet the re- 
quired needs of the population, 
with examinations given as to abil- 
ity and qualifications, so should 
advertising agencies, and the crea- 
tive people who staff them, be 
made to qualify. Also, violations of 
fair practices and recognized ethics 
should be punished, regardless of 
the importance or size of the agen- 
cy. The methods could vary, as in 
the other professions, with the sus- 
pension or withdrawal of a license 
according to the seriousness of the 
abuse.” 


= The state boards of advertising, 
Mr. Fried explained, would not be 
run by government, but would be 
composed of members of the pro- 
fession, similar to state bars for 
the legal profession. 

“All decisions (subject to legal 
rights and review in court) would 
be given by those of experience, 
based upon fair and ethical con- 
sideration,” he said. 

If such boards were established, 
he admitted, a few unqualified 
agencies would be allowed to con- 
tinue under a “grandfather” clause, 
“but later they would be weeded 
out for unethical practices, and it 
would end their kind forever.” 

Appealing for others to help 
make his proposal a reality, Mr. 
Fried concluded: “Agency associa- 
tions can perform their greatest 
service by assuming leadership in 
championing for state recognition 
of qualified agencies, and urging 


|establishment of codes with pro- 


fessional and ethical standards, en- 
forced by law, and administered by 
qualified agency leaders.” + 


Newspaper Award Established 
The New England Associated 


|Press News Executives Assn. has 
|established the Sevellon Brown 


Memorial Award as a memorial 
to the late editor and publisher 
of the Journal-Bulletin, Provi- 
dence, R. I. The award, for disin- 
terested and meritorious public 
service to a newspaper represent- 
ed in the association, will be 
awarded for the first time at the 
association’s 1959 spring meeting. 


Almost everybody of 


importance in 


advertising and 
marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 
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TVLsA DANY WORLD. THURSDAY, MAY 


.] ees 


Mrs. Homemaker . . . we didn’t write this ad for you... 


supermarket ed. This 1 known as co-op advertising. 

‘The co-op ides is s good ides, but, in many cases, the people who pay us for 
advertising their products want to dictate to the supermarkers how it should 
be done. And can that ever clutter up an ad! (Evidence below) 


‘We hate to be told we have to design our ad a certain way because we want to 
appeal to you, the homemaker, nor the manufacturer. Most of the ume, we 
pass up co-op money, that we amid earn, in order to keep our ads ineeresung 
and aceractive. We can't make them actractive if we must give tho much 
space to one item and that much space to another item and so and $0 on. 

So we're doing this ad, not necessarily for our customers, but for our 
suppliers . .. to show them how messed up our layout could be if we'd 


adveruse therr way, month after month. 
DON'T GET US WRONG! 


‘Supes loves national brands. We think that, penny for penny, national 
So, we're nor “knocking” national brands .. . we're just knocking 
the way chat they cell us we have to advertise chem. 

The co-op requirement is one column inch for 

each item. They don't core HOW it's set up 
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GriPE—Sipes stores, Tulsa, took a swing at co-op ad 


requirements in this newspaper pa 


ge, sent in by an 


Advertising Age reader 
“take gripes to the manufacturer... not the public.” 


who thinks Sipes should 


Extra Local Ads 
Will Push Price 


Cut on Four Roses 


(Continued from Page 2) 
tured, in addition to the Four Roses 
Society theme. Local poster adver- 
tising will also be used in local 
markets. Magazines, chiefly Ebony, 
Life and Look, will be used in 
September. 

Young & Rubicam is the agency. 


s Four Roses gin prices are not 
affected. Four Roses blend of 
straights, marketed chiefly in the 
Southwest, will probably be 
changed at a later date. 

Four Roses has been selling 
about 1,000,000 cases a year. The 
company expects that the lower 
price will increase sales close to 
2,000,000 cases. In fiscal 1956 (end- 
ed July 31) Four Roses is estimat- 
ed to have chalked up 1,300,000 
cases. Of this total, 1,150,000 cases 
were blends and 150,000 blends of 
straights. In fiscal 1957 blends are 
estimated to have been 1,000,000 
cases, and blends of straights 100,- 


000 cases for a total of 1,100,000 
cases. 


® Industry sources point out that 
Four Roses at the reduced price 
will have to increase sales 15% to 
20% to earn the same amount of 
dollars. To do this, it is said, Four 
Roses will have to take business 
away from three major competi- 
tive brands—Seagram’s 7 Crown, 
Calvert Reserve (both Seagram 
brands) and Schenley Reserve. 
Those three brands sell at retail 
for $4.79 a fifth compared with 
Four Roses’ new price of $4.95, a 
differential of 16¢. Few liquor peo- 
ple here believe Four Roses is 
going to have an easy time in- 
creasing volume. However, it is 
likely that there will be a pickup 
in bar business. Special promotion 
is being planned to stimulate tav- 
ern sales. 

As previously reported (AA, 
April 21) Four Roses Antique 
Bourbon, a new brand straight 
whisky, will be introduced in Los 
Angeles and San Francisco with 
local newspaper ads in mid-June. 
Young & Rubicam is handling the 
campaign. + 


Illinois Daily Newspaper 
Markets Elects Hinman 
Stanley Hinman, advertising 
director, Galesburg Register-Mail, 
has been elected president of the 
Illinois Daily Newspaper Markets, 
Peoria. William Hart, publisher, 
Aurora Beacon-News, was elected 
vp, and Robert Burow, general 
manager, Danville Commercial- 
News, was named secretary-treas- 
urer. New directors elected include 
Don Lindsay, Lindsay-Schaub 
Newspapers; William Hamel Jr., 
Mattoon Journal Gazette; Richard 
Kennedy, Waukegan News-Sun; 
Hal Culp, Quincy Herald-Whig, 
and Ben Shaw, Dixon Telegraph. 
The Morris Herald is the group’s 
newest member, bringing total 
membership to 49 newspapers. 


McKesson Sales Up, Net Off 
McKesson & Robbins preliminary 
sales reports for the fiscal year 
ending March 31, 1958, were up 
2.6% to $593,854,359, while net in- 
come was down to $9,847,258, 
equivalent tc $5.27 per share. In 
the previous year, net income was 
$10,475,449, equal to $5.63 per 
share. 


NBC Dedicates New 

WRC, WRC-TV Facilities 

| NBC’s new $4,000,000 structure, 
| which houses WRC and WRC-TV, 
Washington, was dedicated May | 
22 in ceremonies telecast in color. | 
| NBC described the new operation | 
as the first station facilities to be | 
| designed and built from the ground 
up for color television. WRC-TV’s 
main studio is 100x60’, with a 
lighting arrangement which en- 
ables the director to handle light- 
ing changes from the _ control 
booth. 

Highlighting the program was 
an address by President Eisen-| 
hower, who said he was “com- 
| pletely overwhelmed” by “techni- 
cal complexities” of the structure, 
and compared equipment used by 
| the stations with the radar room 
of a battleship. NBC President 
Robert Sarnoff said the program 
was recorded on color tape in 
_NBC’s Burbank, Cal., studio and 
;color tapes would be supplied to 
the White House and the Library 


m@, of Congress to make the first, 


color tape recording of a Pres- 
idential broadcast. | 


91 


_Endorsements Boosts Davis 

Endorsements Inc., New York, 
has promoted Tyler Davis from 
senior vp to exec vp and chief ad- 
ministrator of the company. He is 
also chairman of the company’s 
executive committee. 


Ridder-Johns Boosts Veronis 

Peter Veronis, formerly of the 
sales staff of Ridder-Johns Inc., 
New York, has been promoted to 
eastern division sales manager of 
the representative company. 


an idea to put across? 


A well produced 
motion picture 
will communicate 
your idea full 
strength to ex- 
actly the people 
you want to 
reach .. . Warning: Select an experi- 
enced producer— 


Atlas Film Coperation 


OAK PARK, ILL. PHONE: AUstin 7-8620 
Washington Chicago Hollywood 


Almost 


everybody of 


importance in 


advertising and 
marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


1 am enclosing $ 


1___State 


Clip and mail 
this form to- 


THE ADVERTISING MARKET PLACE 
ADVERTISING AGE 


200 E. Illinois St. 
Chicago, Illinois 


4041 Marlton Avenue 
Los Angeles, Calif. 
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Rival Packing Shifts 
Ads to Guild, Bascom 


(Continued from Page 1) ,Cann took control, Rival has em- 
Rival from the agency’s headquar- barked on a strong giveaway pro- 
ters in San Francisco, he said.|gram which has given sales a 
Walter Guild, GB&B president, will| hefty boost. “I don’t know what | 
supervise the account. their profit picture is but their 

Mr. Getlin declined to say why/sales sure have jumped,” a com- 
the change was made. He is a| petitor told AA. 
former sales manager of Ralston| Dog food accounts have been 
Purina Co., St. Louis, a GB&B cli-| shifting since the first week in 
ent, and has had dealings in the) March when Quaker Oats Co. dis- 
past with the agency. missed Needham, Louis & Brorby 

Guild, Bascom was one of five|as the agency for Ken-L Ration, 
agencies that solicited Rival in the; Ken-L Biscuit, Ken-L Meal and 
fall of 1956 (the others were Mc- | Ken-L Treats, a billings loss of 
Cann, Grey Advertising, D’Arcy | $3,500,000 (AA, March 3). 


fooet ME ssssFtpesasagfaqyqeupetetl® e 


Know Your Reader, Interest Him, Aid 
Him, BBDO's Meredith Urges NBP 


(Continued from Page 1) |is now going into the graphic arts 
chandising help, they should not) field, that 100 newspapers now use 
neglect their own marketing— | it for composition. He reported a 
their knowledge of their market| Navy test that showed Vari-Typer 
and their reader’s place in it, he| delivered page composition costs 
said, emphasizing that he implied) at $4.80 unjustified and $6.72 jus- 
in no way that publishers should | tified, against $11.80 composition 
underwrite the advertiser’s mar-| costs by conventional methods. He 
keting job. also said the company is showing 

Mr. Meredith said he looked for|a photocomposition machine de- 
these things from media: (1) A/!signed to produce headlines from 
clear statement of policy with| 12 to 84 pt. in two or three min- 
reference to their product; (2) | utes. 
publication activity in the market, 
and (3) leadership. 

He advised publishers to extend 


s Morris Goldman, partner of J. 
K. Lasser & Co., advised publish- 


Advertising and Clinton E. Frank | 
Inc.). At that time, GB&B’s pro-| 
posed copy program emphasized | 
that Rival was the one and only 
dog food made especially for city 
dogs. 

David Bascom, agency board 
chairman, is quoted as telling Rival 
executives that “farm dogs don’t} 
eat much canned dog food anyway, 
and Rival might as well write them 
off as consumers.” The ad theme 
stressed that city dogs needed a 
different diet than their country 
cousins. 

There was speculation along 
Madison Ave. that Rival had been 
impressed when, as the result of 
performing a considerable amount 
of research, McCann came up with 
the city-dog campaign theme, 
which was in a number of ways 
similar to the theme Guild, Bas- 
com had developed, sans research, 
using a straight—but imaginative 
—copy approach. 


ws Chester L. (Chet) Rosey, vp and 
manager of McCann’s Chicago of- 
fice, declined to comment on why 
the switch was made other than 
to say that “it was a complex sit- 
uation” and that there “was an 
agreement to say nothing.” 

There was some speculation that 
the departure of Peter G. (Pete) 
Peterson from McCann to Bell & 
Howell may have had some bear- 
ing on the switch. Mr. Peterson 
is generally credited with winning 
the account for McCann and he 
personally oversaw Rival while he 
headed up McCann’s Chicago of- 
fice. 

Charles Allen, account super- 
visor on Rival, first learned of the 
switch from ADVERTISING AGE. Mr. 
Allen said he had been out of 
town attending a grocery conven- 
tion with Thomas Lajeunesse, Ri- 
val national sales manager. 


s Among the ads presented to 
Rival during the GB&B pitch was 
a radio jingle that went like this: | 


More spark in the bark—with | 
Rival. 

More smooch in the pooch—with 
Rival. 


No sag in the wag—with Rival. 
It’s a fact, in the city, 

A dog’s best. friend is his Rival. 

GB&B’s best efforts went for 
naught at that time, however, and 
the account, which had been han- 
dled for many years by Charles 
Silver & Co., Chicago, went to Mc- 
Cann (AA, Nov. 5, 56). 

Rival, with about 6% of the wet 
dog food market, is believed to 
be the second largest dog food sell- 


The same week, J. Walter 
Thompson Co. ended a 65-year re- | 
lationship with Swift & Co. when 
it resigned some $3,000,000 in bill- | 


ings. Among the products chucked | 


ORANGE DELIGHT—General Foods) 


Corp. launched a new ad push in 
the Chicago market for its Bireley 


their trade influence and to be 
| sure that merchandising of adver- 
|tising fits merchandising objec- 


| tives. 


by JWT was Pard dog food. JWT orange drink with this full color|= In a readership research ses- 
more than recouped its losses a|ad in the May 29 issue of Chicago sion, Arthur Dix, vp of Conover- 
week later when it succeeded | Tribune. Outdoor and spots on two| Mast, stressed ways of building 


Needham, Louis & Brorby on the 
Ken-L business. 


s Pard dog food and other Swift 
business, billing about $1,500,000, 
found its way into the Dancer- 
Fitzgerald-Sample shop last month 
(AA, April 14). 

The Rival loss was a particular- 
ly bitter and ironical one for Mc- 
Cann. The agency, which handles | 
the lion’s share of Swift & Co.| 
business, declined to pitch for any | 
of the Swift business resigned by | 
JWT because of the Pard-Rival 
conflict. + 


children’s tv shows also will be 
used. Young & Rubicam is the 
agency. 


that ISIM won’t be buried and 
forgotten. Sentiment is strong to 
transplant the best of ISIM into 
NIAA, and proposals to that ef- 
fect will be made to the general 
membership. 

To date only the Pittsburgh 
chapter of NIAA has indicated it 
favors adoption of the ISIM consti- 
tution. 14 chapters have indicated 


definitely they would oppose it, | 


reader interest, arguing that a 
|36% improvement in readership 


|is the equivalent of a like jump in) 


| circulation. He said factors con- 
|tributing to better readership of 
| articles are: Inherent reader inter- 
vest, value of information, ease of 
reading and graphic treatment. 


/® Robert L. Hartford, business 
|/manager, Machine Design, report- 
‘ed that readership studies and re- 
evaluation of articles had boosted 
|readership more than 40% on ma- 
| jor articles between 1956 and 1957. 


ers to step up productivity to avoid 
salary cuts. He advocated a strict 
view of production—how many 
pages a salesman sells, how many 
pages an editor can turn out, how 
many names circulation and ful- 
filment people can handle. 

He said he feels business papers 
are riding the recession rather 
well, but he emphasized the wis- 
dom of the 1957 rate increases, 
which accounted for about half of 
NBP members’ ’57 profits. 


s NBP elected Richard P. Smith, 
president of W. R. C. Smith Pub- 


and five more that they probably |» John H. Kofron, research direc- 
will do so. Toronto chapter dele- | tor of Chilton Co., described the 


| opinion. 


er, ranking behind Ken-L-Ration, | 
which has from 7% to 9% of the 
market. Dash has less than 6% of 
the market, Red Heart (4-4.5%) 
and Ideal, less than 4%. Friskies | 
and Pard are other nationally dis-| 
tributed dog foods. 


| 


| 
s Rival sales have shown a steady | 


increase since the company was} 
sold nearly two years ago to aj} 
group of new owners headed by) 
Morris L. Levinson, president. 
Rival sales and distribution re- 
portedly had slipped badly in two 
or three years immediately pre- 
ceding the ownership change. 

Since the new owners and Mc- 


Myers Denies 
He'll Withdraw 


NIAA Candidacy — 


(Continued from Page 1) 
the Chicago chapter of NIAA last | 
month—that “ISIM will be born, | 
with or without NIAA” (AA,| 


nents of ISIM might withdraw 
from NIAA and attempt to set up 


ISIM independently, Mr. Myers 
said he had intended no such 
meaning. 


“IT merely stated that the idea 
of ISIM is valid and that some 
other group or organization even- 
tually may see its potentialities 
and adopt it,” Mr. Myers said. He 
said his remarks in Chicago were 
not made in threat but merely as 
a statement of his own personal 


REJECTION OF ISIM 


PLAN SEEMS CERTAIN 
Cuicaco, May 29—lIf the Inter- 
national Society for Industrial 


Marketing proposal as it stands 
comes to a vote at the National 
Industrial Advertisers Assn. meet- 
ing in St. Louis, it apparently will 
be rejected overwhelmingly. 

is strong evidence 


But there 


| 
| 


DUNCAN G. GRANT, Ontario sales | 
manager of E. B. Eddy Co., has 
been elected president of the Ad- 
vertising & Sales Club of Toronto. 


gates have been authorized to 
play it by ear at the meeting, and 
nine other chapters have not 
tipped their hands. 


# Aside from any recommenda-| 
tions the NIAA board may make} 


to the general membership about 
ISIM, the Columbus chapter in- 
tends to propose a year’s post- 
ponement of the vote on the issue. 

At least three chapters—Chica- 
go, Minnesota and New Jersey— 


| April 28)—could be construed to} Plan to propose specific courses of | 
j}mean that he and other propo- 


action to preserve parts of ISIM. + 


K&E Gets ‘Cum 
Laude’ Mark on 
Max Factor Quiz 


(Continued from Page 1) 


Fi fluid make-up and the Factor 
fragrance lines. This is thought to 
be worth about $3,000,000 in bill- 
ings. 

Anderson-McConnell,  Factor’s 
other agency, continues to handle 
Curl Control, Facial Bath, Creme- 
Puff and a new lipstick, totaling 
about $1,000,000 in billings. 

A K&E spokesman said, “We 
did answer the complete ques- 
tionnaire,” which was published 
exclusively in ADVERTISING AGE 
May 5. 


# One of the most detailed in- 


|quiries ever used to ascertain an 


agency’s background and beliefs, 
the quiz delved into the prospect’s 
management; creative capacities; 
market research and marketing; 


|media, merchandising and televi- 


sion operations, and other serv- 
ices and billings practices. It con- 
cluded each of the seven sections 
by asking: “Are there any other 
facts. . .you would like to add...?” 

The agency hunt had been in 
progress since March, when Fac- 


tor and DDB announced they were | 
parting company “due to mutual) 


difference of opinion” (AA, March 
31). Factor had recorded consid- 
erable growth in the years it was 
with that agency. + 


|operation of Scaleometer, which 
assists in assigning rank of inter- 


est of editorial material, and 
materially improves readership 
| performance. 


@ In the technical area, Frank 
Richter, editor of Modern Rail- 
roads, explained the savings of the 
offset printing process to publish- 
|ers, which he placed at 10% over- 
‘all and 25% on engravings. 

Carl Schmaedig, 


Man in the News... 


The new chairman of NBP is 
a one-company man. Richard P. 
Smith joined his father’s company 
(W.R.C. stands for Wilbur Richard 
Carroll) when he graduated from 
| Virginia Military Institute in 1934. 

He started in circulation, moved 
into production, and wound up 
working on the business end, under 
William J. Rooke, then exec vp 
of W.R.C. Smith Publishing Co. 
and now chairman of the board. 

His father—who had come south 
to Atlanta for the old Cotton States 
Exposition, liked what he saw and 
left McGraw-Hill in 1905 to take 
over Cotton and an engineering 
business paper—died in 1941. Dick 
moved up, but shortly thereafter 
went into the Army. 

He was a field artillery officer, 
but was recruited by the late Roy 
Dickinson, of Printers’ Ink, for 
Gen. Lewis Hershey’s selective 
service staff. Later he went with 
Gen. Lucius Clay to Germany to 
work on his group control council 
—‘Luckily I got out just before the 
Russians had their turn at con- 
trol,” he says. He left the Army as 
a lieutenant-colonel. 


s Trim, soft-spoken Dick Smith 
says he’s “crazy about business 
papers—they’re all I’ve ever 
known.” He argues that they are 
a contributing factor to the growth 
of the U.S. economy; that they’re 
here to stay as an advertising 
medium, because they’re basic to 


business’ needs. 


lishing Co., Atlanta, its new chair- 
man. Three vice-chairmen were 
elected: M. E. Herz, chairman of 
|Modern Medicine Publications; 
| Louis J. Perrottet, president, Gage 
| Publishing Co., and Marshall Hay- 
|}wood Jr., president of Haywood 
|Publishing Co. Leonard Eiserer, 
'exeec vp of American Aviation 
| Publications, was elected treasurer 
|to succeed Leonard Tingle, presi- 
dent of Progressive Grocer, who 
‘had served in that office since 
| NBP’s founding. 
| Robert E. Harper was reelected 
| president of NBP. Four new direc- 
|tors were elected: B. P. Mast Jr., 
| Conover-Mast; W. A. Wilson, Pit 
|& Quarry; W. L. Chapman Jr., 
| Medical Economics; and David R. 
Watson, Watson Publications. 
NBP now has 202 publications 
| as members, after a year in which 


Vari-Typer it lost four companies and five 
Corp., told the group that more| magazines and added four com- 
than half of Vari-Typer production! panies and ten magazines. 


NBP’s Smith—Crazy About Business Papers’ 


While consumer media flutter, 
business papers have been rela- 
tively stable, he says, because there 
is no substitute for business paper 
advertising. — 

Ahead of NBP is a new phase, 
he believes. 

“NBP has come of age—and 
we're going to start acting it,” its 
new chairman asserts. “We had 
to go through a transition phase; 
we had to treat with things we’re 
not basically trying to do. 

“Now we're going to get the 
business press the kind of recog- 
nition it should have.” 


= Five of the six W.R.C. Smith 
publications circulate in 19 south- 
ern states. One—Textile Industries 
—is national and international in 
its circulation. The _ essentially 
southern character of the company 
has been turned to great advan- 
tage: Its mint julep party is a 
feature of each year’s NIAA con- 
vention. 

Dick says he likes golf, but in- 
finitely prefers hunting quail or 
fishing for trout. He has a summer 
place in Macon County, N. C., 
where “I raise trout and try to 
catch them.” He has two children, 
a boy of 18, and a girl, 13. + 


Lockwood, Kessler Appoints 
Lockwood, Kessler & Bartlett, 
Syosset, N. Y., engineering com- 
pany, has appointed Robert D. 
Eckhouse & Associates, New York, 
its advertising and public relations 
counsel. 
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Advertising Age, June 2, 1958 


CBS Achieves 
Uneasy Truce in 
Sponsor Imbroglio 


New York, May 29—CBS Tele- 
vision this week was suffering | 
from over-indulgence in smoking. 

CBS, the traditional leader in| 
the fight to free tv from some of 
the octopus-like fetters of product 
protection, was caught squarely | 
between Brown & Williamson To- 
bacco Corp. and P. Lorillard Co. 

Nobody is in the mood to talk | 
about it for publication, but this is, 
how the fragments fit together. It | 
all started when Lennen & Newell, | 
capitalizing on CBS’ liberalized | 
clearance policy, put in a bid on 
behalf of Lorillard for two alter- 
nate-week vacancies. Both—‘Per- 
son to Person” and the “Gale| 
Storm Show”—just happened to 
be adjacent to Brown & William- | 
son half hours. 

Under the liberalized system set 
up by the network last fall, an 
alternate-week sponsor is not guar- 
anteed product protection on the 
week he is a “minor” sponsor on 
the show. The network promised 
only to try to maintain a separa- 
tion of at least 15 minutes between 
commercials for competing prod- 
ucts and reserved the right to) 
change the position of a “minor” 
commercial to maintain the neces- | 
sary 15-minute spread. 


BAY E. ESTES JR. has been named vp- 
| marketing of U. S. Steel Co., Pitts- 
burgh. Mr. Estes, who joined U. S. 


Steel in 1939, most recently has 
| been director, staff administration. 


cannot follow as co-sponsor of 
Gale Storm. 


s Brown & Williamson agreed to 
go along with this arrangement 
when CBS reportedly threw in 13 
free weeks on “Number, Please,” 
a new quizzer on which Viceroy 
will be an alternate advertiser in 
the fall. 

CBS declined to comment on 
this widespread report, but other 
sources in the industry pointed out 
that the networks frequently make 
concessions in program or time 


|cost to clinch a major sale or to 


soothe a big sponsor’s ruffled feel- 


ings. 


As to CBS’ long-term effort to 


|simplify tv buying and selling in 


a world of multi-faceted compa- 


® This is how the revised policy | nies, network sources indicate that 
was planned on paper, but Brown | the product protection policy which 
& Williamson and its agency, Ted | triggered this hassle will not be 


Bates & Co., screamed loud enough 
to carry from Louisville to New|} 
York and back when a competing | 
cigaret company tried to take ad- 
vantage of the revision. Their ire 
was fed by the fact that the com- 
petitor was trying to berth next to 
them on two shows—“Top Dollar” 
and “The Lineup.” 

Brown & Williamson and Bates 
reportedly insisted that tv is too 
expensive a medium to have a 
sponsor’s commercials diluted by | 
those of a competitor who buys in| 
next to him. And, the story goes, | 
if CBS didn’t agree, Brown & Wil- | 
liamson’s ty business—news spon- | 
sorship, plus the two disputed time 
periods—would be taken else- 
where. 

Meanwhile, along Madison Ave. 
people were asking: If Viceroy is 
so inflamed at the thought of being 
next to Old Gold and/or Kent on 
tv, why isn’t Old Gold disturbed 
about being adjacent to Viceroy? 


# Lennen & Newell’s answer was 
that “Person to Person,” which is 
being dropped by Life, and Gale 
Storm, who has been canceled by 
Helene Curtis, are established 
high-rating shows that looked like 
a good buy for the client. When 
the no-protection-for-minor-spon- 
sors policy made them available 
for Lorillard, the agency placed an 
order. 

This was wher Brown & Wil- 
liamson began to burn. CBS dis- 
patched a team of top management 
trouble shooters to Louisville to 
try to put out the fire. Meanwhile, 
there was a juggling act going on 
in New York in an effort to fit 
Lorillard into the schedule in a 
way that would keep that adver- 
tiser reasonably happy. 


= The network came up with a 
compromise plan that appears to 
have mollified both clients, for the 
time being at least. 

On Friday night, when Viceroy 
has been a long time co-sponsor of 
“The Lineup,” Viceroy will move 
out, thus clearing the way for Lor- 
illard’s entry on “Person to Per- 
son.” On Saturday night, Brown & 
Williamson will sponsor “The 
Texan” in the fall on a weekly 
basis. This means that Lorillard 


changed. 


An alternate sponsor gets no 
product protection assurance on his 
“minor” or off week. CBS feels 
this is the only way to keep the 
lanes into choice time periods open 
so that all advertisers will have a 
chance at buying a good show 
when it becomes available. + 


San Francisco 
Merger Boosts L&N 
Billing by $3,500,000 


NEw YorK, May 29—Negotia- 
tions are in progress whereby 
Merchandising Factors, 18-year-old 
San Francisco agency, will merge 


| with Lennen & Newell June 30. 


The West Coast agency will as- 
sume the Lennen & Newell name 
but will continue as an “autono- 
mous entity,” with Marshall J. 
Weigel, president of Merchandising 
Factors, serving as senior vp of 
L&N in charge of West Coast op- 
erations. 

Until now Lennen & Newell has 
maintained small service offices 
in Los Angeles and San Francisco. 
Acquisition of MF will add a staff 
of some 50 people and billings 
of about $3,500,000 to L&N, and 
there were indications that addi- 
tional West Coast business was in 
the offing. 

Merchandising Factors’ largest 
accounts are Simpson Trading Co., 
Crown Zellerbach and _  Trans- 
America Bank. The agency was 
founded originally by Mr. Weigel’s 
late father as a merchandising 
organization to service agencies 
About ten years ago, it became an 
agency. 


= While negotiations are not yet 
concluded, all MF executives and 
accounts are expected to make the 
switch to L&N. Lennen’s 1957 
billings were reported in ApVER- 
TISING AGE at $45,000,000; they are 
now reported to be at the rate of 
$60,000,000. + 


Murphy Joins ‘Newsweek’ 

Edward R. Murphy Jr., formerly 
with Time Inc., has joined the 
Pittsburgh sales staff of News- 
week, 


Rees 


Last Minute News Flashes = Harrington Leaves 


‘Woman's Day’ Aims at Extending Chain Outlets 


New York, May 29—Woman’s Day, which has been distributed al-| 


most exclusively through 4,000 A&P supermarkets, will announce Mon- 
day a move “to expand its national circulation through chain stores 
and wholesalers.” It is believed the magazine is aiming not only at 
|newsstand sales everywhere, but also at some supermarket chains | 


| publication offers an initial rate base of 5,000,000, while Woman’s Day’s | 


| circulation is 3,111,942. Fawcett Publications, which has handled Wom- 


an’s Day’s experimental newsstand sales in Colorado and California, 
will have the magazine’s additional distribution. Woman’s Day said 


| 


a which are now outlets for Everywoman’s Family Circle. This merged | 


| 
| 


| 


inquiries from chain stores and wholesalers about the sale of the mag- | 


er of the other two publications sold through chain stores. 


P&T Ads Tell Return to Direct-to-Dealer Sales 


New York, May 29—Park & Tilford Distillers Corp. will resume 


Niehoff, assistant general sales manager. The company maintained 
direct sales from 1933 to 1955. It abandoned the practice when it was 
bought by Schenley Industries. Special weekly ads will break June 2 
in four Manhattan dailies, plus Newsday, Long Island Press and the 
nine Westchester newspapers in the Macy Group. In addition, an ex- 
panded campaign for P&T’s reserve, Private Stock and Kentucky Bred 
whiskies is being launched in 95 newspapers in monopoly states and 
in 11 national magazines. Emil Mogul Co. is the agency. 


Maclean-Hunter to Introduce ‘Plastics Progress’ 


Toronto, May 29—Plastics Progress, a new Maclean-Hunter month- 
ly, will bow in February, 1959, with a controlled circulation of ap- 
proximately 7,000. Base advertising rate (one-time, one-page, b&w) 
will be $260. Coordinating manager is Ray Whisted, formerly adver- 
tising manager, Canadian Printer & Publisher; editor is Maurice L. 
Chazottes, formerly managing editor, Canadian Machinery. 


NAB Surprised at ANA Blast on Triple Spotting 


WASHINGTON, May 29—National Assn. of Broadcasters has asked the 
Assn. of National Advertisers for full information on triple spotting, 
criticized by ANA last week (AA, May 26). Obviously surprised by 
the ANA move, NAB sources said this is the first time the association 
has heard any criticism of existing code provisions. 


Selck Names Waldie & Briggs; Other Late News 


e Walter Selck Co., Chicago sink frame and floor covering equipment 
manufacturer, has appointed Waldie & Briggs, Chicago, to handle its 
advertising. The account, which bills about $100,000, was previously 
handled by Marvin E. Tench Advertising, Chicago. 


e Walter A. Spiro, director of advertising of Gimbel’s, Philadelphia, 
will join the Lavenson Bureau of Advertising on July 15 as exec vp. 


e Pfaelzer Bros., Chicago purveyor of meat and poultry, has named 
North Advertising, Chicago, to handle its advertising, effective imme- 
diately. Slauf Advertising Agency, Chicago, is the previous agency. 


e Crows Hybrid Corn Co., Milford, Ill., has named Marsteller, Rickard, 
Gebhardt & Reed, Chicago, to handle its advertising, effective im- 
mediately. The account, which bills more than $100,000, previously 
was handled by Critchfield & Co., which last week became the Chicago 
office of Klau-Van Pietersom-Dunlap, Milwaukee (AA, May 26). 


e Ben J. Gibson Jr., formerly vp of Cary-Hill Inc., Des Moines 
agency, and before that on the advertising staff of the Des Moines Reg- 
ister & Tribune, has joined J. M. Hickerson Inc. as vp and manager of 
its Des Moines office. 


e Counsel for Schick Inc., Lancaster, Pa., has filed an application to 
reopen the trial proceedings whereby Warwick & Legler recently ob- 
tained an injunction prohibiting Schick from using Warwick & 
Legler’s cotton test advertising idea (AA, May 12). Application for a 
new trial is made on the basis that Schick will call to the stand certain 
“key witnesses” which the court had commented were not available 
to substantiate earlier testimony by Schick. 


e Henri Bendel, former officer and director of Henri Bendel Inc., New 
York, has brought a $75,000 suit against Gimbel Bros., charging the 
New York department store with invading his privacy by using his 
name without consent in advertisements. Gimbel has entered a general 
denial. 


e Borg-Johnson Electronics has been temporarily enjoined from 
placing any advertising or soliciting in any way the sale of its miniature 
radios, pending the outcome of an action by the state attorney general 
seeking a permanent injunction and temporary receivership in order 
to avert an alleged fraud (AA, May 26). The company’s advertising 
is handled by Parker Advertising, whose president, David L. Ratke, 
is secretary-treasurer of Borg-Johnson. 


e E. Edson Poler, formerly advertising manager of the California 
Texas Oil Co., has joined Rogers Peet Co., New York, as director of 
advertising. He will have charge of retail advertising for Peet stores 
in New York and Boston and the company’s national wholesale 
accounts. Mr. Poler succeeds Lee P. Henrich, who will announce his 


-| plans when he returns from a two-month tour of Europe. 


e Sawyer-Ferguson-Walker Co., New York, has been named repre- 
sentative of the Tampa Times, effective June 2. The Times was pur- 
chased May 24 by the Tampa Tribune, a Sawyer-Ferguson paper, and 
will be published separately under Tribune ownership. Katz Agency, 
New York, previously handled the Times. 


e National spot radio billings hit a new first-quarter high of $46,171,- 
000, according to a Price Waterhouse & Co. estimate released by Sta- 
tion Representatives Assn., New York. Lawrence Webb, managing di- 
rector of the association, said this represents a 4% increase over the 
$44,411,000 gross time sales estimate for the same period in 1957. 


e H. F. Pelphrey & Son, Rogers, Ark., packer of Pel-Freez brand fro- 
zen rabbit meat, has moved its account from Blaine-Thompson Co. to 
L. H. Hartman Co., New York. This is the seventh account to move 
from B-T to Hartman since Herbert J. Stiefel, former B-T vp, joined 


Hartman as senior vp at the end of April (AA, April 28). 


direct-to-dealer selling in metropolitan New York June 2 under Walter | 


azine through their outlets have increased substantially since the merg- | 


Richards to Accept 
Honig Chairmanship 


(Continued from Page 1) 
in the West, Honig-Cooper cur- 
rently bills around $15,000,000. The 
Honig-Cooper wing was founded 
in San Francisco in 1908. It 
merged with Dan B. Miner Co., 
Los Angeles, last March. 

Mr. Harrington will, in effect, 
be returning to his home base. 
Fairfax Cone originally hired him 
to work for Lord & Thomas in 
San Francisco. He later became 
general manager of Foote, Cone & 
Belding in New York, and in 1946 
he opened his own agency in San 
Francisco. 

Fletcher D. Richards bought 
the Harrington shop in 1950, and 
Mr. Harrington continued to op- 
erate it as the Harrington-Rich- 
ards division of the agency. Ray- 
mond R. Morgan Co., another West 
Coast agency, was merged into 
the Harrington-Richards operation 
last year. 


# Departure of Gene Harrington 
leaves the Richards agency at the 
tail end of a rebuilding program 
he put into effect in 1955, when 
he trekked across the country to 
put some steam into what had 
been regarded on Madison Ave. as 
a one-man shop. 

Fletcher D. Richards, 65-year- 
old board chairman of the agency, 
is now expected to resume the 
president’s chair. Much of the in- 
ternal reorganization has been di- 
rected toward putting the agency 
into the package goods field. Sher- 
wood Dodge, who was brought into 
the agency as exec vp last year, 
said today he will continue this 
program. Bradley Walker, top man 
on the Eastern Airlines account, 
will continue as vice-chairman. 


= In an inter-office memorandum 
circulated at the agency yester- 
day, Mr. Harrington explained his 
decision to leave as follows: 

“It is quite simple. The offer 
and the opportunity is so alto- 
gether splendid and right for me 
that I could not, in conscience, 
turn it down. So, while I dislike 
leaving you as friends and asso- 
ciates, and while I dislike leaving 
the clients who have been so very 
good to me, I approach my new 
job with a sense of excitement, 
the chance for fulfilment and with 
a degree of humility (damn Ar- 
thur Godfrey for ruining that 
word).” 

The Richards agency now bills 
around $20,000,000 and the effect 
of Mr. Harrington’s departure 
could not be immediately gauged. 

He emphasized today, however, 
that he is not “taking” any clients 
with him. 


@® The Richards agency evolved 
out of the old Campbell-Ewald Co. 
of New York, established here in 
1935. A group headed by Mr. 
Richards bought out Henry 
Ewald’s interest in the agency in 
1948 and established it under the 
Richards name. Mr. Richards’ re- 
lationships with Eastern and U. S. 
Rubber go back more than 20 
years. + 


Carter Charges Colgate 
Violates Court Injunction 

Carter Products Inc., New York, 
has begun action in federal court 
seeking to have Colgate-Palmolive 
Co. held in contempt for allegedly 
infringing on Carter patents for 
pressurized shaving creams. Car- 
ter, maker of Rise shaving cream, 
got an injunction order in 1955 
(AA, Feb. 28, 1955) prohibiting 
Colgate and others from infringing 
on its pressurized shaving cream 
patents. 

Carter claims Colgate made only 
minor changes in its product after 
the injunction was issued, and con- 
tinued to market it. 
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‘Cantoneasy’ Promotion Set | types of mirrors: Sliding or mobile . 

Chun King Sales Ine, Duluth, mirror doors; decorative wail mir- 29 L@ading Brewers Sold 58,418,000 1,042 ft. 
Minn., will stress convenience,|rors; industrial mirrors for medi-| , . 

economy, ease of preparation and|cine cabinets and other uses, and 


, A * ‘ ; 

variety in a promotion for its line| mirrors for furniture. The com- Bbl f B 7 S Sh 

of American-Oriental frozen foods|pany was previously a direct ad- S. 0 eer in ‘ urvey OWS 
which is scheduled through the | vertiser. ; 

summer. Life will carry a four-| (Continued from Page 2) | beverages, and what type of copy 


color page June 23 headlined, | ‘Hi-Fi Merchandising’ Bows 37,678,313 bbls.; during 1957, 264 | appeal will induce them to buy 
“Have A Cantoneasy Kitchen Hol-| Hi-Fidelity Merchandising, a| breweries produced 89,881,935 bbls. | more. 


iday,” with television support tabloid-size trade publication de- __ “The brewing industry,” Mr. 


scheduled for “House Party” over|signed for dealers and distribu-|# Repeating what he has former- | Feim says, “should appoint a spe- V4 
the CBS-TV network. Retailers|tors of packaged high fidelity and|ly said at brewers’ and distributors’ | “1@! committee, comprising the best 
are offered a mobile display and hi-fi components, will appear in| conventions, Mr. Fein says, “What | #V@ilable brains, in and out of the Ly 
other merchandising devices for| July. Publication headquarters are|is urgently needed is a concerted | >USiness, to initiate and conduct a 


their use. J. Walter Thompson Co., at 56 E. Walton Pl., Chicago 11.| and collaborative effort on the part 'basic and continuous study of in-| 


Chicago, is the Chun King agency.) William L. Klusack is national ad-| of all brewers, underwritten by the 4UStry marketing problems.” 
Sales figures for the 25 leading 


Eiffel tower 
984 ft. 


| vertising manager. entire industry, to find out why 
Mirror Maker Names Agency consumers do, or do not, drink malt | brewers for the past two years fol- Z| 
Carolina Mirror Corp., North| Ad Club Elects Green | low: 7 
Wilkesboro, N. C., maker of Signet J. Halton Green, advertising and \ . K 
mirrors, has named Arndt, Pres-| merchandising manager of Island cae a meeny Pm a ne a 4 


ton, Chapin, Lamb & Keen, Phila- Creek Coal Sales Co., has been 


delphia, to handle its advertising. elected president of the Advertis- - : = ee oon. a 4 
: The company makes four general|ing Club of Huntington, W. Va. 4 4 (9) Falstaff 4,292 3 870 
4 3 P. Ballantine 3,982 3,967 
ADVERTISEMENT | 5 5 (2) Theo. Hamm 3,376 3,325 | ‘( oolworth 
6 8 (4) Carling 3,151 2,997 K| Bidg 
7 7 (4) Liebmann 2,966 2,882 | mS . 

in | 8 9 (2) F & M Schaefer 2,940 2,720 

Glenda the beautiful secretary | 2 3 tH 270" 315+ 

10 10 Stroh 2,584 2709 | 

ju iW Miller 2,322 2,246 

—— ey |12 12 (4) Lucky Lager 2,068 1,960 — 
| 13 13 (2) C. Schmidt & Sons 1,757 1,850 

| 14 14 Jacob Ruppert 1,490 1,539 

| 15 16 (2) Piel Bros. : 1,435* 1,350* 

16 15 (3) Drewrys Ltd. 1,369 1,432 | 

17 17 (3) National 1,301 1,118* 
118 24 Blatz 1,247 949 

| 19 18 Coors 1,147 1,090 
20 19 Jackson 1,107 1,051 

}21 23 Olympia 1,104 1,016 | 

22 20 Duquesne 1,062 1,046 | 
23 21 Burgermeister 974 1,033 

|24 «25 Pearl 943 905 | 
| 25 22 (2) Pfeiffer 911 1,031 


| () Parentheses indicate number of plants operated by brewer. * Considered reliable | 


estimate of sales volume. 


Bookmen Names Bye Werner Names Harry G. Nix 

| Richard E. Bye of the R. R. Harry G. Nix, formerly editor 
| Bowker Co. has been elected pres-|and art director of Modern Hard- | 
jident of the Publishers Adclub,| ware, has been named assistant | 
|New York. He succeeds Jay Tower,| advertising manager of R. D.| 
|advertising and promotion direc-| Werner Co., New York and Green-| 
| tor for the New American Library. | ville, Pa., maker of aluminum lad- | 
|Other new officers include Sonia| ders, sink frames, scaffolds and | 
| Levinthal, McGraw-Hill, vp; Betty | industrial stages as well as other 
| Vaughan, William Morrow & Co., | rolled form and extruded alumi- 
secretary, and Ken Hurst, Haw-| num products. 

“I’m Mr. Pennyfeather’s secretary. Please come and pick up |thorn Books, treasurer. 

that typewriter he bought without me.” ; Iowa Broadcasters Elect 

George Volger of KWPC, Mus- 


McLaren Names Three | catine, Ia., has been elected presi- 
Secretaries know what they want. And they generally get it, || G- L- Reneau, formerly account | dent of the Iowa Broadcasting) 
too! That’s why it makes sense to sell the secretary as well as executive, has been named ac-| Assn. Other officers elected are, 
her boss, if you advertise office products. Tell your story to count supervisor at MacLaren Ad- | Bill White, KFJB, Marshalltown, 


145,000 secretarial career women who subscribe to .. . _vertising, Toronto; John N. Milne,| yp; Glen Stanley, KBOF, Oska- 
|formerly assistant manager of re- loosa, secretary-treasurer. 
|search, has been promoted to de- 


TODAY'S SECRETARY magazine partment manager, and John T.| Beck Joins ‘Charm’ | 
4 % |Carson, formerly a brand manager; James Beck, formerly eastern | 
$30 West 42nd Street, New York 36° LO 4-000 |with Procter & Gamble Co. of| advertising director of Meat &| 


Food Merchandising, has joined the | 
advertising sales staff of Charm. | 


|Canada, has joined the agency as 
| account executive. 
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“Ad Age brings me the news 


while it is still ‘hot’... 


says FRANCIS E. GORMAN 
Vice-President, Advertising and Merchandising 
Nehi Corporation 


“Advertising Age keeps me in touch 
with the latest developments in 
marketing as they occur. Each weekly 
issue brings me the news while it is still 
‘hot.’ Ad Age thus serves as an 
invaluable tool for short and long-range 
planning and for making decisions 


affecting marketing strategy.” 


FRANCIS E. GORMAN 


Mr. Gorman brought an 18-year background 
in marketing consumer goods to the Nehi 
Corporation when he joined the soft-drink 
company as advertising manager in 1955. 
Within two years, he was advanced to vice- 
president in charge of advertising and 
merchandising. In addition to his over-all 
planning duties for Royal Crown Cola, Nehi 


flavors, Upper Ten and Par-T-Pak, he travels 
almost 100,000 miles a year contacting Nehi 
bottlers. 

A graduate of the University of Minnesota, 
Mr. Gorman held merchandising positions at 
The Procter & Gamble Co., Standard Brands, 
Incorporated, Personal Products Corp., and 
Philip Morris, Inc., before coming to Nehi. 
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